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48-Day Dealer Stock 
‘Nears Million Mark, 
Causes Fresh Debate 


By Maynard M, Gordon 
News Editor 
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persisted in calling the situation a 
drag on ’61-model sales. 


wae debate flared again over ieee 
what constitutes a reasonable ARGUING the cause of higher 


inventory, dealer stockpiles of ’61 stockpiles last week was Ed- 
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and ’60 domestic new cars advanced 
‘to-an estimated 964,258 units as of 
Dec. 1. 

According to an Automotive News 


ward N. Cole; general manager of 
Chevrolet. The opposite side was 
again taken by Birkett L. Williams, 
president of the National Automo- 
bile Dealers Assn., who has called 
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a 30-day supply adequate. 

Cole, updating a position advanc- 
ed a month ago by General Motors 
Chairman Frederic G, Donner, told 
a Chicago business outlook con- 
ference: 

“The greatly increased variety 
of choice in size, models, options 
and equipment items demanded 
by the American people has made 

core on zm *: Col, 1) 


analysis, this amounted to slightly 
above a 48-day supply at the 
November selling rate. The Decem- 
ber inventory was 5% percent above 


New-Car Stocks 


In Field and in Transit, 
Domestic Makes 


964,258 e e 
013,750 Williams Warns 


60 Sales Losses 
Kill ’61 Profits 


Eprror’s Notre: One of the press- 
ing problems of the last few 
months has been the large carry- 
over of ’60 models into the ’61 
selling season. Birkett L. Wil- 
liams, president of NADA, shed 
further light on this subject in a 
talk last Monday before the Utah 
Automobile Dealers Assn. in Salt 
Lake City. Below is his text: 
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the Nov. 1 count of 913,750 new 

cars, which was a 45-day supply. 
Included in the December 

stockpile were approximately 
175,000 unsold — and increasingly 
difficult-to-sell—’60 models. About 
130,000 of these cars were retailed 
last month, with the rate of daily 
sale showing a natural tendency 
to decline steadily as the ’61 sea- 
son wore on. 

Thus, the load of ’60 models in 
dealer yards represented 18 percent 
of the Dec, 1 inventory, compared 
with 33 percent a month earlier. 
Neither the number of ’60s nor their 
share of the total new-car supply 
have brought laments from factory 
executives, but many dealers have 


ied THE 1960 model] year, the fac- 
tories built, and the dealers 
bought, 6,011,000 automobiles. 
Unfortunately almost 10 percent 
—575,000 of those 
cars were still in 
dealers’ hands 
when the 1961 
models were in- 
troduced. This 
was about 40 per- 
cent higher than 
any previous 
carryover. And 
latest information 
indicates 150,000 
still belong to 
the dealers. The 





B. L. Williams 
cause: Too-high inventories through 
1960. 


This unprecedented, excessive 
(Continued on Page 8, Col. 1) 
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Top Imports Digging In 


By Robert M. Lienert 
Associate Editor 


A NEW stability appears to 
be coming to the im- 


ported-car market in the 
United States as it nears the end 
of its first full year of allout com- 
petition. 

Tested by compact-car fire, the 
leading import makes leave no 
doubt about their intenti6ns to stay 
in this market. 

Convinced that they have a 
product for which a continuing 
U. S. market exists, imports have 
settled down for the long haul, 

Hit hard last springby the first 
big sales onslaught of domestic 
compacts, it took some_imported- 
car firms a while to aceept the 
fact that the gravy days were gone 
and that the time for hard work 
had arrived. 


look at their dealer networks. 
Some instituted pro 


ecutives were replaced. 


ed since January, 1959, 


have suspended temporarily. 
+ * oe 


* cd o* 
"aux began consolidating »the 
market. position that had been 
staked out by sweeping sales gains 
achieved last year. 
Major firms realigned and 


New Compacts Realign 
Auto Sales Standings 


RRIVAL of the “second genera-| during most of 1960."Studebaker saw 
tion” of compact cars witnessed | its October registrations plunge to 
sharp new-car market shifts, just-| the lowest monthly volume recorded 
ince it was introduced in the fall 


released registration . figures for 
October indicate. 

The October shuffle in stand- 
ings was so complete that only 
Pontiac, Dodge and DeSoto held 
to their rankings posted a month 
earlier. 

Doubtless there were other fac- 


of 1958. 


(Continued on Page 4, Col, 4) 
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standings, It is also difficult to as- ‘ 

geas the extent of the fmpact of the aoe registrations for 10 mate 
new compacts. 3, Pos. Make Pos. 
It would appear, hpwever, that} 1—1,417,003 Chev, 1,276,112— 1 
the new compacts e no. barn- 2—1,175,981 Ford 1,227,366— 2 
burners themselves buf scatter 3— 381,213 Plym. 831,207— 4 
lot of sparks elsewher 4— 359,049 Rambler 302,787— 6 
’ em 5— $31,587 Pontiac 340,592— 8 
6— 309,005 Dodge 127,447— 9 
7-— 286,991 Olds. $21,082— 5 
8— 211,164 Buick 212,460— 7 

9— 124058 Comet ......... 
1 Saore Mercury 130,126— 8 
Tt y Cadillac 121,052—10 
2 4 Stude, 110,536—11 
13 53,427—12 
14 143 DeSoto 37,718—13 
ib Lincola 22,622—14 
16-~ 14,853—15 

Mise. 551,759 

All Makes 
5,181,006 


streamlined marketing setups, 
overhauled service programs, “Te- 
vamped promotion and advertising 
approaches and took a long, hard 


of 
financial assistance for their 
dealers. In certain cases, price 
structures were revised. Some ex- 


In short, the imports give every 
indication that they plan to be 
around for a long time although 
October registration figures show- 
ed their volume had dropped to 
36,704 for the month, lowest record- 


It is true that a handful of mak- 
ers have withdrawn from the U. S. 
market—including Riley, Jensen, 
Wartburg, Taunus, Maico and Gog- 
gomobil. A few others say they 


mo the hard core of survivors, 
including those firms which 
capture a lion’s share 6f import- 
ed-car sales, have buckled down 
to meet domestic makers at their 
own .game and perhaps institute a 


+ * + 
(eat apparently thrived on the 
new competition, jumping more 





few scoring plays of their own. 
Their plans for 1961 are ambiti- 
ous, Volkswagen, for example, is 
constructing a new $2.5 million na- 
tional headquarters in Englewood 
Cliffs, N. J., designed for some 
200 employes. Carl H. Hahn, VW 
general manager, says Volkswag- 
en plans to expand its dealerships 
by 25 percent during 1961 as it 
shoots for 180,000 sales. 
Volkswagen dealers also are 
optimistic about the future. 
Throughout the U. S., 45. percent 
of all VW dealers have built new 
facilities during the past three 


years. 

Hahn maintains that the import- 
ed car has an important place in 
America, He said, “The imported- 


car success in America has brought 
(Continued on Page 16, Col, 1) 


Two Millionth 61 
To Roll-Friday; 
Weekly Rate Up 


By Martin L. Whitmyer 
Staff Writer 


MERICAN car manufacturers 

will build their two millionth 
1961 model car this week—a mile- 
stone that was not reached until 
last Jan, 22 for the corresponding 
1960 model, 

With an estimated 1,882,446 cur- 
rent-model cars produced through 
last Saturday (Dee. 10), the in- 
dustry is expected to reach the 
two-million mark this Friday 
(Dec. 16). 

Through the end“ of November, 
the industry had built 1,692,956 cur- 
rent-model cars, with the standard- 
size lines on top with 741,775 as- 
semblies. Following were the 
compacts with 588,696 units; the 
medium-size group with 317,521, 
and the highest-priced group, 
44,964. 

Production of 1960 models 
through the end of November a 
year ago totalled 1,039,034 units — 
the primary reason for the low 
total being the steel strike that 
crippled auto output from the end 
of the 1959 model run through De- 
cember of last year, 

A breakdown of 1960 model out- 
put through the end of November 
@ year ago showed the standard 
growp on top with 478,440 assem- 
blies, followed by the compacts 
with 263,527; the mediums, 261,925, 
and the highest-priced group, 
























35,142. 


*” * * 


TOTAL of 188,966 carg rolled 
from United States assembly 


lines last week. That was a 2.6 per- 
cent increase from the 135,460 cars 


(Continued on Page 101, Col. 3) 
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istrations ... 





" —Motor-vehicle regis- 
ral the nation’s 115 leading 
totalled 381,406,916 as of 
increase of 4.6 percent 


y 1, an 
~~ Saver. the like period last year, ac- 


cording to R. L, Polk & Co. 

The count in the top 115 counties 
on July 1, 1959, was 30,032,449. 

There were 27,982,937 autos 

registered in these counties, a 
gain of 4.7 percent over last year’s 
26,723,048. Trucks were up from 
3,300,401 to 3,423,979, a boost of 
3.5 percent. 

For the entire country as of July 
1, registrations totalled 67,905,635, 
up 3.5 percent over last year’s 65,- 
618,906. 

There were 57,102,676 cars as of 
July 1, compared with 55,086,761 a 
year ago, for a gain of 3.7 percent. 
Trucks totalled 10,802,959, an in- 
crease of 2.6 percent over 10,532,145 
in 1959. 

Los Angeles County continued as 
the leader in both auto and truck 
populations, followed in order by 


‘Cook (Chicago), New York’s five 


boroughs and Wayne (Detroit). 
Auto registrations were up 5.8 
percent in Los Angeles, from 2,404,- 
O71 a year ago to 2,542,366. Trucks 
jumped from 321,306 to 333,734, a 
gain of 3.9 percent. ; 
In Cook County, there were 





McNamara Mentioned 
For Kennedy Cabinet 


WASHINGTON. — Robert S. 
McNamara, Ford Motor Co, pres- 
ident, reportedly was under con- 
sideration last week as Treasury 
Secretary in the Cabinet of Pres- 
ident-elect John F. Kennedy, 

McNamara and the company 
had no comment. McNamara has 
said he considers himself a “po- 
litical independent.” He has sup- 
ported both Democrats and Re- 
publicans in the past, it was said. 





1,476,968 autos, up 1.9 over the 
1,449,452 in 1959. There were 1,427 
more trucks this year, boosting 
the count 1.2 percent from 116,161 
to 117,588. 

The five New York boroughs 
posted gains of 3.1 percent in both 
auto and truck registrations. Cars 
totalled 1,316,665, compared with 
1,276,898 in 1959. There were 114,877 
trucks this year and 111,418 a year 
ago. 

Wayne County’s auto count also 
was up 3.1 percent, from 926,860 
to 955,497. There were 83,538 trucks, 
an increase of 2 percent over last 
year’s 81,867. 

Rounding out the top 10 counties 
in auto registrations were Cuya- 
hoga (Cleveland), Nassau (N. Y.), 
Allegheny (Pittsburgh), Philadel- 
phia, Harris (Houston) and Middle- 
sex (Cambridge, Mass.). They fin- 
ished in the same order a year ago. 

In the truck field, San Diego 

County jumped from 10th place 
in 1959 to sixth this year. Regis- 

trations were up from 50,817 to 

56,908, an increase of 12 percent. 

Philadelphia, the sixth-place oc- 
cupant a year ago, dropped out of 
the top 10 as the truck count slip- 
ped from 56,656 to 51,058. 

Harris County remained in fifth 
place, while Dallas, Maricopa (Ari- 
zona) and San Francisco continued 
in the seventh, eighth and ninth 





spots respectively. 
es 
115 Leading 
s 
Counties 
Passenger 
State—County Cars Trucks 
ALABAMA 
Jefferson .......... 197,855 29,498 
Mobile .............. 96,312 14,688 
ARIZONA 
Maricopa .......... 229,011 53,770 
MONON oniinitte bbctices 97,929 18,238 
CALIFORNIA 
Alameda. .......... 346,890 48,744 
Contra Costa... 154,156 21,847 





Strong November Sales 
Reported by Factories 


DETROIT.—Several auto makers 
last week reported sales records 
for November and the first 11 
months of this year, while others 
said November deliveries were the 
best in recent years. 

Record performances for No- 
vember and the year-to-date were 
claimed by .Chevrolet and Cadil- 
lac, while Dodge and Rambler 
said ll-month sales exceeded 


those of any previous full year. 

In many cases, however, the No- 
vember deliveries were below those 
of October. Cadillac claimed 14,757 
sales last month, compared with 
15,004 in October, and Oldsmobile 
mentioned 36,752 in November as 


against 38,893 the previous month. 

Dodge’s November report show- 
ed 25,051 sales, down from 30,223 a 
month earlier, while Rambler an- 
nounced 33,577 sales in November 
and 36,616 in October. Chrysler 
Corp. said its dealers sold. 68,623 
new cars in November, The October 
total was 78,781, 

Chevrolet, Buick and Studebaker 
ran counter to the trend. They said 
sales were higher in November than 
in October. 


Following are the latest retail 
Sales reports from the factories: 
x 8 * 
Chevrolet 
General Manager Edward N., Cole 


said Chevrolet retail deliveries in| 


49 November totalled a record 143,500 





Renault's Top Dealer— 


Robert Rosenthal, center,. president, Ros- 
enthal Motor Co., Arlington, Va., received 
the Renault award for his firm's top sales 
record of more than 2,200 Renaults in the 
past year, making him the leading Re- 
nault dealer in the United States. Rosen- 
thal and his wife are shown with Bernard 
Vernier-Palliez, executive vice-president, 
Renault of France, during their recent visit 
to the Renault factory in France. Story on 
Rosenthal's operation on Page 88. 


cars. He said this was 10.7 percent 
ahead of the division’s previous 
a high of 129,643 sales in 


For the first 11 months of this 
year, Chevrolet sales totalled 
1,588,326, Cole said, which sur- 


(Continued on Page 99, Col, 1) 


Rambler Boosts 
Rebate on °60s 


DETROIT.—American Motors is 
paying an extra rebate to dealers 
on leftover ’60 models. The new 
schedule is in addition to the regu- 
lar 5 percent payment on carry- 
overs. 

The new bonuses are: American 
Deluxe sedans, $50; American 
Super and Custom sedans, $75; 
American Deluxe, Super and Cus- 
tom station wagons, $100; Rambler 
Six wagons (108-inch wheelbase), 
$100. 

Since Oct. 21, Rambler dealers 
also have been getting an addi- 
tional bonus of $50 on ’60 Ambassa- 
dors and $125 on Metropolitans. 
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: _Vehicles Up in 115 Top Counties 








Oldtimers Honor Hopper— 


A yghaltlatlves 









Veterans of automobile retailing days when the word discount was unheard of 
were among the 300 persons who surprised E. D. Hopper, president, Buick Youngs- 
town Co., at a party commemorating Hopper's 40 years in the automobile field. From 
left are Brice Freeman, Freeman Buick Co., Elwood City, Pa.; Mike Turk, Mike Turk, 
Inc., East Liverpool, O.; E. Reese Luke, Luke Buick Co., Cleveland; Wilbur Coy, Coy 
Buick, Salem, O.; J. D. Anderson of Anderson Pontiac, Akron; Hopper; Clyde Cole, 
Cole Buick Co., Warren, O.; Andrew Marino, retired Youngstown automobile dealer, 
and Karl Armbrecht, Armbrecht Motors, Youngstown. 





135,749 37,986 
106,864 30,456 
2,542,366 333,734 
281,200 38,815 
115,087 25,714 
195,469 39,939 
187,152 36,925 
679 56,908 
248,795 52,035 
90 24,438 
174,591 21,835 
254,392 40,030 
260,159 36,950 
245,568 23,241 
227,705 25,767 
216,044 24,860 
100,990 15,758 
250,254 22,411 
149,393 17,480 
373,822 41,043 
151,317 22,399 
151,215 24,576 
105,425 
93,034 13,774 
163,268 15,666 
208,147 33,494 
138,401 19,558 
1,476,968 117,588 
121,100 8,798 
104,435 10,964 
165,406 20,660 
251,832 40,124 
86,188 12,053 
97,179 15,135 
133,719 21,210 
197,261 26,441 
162,411 21,673 
363,267 39,460 
125,191 14,061 
178,294 17,029 
133,309 14,507 
376,254 34,327 
169,476 12,751 
173,145 24,144 
181,504 21,467 
135,348 14,227 
131,689 17,601 
149,178 13,558 
237,607 20,646 
955,497 83,538 
325,854 34,372 
157,451 20,111 
225,970 29,918 
406,944 44,624 
113,776 15,693 
291,398 23,377 


(Continued on Page 98, Col, 2) 





Barometer 


Savings D 
Used-Car 


Common 
Stocks 


Auto Production 
Truck Production a 
Auto Registrations—yYear to date.. 
Truck Registrations—Year to date. 
Steel Production—Ton; 
Lumber Production—Board feet... 
Paperboard Production—Tons.... 
Soft Ceal Output—tons 
Oil Refinery Output—Barrels 
Electric Output—kilowatt hours.... 
eight Car Loadings 
Department Store Sales Index .. 
Stock Market Price Index 
U.S. Gevernment Spending 

—Fiscal year to date 
Commercial and Industrial Loans $31,702,000,000 
osits 
rices—Average 
Business Failures 


AMC....... 18% 20% 
Chrysler 39 38% 
Ford....... 63%, 63%, 
GM........ 41 4) 
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Business Barometer 


Automotive News Economic Index — 


100.9 Percent of Last Week 
109.4 Percent of Like Week Last Year 


eeeeeeee 


eeeeeeee 
eeeeeeee 


eeeeeeee 


Dec.7 Nov. 30 1960 Range 
29-18% 
71%-38 

92% -60% 
55%4-40% 
(Dec. 12, 1960) 


135,460 121.8 244.0 
22,972 134.5 201.7 
5,489,330 $ 105.9 
802,771 ghad 99.6 
1,393,000 101.9 52.6 
159,257,000 74.7 75.8 
280,359 103.6 94.0 
6,400,000 80.2 78.5 
51,508,000 101.7 100.5 
14,368,000,000 106.4 103.3 
284,269 86.2 87.8 
173 101.8 98.3 
111.8 98.5 93.4 
$40,759,804,000 wee 101.7 
99.6 106.0 
$32,377,000,000 100.2 107.4 
$1,095 104.6 86.9 
290 105.1 141.1 
Common 
Stocks Dec.7 Nov. 30. 1960 Range 
OE. cowdecne 424%, 444%, 50%-38% 
Mack...... 31% 31% 
ihe cies 7Ve 7Ve 2444-7 
White...... 37 38%, 6734-36 


Townsend, Laughna Rise . . . 


Top Shuffle at Chrysler 


N TOP-LEVEL realignments last 
week, Chrysler Corp. placed 
Lynn A. Townsend in the No. 2 
spot on the executive ladder and ap- 
pointed R. P. Laughna as marketing 
vice-president. 

Townsend will take over duties 
handled hitherto by E. C. Row, who 
will retire at the end of January. 
Laughna’s new functions will sup- 
plement those of E. C. Quinn, vice- 
president-sales divisions, Chrysler 
emphasized. 

Townsend, who has been group 
vice-president in charge of in- 
ternational operations, was given 
the title of administrative vice- 
president. When Row leaves the 
company, Townsend will rank 
just below L, L. Colbert, chair- 
man and president, and above the 
group vice-presidents and _ vice- 
presidents who direct specialized 
activities. 

In his new post, Townsend, 41, 
will direct the day-to-day activities 
of the company, subject to the con- 
trol of Colbert and the board, and 
will continue to manage the inter- 
national operations. 

Row, who started his 44-year au- 
tomotive career with Dodge Broth- 
ers, will be 65 on Jan, 10 and will 
retire from Chrysler at the end of 
the month. Row held the title of 
administrative vice-president, 
Townsend’s new title, from 1956 to 
1958. eho 


N 1958, Row became first vice- 

president and the title of ad- 
ministrative vice-president was put 
on the shelf. 

The promotion of Townsend an- 











Percent of 
Last Week Last Year 




















swered some of the questions about 
the executive setup at Chrysler but 
raised some new questions. 

The company has been looking 
for a No. 2 man since William 
C. Newberg was ousted as presi- 
dent in June, Newberg and Row 
had been second and third men 
in the company for years with 
Colbert at the top. With Newberg 
young and Row nearing retire- 





R. P. Laughna E. C. Quinn 


ment age, it was considered ob- 
vious that Newberg was on the 
way up. 

Last April, Newberg’s role as 
No. 2 man was confirmed by his 
election ag company president and 
Row prepared to retire. Nine weeks 
later, Newberg was asked to resign 
because of his undisclosed interests 
in two Chrysler suppliers. Row be- 
came more active in the affairs of 
the company and the hunt for an- 
other No. 2 man was on. 

* - * 
URING the summer and fall, re- 
ports have had it that a num- 
(Continued on Page 98, Col, 2) 


Court Rules Twice 
In Chrysler Case 


WILMINGTON, Del. — Chancery 
Court here has handed down two 
rulings in the continued pretrial 
maneuvering on a suit against 
Chrysler Corp. 

In the suit, a group of critics of 
Chrysler management headed by 
Sol A. Dann is asking that a re- 
ceiver be appointed to oversee the 
company. 

The court has ruled that Dann 
need not name those who have sup- 
plied him with information on 
Chrysler, if they are open to eco- 
nomic reprisals by Chrysler, but 


52%-29% || must name all other informers. The 


other ruling denied Dann access to 
papers of the lawyers who investi- 
gated Chrysler management this 
summer. 
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, OU. know,” said a veteran stu- 

dent of dealer advertising, 
“everybody tries to give dealers 
ideas on how to improve their ad- 
vertising but the only kind of an 
ad a dealer will buy is the kind 
he squawks about when some other 
dealer uses it. 

“The kind you want him to use 
won’t sell,” he says. “No hard sell 
in it.” 

This is offered for any ideas it 
might stimulate. It is not quite 
true. Many dealers have done an 
effective job of building their repu- 
tation through advertising, but they 
are dubious of joint goodwill ad- 
vertising for many reasons, some 
of which are sound, 

* * * 


In Tune with Dreams 


HE best ad writers are those 

who are in tune with the dreams 
of the readers. This reminds us of 
the mad Russian who, besides fig- 
uring out a system for making 
money by selling stocks for less 
than he paid for them, used to 
write such intriguing used-car ads 
that his partner would see them 


Kentucky Slates 
°61 Convention 


For May 14-16 


LOUISVILLE. — Directors of the 
Kentucky Automobile Dealers Assn. 
have voted to stage the 1961 KADA 
convention May 14-16 at the Shera- 
ton Hotel here. 

The convention usually is held in 
September, but members feel that 
the May dates will increase at- 
tendance. They note that dealers 
are busy with cleanup problems and 
new-model introduction plans in 
September. 

The usual April meeting of the 
board of directors will be held. 

At last week’s meeting, KADA 
directors voted to oppose any in- 
crease in gasoline taxes. They also 
discussed legislation to reduce the 
legal age for buying or owning a 
car from 21 to 18, 

The board reiterated its position 
to cooperate with department of 
public safety’s program in the 1962 
legislative session. 


Cooke Loses Plea 
For Leniency 


LOUIS VILLE.— Motions for 
lighter penalties for Thurston 
Cooke and three associates have 
been denied. They are scheduled to 
go to prison Jan. 12 to begin serv- 
ing the sentences agreed to when 
they pleaded guilty to fraud 
charges. 

Cooke, who once operated four 
auto dealerships here, and his four 
subordinates were arrested after a 
host of forged auto liens and leases 
were discovered. When they pleaded 
guilty, Cooke agreed to a four-year 
sentence and the others drew 
shorter terms. 

Two Cooke dealerships were clos- 
ed in May and assigned for liquida- 
tion. During the liquidation process, 
the forgeries were revealed. The 
case has produced a welter of civil 
suits, but no final determination of 
whether Cooke’s assets will meet 
his debts. 
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in the paper and call up to buy the 
car, only to find out he owned it. 

This ad writer projected into the 
ads the quality people really want 
—honest value—and slipped in the 
promise of a dream or two. 

Speaking of inspired ads, you'll 
find some in this import issue of 
Automotive News. There is a 
story that goes with one of them. 
An imported car executive liked 
ads he had seen on other prod- 
ucts, so he asked the agency to 
send some men around, 

A couple of young men showed 
up. They didn’t know much about 
autos. The agency had never had 
an auto account in the house. The 
agency men stayed for a couple 
of days, watched the operation, 
asked questions. 

Then they went away for a while. 
They came back and launched one 
of the outstanding auto series to 
be seen here in a long time. Need- 
less to say, the car and the opera- 
tion they dramatized were sound. 
Advertising can’t make us better 
than we are. It just makes us 
known to more people. 

* * * 


The Figure People 


NOTHER visitor the other day 

was W. R. M. (Dick) Williams, 
general sales manager of Rootes 
Motors (Canada) Ltd. Williams has 
sold cars in Great Britain, Canada 
and the United States. 

“Nothing to it, really, you know,” 
he says in a reassuring tone. 

Williams says the figure boys are 
taking over the auto business these 

days at home and abroad. 

“Not bad chaps, really,” he re- 
marked, “they just muck around 
with figures. 

“They can lead you down some 
dark alleys, though.” 

Maybe he was concerned lest 
they replace salesmen with charts, 
tables, slide rules and computers. 
No chance. No machines in sight 
to produce charm. 

By the way, Williams says that 
in the long run the better imports 
will profit from American competi- 
tion. The more compacts they build, 
the better he likes it. And he says 
still smaller cars also will help. 

“Gets more people thinking our 
way,” says Williams. 

of * * 
Big Savings 
NCIDENTALLY, there’s a fasci- 





nating cost-accounting story 
going around at one auto company. 
There was a day when any execu- 
tive going to New York or a likely 
city would call up the agent for the 
company air line to see if a com- 
pany plane was going that way. 

Then the cost accountants moved 
in. Executives found they were pro- 
rating the plane costs to the pas- 
sengers, with the result that an 
executive thinking he was hitch- 
hiking would get clipped with a 
charge of something like $1,600 for 
a ride to N. Y. Whose budget can 
stand that? So now the executives 
ride the scheduled air lines. The 
budget can stand a real charge of 
$50, but not a mythical charge of 
$1,600. 

These cost accountants are sav- 
ing money like the efficiency ex- 
perts in the old saw about buying 
paper clips in carload lots to reap 
the benefits of big buying. 

“Look how much per paper clip 
we're saving,” they said. “By the 
way, how did we use to buy them?” 

“We didn’t,” said the oldtimer, 
“We just took them off the incom- 
ing mail.” 

od * * 
Selling Manual 

NCIDENTALLY, Williams had a 

kind word to say about the man- 
ual of automotive selling written 
by Richard Munro and published 
by Westminster Automotive Sales 
Consultants. The manual is in three 
parts. Seems a bit ponderous, we 
remarked. 

“To be sure,” said Williams, 
“but where else can you get the 
whole story of auto selling?” 

It is being revamped for a home- 
study course. 































Leftovers Still Left ... 


Price Is the Big Theme 
In Both ’60, 61 Ads 


By John K. Teahen Jr, 
Associate Editor 
HE leftover ’60 models are 
going, going—but they’re a long, 
long way from gone, Dealers have 
about 175,000 of them in stock, and 


Sticker Violation Laid 


To New Jersey Dealer 


TRENTON, N. J.—Highbridge 
Motors, Highbridge, N. J., has 
been charged with violating the 
Automobile Information Disclo- 
sure Act by removing price labels 
from cars before they reached 
the ultimate purchaser. 

The New Jersey Automotive 
Trade Assn. claimed that “this is 
a direct result of a complaint 
filed by the NJATA on behalf of 
one of its members.” 


their advertising continues to re- 
flect a desperate effort to unload 
them. 

The volume of ’61-model adver- 
tising is increasing, and many 
dealers are plugging their left- 
— and their ’61s in the same 
Price is the byword in each case. 
In an ad offering “brand new ’60 
and ’61 Pontiacs,” Clark Auto Sales, 
Detroit, summed up the situation 
this way: “All reasonable offers 
accepted; all unreasonable offers 
considered.” 






















PRIENDLE CHEVROLET, Dal- 
las, mentioned new ’60s at “fac- 
tory invoice cost” and claimed it 
had made a “special purchase . . . 
in order to bring you these new 
low prices.” A Bel Air four-door 
with Powerglide was listed at 
$2,208.65. 

A “final closeout” on 19 leftovers 
was staged by Ralph Pontiac, Inc., 
Rochester, N. Y, The firm said 
prices started at $2,491 and added, 
“No money down and no payment 
til next March in most cases.” 

New ’60 Impalas, “fully equip- 
ped with power steering, power 

brakes, radio and _ whitewalls,” 
were $2,185 at Shalla Chevrolet, 
Detroit, while Leo Adler, also in 
the Motor City, spoke of savings 
up to $1,600 on Chrysler Corp. 
“factory leftovers.” 

Among the models advertised by 
Adler was a ’60 Imperial two-door 
hardtop at $3,385. Detroiter Bill 
Brown promised one-hour delivery 
on 36 new ’60 Fords and Thunder- 
birds that “must be sold at once.” 

ok 3 + 
FA KANSAS CITY and St. Louis, 

Rambler dealers spoke of “spe- 
cial purchases” and conducted a 
“gigantic warehouse purchase sale 
of 1960 Ramblers.” Van Chevrolet, 
Kansas City, said it had 123 new 
"60s that would be sold on a “best- 
offer” basis. 

Leftover demonstrators and ex- 
ecutive cars were available at 
huge discounts. Gene Mohr Chev- 
rolet Co., Houston, priced an 
Impala four-door hardtop at $2,- 
293. Equipment included Turbo- 
glide, radio, heater and white- 
walls. 

North Florida Motor Co., Jack- 
sonville, offered six Mercury demos 

(Continued on Page 99, Col, 2) 


Bergen (N. J.) Dealers 
Revive Dinner Meeting 


HACKENSACK, N. J.—The Ber- 
gen County Automotive Trade 
Assn. is putting business before 
pleasure in reviving the dinner 
meeting as a replacement for the 
dinner dance which highlighted 
oH year’s February midwinter ses- 
sion. ; 

William Gatti, association presi- 
dent, said memberg seemed to pre- 
fer an event which would increase 
their knowledge of the business. A 
top auto industry leader will be the 
guest speaker, he said. The meet- 
ing again will be held in February. 


Lubbock (Tex.}) Dealers Elect Officers— 


Shown are the newly elected officers of the Lubbock (Tex.) New Car and Truck Dealers 
Assn. as they are congratulated by Gordon Rose (Chevrolet), outgoing president. Second 
from left are Fenner Tubbs (Chrysler-Plymouth), president; John Scoggin (Buick), vice- 
president, and Jack Alderson (Cadillac), secretary. 


Few States Regulate 
Dealer Sales Practices 


of states regulating direct con- 
tacts between dealers and the 
public. 

Not only does Wisconsin join 
four others in requiring dealers to 
keep written agreements with buy- 
ers (Kentucky, Nebraska, Oklaho- 
ma and Rhode Island), but the 
Badger State also has these other 
exclusive restraints: 

o > 


OrE: Together only with Louisi- 
ana, a dealer license, may be de- 
nied if the motor vehicle adminis- 
trator finds that the territory in 
question already is adequately 
dealered. 

2. Bushing is a ground for deny- 
ing a license, 

3. So are “endless chain sales.” 

4. So is charging interest rates in 
excess of 15 percent per annum, 

Three states — Iowa, Michigan 
and Ohio—are empowered to re- 
voke licenses if prohibited manu- 
facturer contracts are entered into 
by dealers. 


By Maynard M. Gordon 
News Editor 
FFORTS to regulate dealer sales 
practices are More the excep- 
tion than the rule, an AUTOMOTIVE 
News study of state licensing laws 
discloses. 


Outside of the area of fraud, the 
state laws have by and large shied 
away from directly interfering in 
dealer relations with customers, or 
vice versa. 

For example, whereas 16 states 
forbid auto manufacturers from 
coercing their dealers to take un- 
wanted accessories, only four 
states prevent similar “loading” 
of citizen new-car buyers. They 
are Arkansas, Louisiana, Rhode 
Island and Tennessee. 

Most dealer licensing statutes 
make fraudulent conduct grounds 
for denying or revoking permits— 
and leave it at that. The outlawed 
fraudulent practices range from 
illegal use of plates to outright de- 
frauding of buyers or misstate- 
ments in license applications. 

ak o* * 

WENTY-THREE states may de- 

prive an applicant of a dealer- 
ship license if he fails to maintain 
an established place of business. A 
fourth, Georgia, requires an estab- 
lishment as such for used-car li- 
censees, But this provision still 
leaves untouched the give and take 

of dealer-consumer relationships. 

Misleading advertising is another 
“indirect” area of dealer conduct 
over which several states have en- 
acted controls. Eleven states could 
withhold licenses for deceptive ads, 
including Arkansas, California, Col- 
orado, Louisiana, Nebraska, New 
York, North Carolina, Oklahoma, 
Tennessee, Virginia and Wisconsin. 


Wisconsin leads the small list 


Cleveland Dealers 


Headed by Snyder 


CLEVELAND.—Philip A. Snyder 
(Rambler) has been elected presi- 
dent of the Cleveland Automobile 
Dealers Assn. He succeeds Clifford 
Houser (Ford). 

Philip Fleishman (Chrysler- 
Plymouth) was named first vice- 
president; Earl W. Foos (Oldsmo- 
bile), second vice-president, and 
Robert B, Wick (Lincoln-Mercury- 
Comet), treasurer. 

R, Earl Burrows was renamed 
secretary, and Frank X. Schaut 
was reelected counsel, 
































* * * 


MENNESOTA and South Dakota 
bar sales of vehicles for non- 
consumer use, 

Failure to maintain reasonable 
stocks of new parts and accesso- 
ries is grounds for license denial 
in Oklahoma, which also penalizes 

(Continued on Page 99, Col. 5) 


On the House... 


All dealer problems will not automatically evap- 
orate in the next two or three months, but Jim 
Whitehurst, manager of the Dallas association, be- 
lieves that dealers’ financial health will be a lot 
better by March 1—provided they (1) move used 
cars ahead of further depreciation; (2) dispose of 
remaining '60 models quickly; (3) hold margins on 
’61 models above final costs, and (4) refuse to burden 
themselves with an excessive inventory of new cars 
...In the same vein, Wisconsin Assn.’s Louis Milan 
points out: “It’s not enc ign to just push new-car 
sales; remember that new-car sales can push your 

Wemhoft used-car inventory right through your walls and 
off your used-car lots.” ... 


Lot of dealers are making use of a special holiday letter, pro- 
vided by Auto Industries Highway Safety Committee, which urges 
employes and customers to drive carefully during upcoming season 
... The “temporary” auto excise is now 28 years old; has cost high- 
way users the staggering total of nearly $40 billion so far... 

George Weber (Weber Chevrolet, St. Louis), a radio “ham” for 45 
years, recently hooked up a lonesome Army sergeant in Greenland 
with his wife and children in St. Louis; paid the phone “patch” charge 
himself . . . Dealers report that '60 models of one make arrived in 
Los Angeles after the '6is has been announced. 

—Pete Wemuorr, Editor, 
Automotive News 
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48-Day Supply Stirs Fresh Debate .. . 





Dealer Stock Nears Million Mark 


what constitutes a satisfactory in- 
ventory. 
























(Continued from Page 1) 


the old rule of a 30-day supply 
completely inadequate, and loss 
of dealer sales ig usually the re- 
sult. 

“In fact, our experience has 
shown that satisfactory inventories 
provide a strong incentive for the 
dealers to sell aggressively.” 

* * ca 
rose to the defense of 
his 30-day-supply position in an 
address last week before the Utah 
Automobile Dealers Assn. He re- 
peated his contention that it is too 
expensive for dealers to inventory 
more than a month’s supply of new 
cars, 

Neither Cole nor Donner before 
him revealed what GM considers to 
be a satisfactory inventory, but it 
was reported last week that a 
45-day supply is their idea of ade- 
quacy. 


HEVROLET dealers in Cleve- 

land, Williams’ home base, are 
understood to have adopted a res- 
olution calling for 30-day inven- 
tories. 

Another NADA director, endors- 
ing Williams’ position, said his own 
dealership was “stuck with” 28 
Plymouths and Valiants of ’60 
vintage on Dec. 1. He added that 
his sales of ’60 models last month 
totalled seven, giving him a four- 
month supply of the outmoded 
models. 

The situation on ’60s is spotty, 
of course, as is the availability 
of ’61s. Sales of the new luxury 
compacts have lagged, with fac- 
tories blaming low inventories 
and dealers admittedly pushing 
harder for retails of larger, more 
profitable series. 

“Why hustle Lancer when Dart 
is still hot and sells for a bigger 
markup?” an Illinois Dodge dealer 
asked. “Besides, Lancer looks too 
much like Valiant, and I just -don’t 
feel the luxury-compact concept is 


catching on.” 
+ 
To premise, with which Buick 
and Pontiac dealers agreed in 
so far as their compacts were con- 
cerned, was disputed by Comet and 
Chevrolet dealers. 

“Can’t get enough Monzas (the 
top-series Corvair),” a California 
Chevrolet dealer said. 

“Comet is still the only separate 
luxury compact doing a darn here,” 
added a Georgia Lincoln-Mercury 
retailer. 

Falcon, currently outselling all 
compacts by a substantial mar- 
gin, had built up to a 29-day sup- 
ply at the end of November. This 
was well below the inventories 
reported for all other compacts 


“Consequently, the automotive in- 
dustry expects to enter 1961 with a 
satisfactory inventory of merchan- 
dise and good sales momentum-— 
both necessary to keep our products 
moving at a brisk pace.” 

Williams’ position favoring a 
30-day level has the support of most 
directors of NADA, it was disclos- 
ed, One director commented last 
week that every Chevrolet dealer 
in his area disagrees with Cole on 





New-Car Stocks 


Domestic Makes 
(Compiled by Automotive News) 


Deal 
Care Gere te rea except Falcon’s cousin, Comet. 

o Among the compacts introduced 
cae stckee Doctors sau’ | for 61, the Oldsmobile F-85 jumped 
Jan, 1, 50... 251,754 440,254 | Off to an early sales lead over the 
July 1, ’50... 311,084 167,500 478,584 Buick Special, Dodge Lancer and 
dae, bat geeaes  ,seeee  $04708| Pontiac Tempest 
July 1, '51.... 357,606 90.700 448,306; Olds dealers, while conceding that 
Jan. 1, 52... 224,968 31,000 255,968| total F-85 volume was ag sluggish 
Sar tn teseen ooo =: 298.391 as that for other new compacts, 
Jan, i "53... 291,671 83,300 374,971 ascribed the edge over competition 
oy 1, “58. ee oo oas,s88 to the “extra pull” in fee appeal of 

+ °53.. ‘ owning an Oldsmobile and the 
— ir — ie Soiseo Saeess make’s traditional lustiness at new- 
April 1, ’54.... 541,911 64,000 605,911 | model introduction time. 
Get. 1,64. 267-408 29,000 298.400 oo 
Sen, irae: Sagat © @.bag dan'ant | A NEW ENGLAND Rambler 
July 1,°56... 736,501 77,000 ‘813,591 Genter seperted. permet See 
Oct, 1, °55.... 489475 48,900 538,375 
it win Bs ge2t1|Comet Cracks 
Feb. 1, ’56... 801,499 900 sto309| OME rac 
wiie-eee Sis &5/Top Ten in Sal 
May 1, '56.... 846,285 300 902,585 op en m Sales 
i ke ian «Sas fae/In 714 Month 
Stems fe wee 
Oct, 1, '56.... 288,103 25,900 314,003) DETROIT.—Comet has cracked 
eee 1, °56.. rte St cases the Top Ten in new-car registra- 
Jan, e a Sor eee 50,168  512,018| tions for the 10 months recorded 
Feb. 1, "BT... 561,934 100 $30,034 thus far in 1960. m 
. 1, °57.. " After spotting the other 15 Amer- 
~ Arg r 7. p— p= 4 Serbs aay eee ican makes 2% months in the mar- 
= 1, ‘ei waaase = aee waar ket place—Comet was introduced 
Ane. 1rat-. sues G0308 HOLT Od wlong like ite astronomical 
er. ssi sannss Sees faneas| Dames 
OV, te 26T.... S80, ’ It finally vaulted ahead of both 
Dec, 1, '57.... 460,149 71,800 531,949 
Jan, 1, °58.... 597 55,000 652,208; Mercury and Cadillac at the end 
Feb, 1, '58.... 725,003 54,100 779,103) of 10 months to take over No, 9 
Apri 138. 13.201 43,000 433,201 a ae entry has ever done so 
» *58.. 500 776,964 
June 1, ’58.... 704,751 36,500 741,251| well in its introductory year. 
any ithe” Seolase. = suigce, «= 35:388| At the end of its fragmentary in- 
Sept. 1, '58.... 455,984 7,700 .684| troductory month, Comet held No. 
Oct, 1, '58.... 201,397 21,500 312,897/15 position, ranking ahead of Im- 
Dee 1) 48. g87131 kee doesn | Perial. At the end of the first four 
Jan. 1, 59. 417,080 87,000 544.099 months iCameet ~~ so wo on 
. 1, °59.... , -725|the market for six weeks) Comet 
Mar. 1, ‘ab. gaa s27e82 = 708-839! jumped ahead two notches, over- 
May 1,59... 766,185 68,000 834,185 | taking DeSoto and Lincoln to claim | 
dup ices santas Stass Settat| No, 28 spot 
’ ao . : r After another month, Comet 
1, ’59... 48, ’ ’ 
Sone 1, '59.... 688,035 15,000 yesass moved up another rung, replacing 
a 1, '59.. oiveee 52,500  519,538/ Chrysler. It then took two months 
Dee oo Soyeve se aee wee to overhaul Studebaker and settle 
Jan, 1, ’60... 510,467 56,000 666,467; down to No. 11 ranking, where it 
| > oaks oor ions remained for three months until 
April 1, '66... 934,427 72,000 1,006,427; OCtober saw it rise another two 
May 1, ’60.... 942,894 66,800 1,009,694| positions to its current ninth-place 
guy Lssh- secant | Tuseg Laaases | Panking. 
y 3, oe. ’ ’ * On a month-by-month basis 
, ‘ oh * ’ ” , 
font 1, 90... sss,081 Pare ae Comet has been in the Top Ten 
Oct, 1, °60.... 184,677 71,000 = 855,677 since April (its first full month on 
Dee’ ao e188 «= «OhkOO,S beaazen| the market), It took ten months, 


however, for Comet to overcome the 
2%-month advantage enjoyed by 
other makes and move into the 
Top Ten in the year’s cumulative 
registrations. 


? Field stocks include cars actually at 
dealerships, those warehoused by dealers 
and factories, and demonstrators. 
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that prices were too high wag re- 
straining sales, His 75-day supply of 
new models included 10 percent 


"60s. 


An Oldsmobile dealer in Wis- 
consin said the market had been 
oversold in his area and indica- 
tions were for slow retail in the 
foreseeable future. 


F-85s and the other new com- 
pacts are “selling very slowly,” he 


said. 


Other factors listed by dealers 
in the December sales picture were: 
Unemployment in industrial areas, 
the “confusing” array of new mod- 
els and the need to regenerate re- 


tail movement on used-car lots. 


“We can’t keep wholesaling every- 
thing,” a dual GM dealer in Ne- 
braska said. “That lot has to be 
brought back to life, or Ill end up 
eating these Corvairs and Specials.” 


| gion reports of “booming” new- 
car sales in October and Novem- 
ber were perplexing to dealers last 


week, if not to factory officials. 


“Ask Detroit how many of those 
sales were profitless "60s and how 
many were fleet deals to the leasers 
and cabbies,” an NADA director 
challenged. “Sure, it looks great to 
the penthouse high command, but 
wait till those pressured fleet and 
government deals are washed out 


of the figures.” 

Statistical experts noted that 
net new-car tions for Oc- 
tober, totalling 510,757 domestics, 
fell almost 30,000 units short of 
what had been headlined as Oc- 
tober retail deliveries. 


On the other hand, an auto ex- 
ecutive was quoted as saying last 
week, “Despite what everybody says 
about a recession, a lot of people 


are buying cars.” 
7 * * 


7s current inventory of new 
domestic cars exceeds the previ- 
ous record for December, registered 
in 1956, by 33 percent. Every month 


since March has seen the previous 


stockpile high for that month ex- 


ceeded. 


A year ago, only 407,972 new cars 
were in dealer stockpiles because 


of the impact of the steel strike. 
Resumption of full production in 


early 1960 skyrocketed the inven- 
tory total to the alltime record of). 


1,038,967 domestics on July 1. 
* * + 


U. S. Auto Exports Hit 
2\%-Year High Point 


DETROIT.—Exports of new cars 
from the United States in October 


were the highest since January, 
1958, the Automobile Manufacturers 
Assn. reported last week, 

A total of 16,250 new cars went 
abroad in October, more than dou- 
ble September’s 8,279 and exceed- 
ing the 13,659 exported in October 
of last year. 

The export rate was boosted in 
October by stepped-up shipments 
of new Buick-Oldsmobile-Pontiac 
compacts to Canada, which does 
not build them. 





Sales Score 
For October 
New-car registrations for October: 
1960 1959 
Pos. Make Pos. 
1—135,889 Ford 120,539— 2 
2—121,965 Chev. 128,109— 1 
3— 38,407 Plymouth 32,431— 5 
4— 33,257 Olds. 37,569— 4 
5— 32,458 Pontiac 39,208— 3 
6— 31,628 Rambler 28,127— 6 
i— 30,385 Dodge 17,082— 8 
8— 23,298 Buick 24,433— 7 

9— 21,128 Comet _........... 
10— 13,241 Cadillac 13,557—10 
11l— 10,484 Mercury 14,404— 9 
12— 17,156 Chrysler 5,294—12 
13— 6,972 Studebaker 11,056—11 
14— 1,758 Imperial 2,190—14 
15— 1,252 DeSoto 3,254—13 
16— 914 Lincoln 2,146—15 

37,269 Misc, 55,448 
Total All Makes 
547,461 534,847 





“If we can do as well in 1961 as 
in 1960,” he gaid, “dealers will be 
lucky. There’s lots of pressure, 
under most uncertain conditions.” 





Shares of Market... 


Pet. of 





CHRYSLER CORP. 14.42 


AMER, MOTORS ..... 5.78 6.35 
SIPEIE «.\ Achdsebdiegnospeassunnsduesboase 1.27 1.77 
Py. etcveisvineecuvnsbss 6.81 8.93 
*—Miscellaneous figures include imports. 


New-Car Sales Analysis 
OCT. vs. SEPT: 






New Compacts Realign 












10 MONTHS—’60-’59 
Pet. of Pet, of 
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Ohange Regis., Regis., Pet. Pt 
During 

Month Mos., "60 Mos., 59°60 vs. 59 
+4.00 21.42 23.69 —2.27 
—3.77 25.81 24.63 +1.18 
+ 37 6.94 6.39 + 55 
+ .86 5.23 6.20 — 9 
— 08 6.04 6.57 — 53 
—1.07 6.54 5.84 + .70 
+ 81 5.63 2.46 +3.17 
+ 91 3.85 4.10 — 25 
+ A2 aa are +2.26 
+ . 
+ 

+ 








—1.07 6.54 5.84 + .70 
— 50 1.66 2.13 — 1 
—2.12 8.05 9.94 —1.89 











* * 





Auto Sales Standings 


(Continued from Page 1) 


than one-third in volume during 
the month to set a new sales rec- 
ord. Comet, for the first time, be- 
came third-best seller among the 


compacts. 

Corvair and Valiant moved 
ahead at levels established the 
previous month as Comet surged 
ahead of them, 


Among the new entries, Lancer 
turned in the best sales perform- 
ance, but it was not enough to move 
Dodge ahead in the overall stand- 


ings. 


The F-85, however, enabled Olds- 
mobile to move ahead of its stable- 
mate, Pontiac, for the first time 
this year. F-85 volume was relative- 
ly small, but since the Pontiac Tem- 
pest was not officially introduced 
until November, October caught 
only a handful of preliminary Tem- 


pest registrations. 
& * * 


E F-85 contribution, coupled 


with Rambler’s sideways move- 
ment, also enabled Oldsmobile to 


move up to No. 4 ranking, its high- 
est since October, 1959. 

Sales of Specials were enough 
to move Buick ahead of Comet 
for the month, despite Comet’s 
impressive showing. 

All told, compact cars claimed a 
record share of the new-car mar- 
ket—27.61 percent—in October, al- 
though their overall volume—151,- 
152—fell below levels attained last 
April and May when both Falcon 
and Rambler were “hot.” 

By makes, compact-car registra- 
tions in October were: Falcon, 
44,694; Rambler, 31,628; Comet, 
21,128; Corvair, 17,923; Valiant, 
16,691; Lark, 6,972; Lancer, 5,768; 
F-85, 3,665; Special, 2,598, and Tem- 
pest, 85. 

+ + * 

RRIVAL of the “second genera- 

tion” left Mercury and Chrysler 
as the only mediums without a 

compact car in the stable. 

At this point, it is anybody’s 
guess how this situation will af- 
fect sales of these two makes, 
Chrysler had its best month of 
the year and Mercury barely es- 
caped having its worst month of 
1960. 

Shifts in standings during the 
month saw positions improved by 
Ford, Plymouth, Oldsmobile, Buick, 
Cadillac, Chrysler and Imperial. 

Losses in rank were incurred by 
Chevrolet, Rambler, Comet, Mer- 
cury, Studebaker and Lincoln. 

+ 


TOTAL new-car registrations in 
October numbered 547,461, com- 
pared with 458,765 in September 
and 534,847 in October a year ago. 
The October total this year was 
third best, topped only by October, 
1950, with 580,373, and October, 
1955, with 576,045. 


With all of the corporate gains 







in October going to two entries, 
Ford Motor Co. moved ahead 
3.84 percentage points to take 
30.76 percent of all registrations. 
This was its deepest penetration 
of the year and was the first time 
since last December that Ford 
Motor had topped 30 percent in 
registrations. 

Chrysler Corp. advanced 1.57 
points, but fell a bit short of its 
record month for 1960. 

Sharpest loss was taken by Gen- 
eral Motors, which was off 1.72 per- 
centage points. AMC was down 1.07 
points, S-P lost 0.50 points and mis- 
cellaneous makes fell 2.12 percent- 
age points. Miscellaneous makes, 
including 36,704 imports, took the 
sharpest monthly setback recorded 
since last January. 

a * * 


MONG individual makes, star 

gainer in market penetration 
for the month was Ford, which 
tacked on an additional 4.00 per- 
centage points, Other gainers, in 
order, were: Buick, up 0.91 points; 
Oldsmobile, 0.86; Dodge, 0.81; 
Comet, 0.42; Plymouth, 0.37; Cadil- 
lac, 0.36; Chrysler, 0.30, and Im- 
perial, 0.13. 

Biggest loss was represented by 
the 3.77-percentage-point setback 
suffered by Chevrolet. Other 
losers, in order, were: Rambler, 
1.07 points; Studebaker, 0.50; 
Mercury, 0.47; Lincoln, 0.11; Pon- 
tiac, 0.08, and DeSoto, 0.04. 

October was the best month of 
the year for Ford, Oldsmobile, 
Comet and Chrysler. It was the 
worst of 1960 for Chevrolet, Ram- 


-bler, Studebaker, DeSoto and Lin- 


coln. 

In comparing totals for the first 
10 months of this year with the cor- 
responding 1959 period, Chrysler 
Corp. and American Motors con- 
tinue as the only gainers—as they 
have been every month since Feb- 
ruary. 

—Rosert M, LigNert 





Perkins Sees VW Sales 
Next Year Near 200,000 


ENGLEWOOD CLIFFS, N. J. 
—Nearly 200,000 Volkswagens will 
be sold in the United States dur- 
ing 1961, according to J. Stuart 
Perkins, Volkswagen of America’s 
general sales manager. 

Perkins made his forecast dur- 
ing the opening session here of 
Volkswagen of America’s first na- 
tional field representatives meet- 
ing attended by approximately 
150 persons, including the VWoA 
national headquarters office staff. 
It is estimated that Volkswagen 
registrations in the U. S, during 
1960 will total approximately 
185,000 sedans, station wagons 
and trucks, he said. 
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a preview for dealers from 
Alan F. Bethell, President 


There is good reason to be pleased with 
our present competitive position in the 
American automotive market. 


Throughout the past year Standard- 
Triumph’s share of imported car sales 
in the U.S. A. has shown consistent gains. 


In the TR-3, we have America’s favorite sports car. 


In the Triumph/Herald, we offer a full line of revolutionary 
economy cars with demonstrably superior engineering fea- 
tures from original design to ultimate servicing. 


But of even greater significance to you are the plans we 
have made and the steps we have already taken to further 
strengthen our position in the 
American market. And it is only 
as a measure of our firm determi- 
nation to do so, that | cite these few 
but meaningful statistics. 


1. In 1960 Standard-Triumph invested more heavily than 
ever before in distribution and service facilities in the U.S.A. 
z Within a span of three years (1960-’62) our parent com- 
pany is investing over $50,000,000 
in production facilities in England 
towards a manufacturing goal of 
300,000 units a year. 


3. The above mentioned sum in- 
cludes a $30,000,000 factory on 
104 acres near Liverpool and a 
new $12,000,000 assembly hall 
just completed in Coventry. 


4. Currently a major share of our research and develop- 
ment effort is being expended in 
designing and testing new cars for 
the American market in order to 
stay ahead of future competition. 


5. Our accelerated advertising program for the Sanne year 
is itself a major investment, add- 
ing the power of television to a 
hard-hitting schedule of magazine, 
newspaper, direct mail and point of 
sale activity. In 1961, our advertising and promotion expen- 
ditures will be three times greater than those same expen- 
ditures were one year ago. 
Mi Thus you can see that Standard-Triumph has both 
the will and the means not merely to sustain but 
to expand our sales in the American market. We invite you 























to join us in making 1961 truly a 
year of Triumph for us both. By 


For full information about a TRIUMPH franchise, write to Standard-Triumph 
Motor Company, Inc., Dept. C-120, 1745 Broadway, New York 19, New York 





Why ’61 will be a yen of TRIUMPH! 
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To Create More Jobs... 








Ford Local Seeking 
To Boost Car Sales 


By Francis J. Gawronski 
Staff Writer 


ORD Local 600, United Auto 
Workers, has launched a drive 
aimed at creating more jobs in 
Michigan by boosting the sales of 
Detroit-built Ford 

cars. 
Carl Stellato, Local 
600 president, said 
officers and members 
of the union would 
visit every Ford dealership in De- 
troit to urge salesmen to support 

the campaign. 

The first meeting was held last 
Friday with Charles Rossie, presi- 
dent of Downtown Ford Sales. 

A delegation of more than 200 
members from the Dearborn en- 
gine plant, and the Ford Rouge 
assembly plant, conferred with 
Rossie, who has pledged his sup- 
port to the drive. 

“We are delighted to be the first 
Ford dealership visited by Ford 
Local 600,” Rossie said. “We cer- 
tainly are in agreement with any 
effort to create more jobs in this 
area and to improve economic con- 
ditions in our state, and we are 
pleased to know that the workers 
who make the Ford cars are in- 
terested in the sale of these prod- 
ucts as well.” 


W. G. Grant, Local 600 secretary- 
treasurer, said employment at the 
Ford Dearborn plant at present is 
approximately 31,000. He said 3,000 
hte workers have been laid 
off. 

For the last year, Local 600 has 
been telling Ford officials that if 
the company goes through with 
plans for another compact car in 
1962, the vehicle should be pro- 
duced at the Dearborn plant. 


Ford has not confirmed that such 
a car is in the works. 

A resolution adopted by the local’s 
executive board pointed out that 
unemployment is the major problem 
confronting President-elect John F. 
Kennedy. It declared that the fol- 
lowing “facts” can no longer be ig- 
nored: 

“We have spent United States 
money to rebuild factories in for- 
mer enemy countries, and today 
U. S. steel producers and other 
factories are operating at less than 
50 percent capacity. 

“Increasing automation and the 
moving of jobs and plants to other 
states and countries has affected 
workers, small businessmen, pro- 
fessionals and entire communities. 

“While recognizing the need for 
national overall direction and legis- 
lation, the boosting of Michigan- 
made products and steps to main- 
tain and increase jobs and the gen- 
eral economic well-being of all our 
people have so far received insuffi- 
cient attention and all of us have 


NADA Sets Up 
VW Committee; 
Spreen Is Leader 


WASHINGTON. — The National 
Automobile Dealers Assn.’s Volks- 
wagen Make Advisory Committee 
has been selected and William F. 
Spreen, head of Spreen Motors, At- 
lanta, has been named chairman. 

Other officials of the committee 
are E. J. Craigo, Jackson, Miss., 
vice-chairman, and Gary E. Lilly, 
Des Moines, secretary. 

Committee members _ include 
Ralph Cutright, Santa Monica, 
Calif.; Howard Duvall, Daly City, 
Calif.; Stephen J. Gensinger, Clif- 
ton, N. J.; Philip W. Gordon, Trav- 
erse City, Mich.; E. W. Hawthorne, 
Richmond, Va.; William Henry, 
Akron; W. W. McConnell, Denver; 
E. H. Rowley, Wichita; Jay M. 
Whitham, Boston, and Melvin Win- 
ter, Pendleton, Ore. 

Spreen becomes a member of 
NADA’s Industry Relations Com- 
mittee by virtue of his post with 
the VW group. 

The formation of the committee 
Was proposed to the NADA board 
by the Industry Relations Commit- 
tee. NADA said the plan drew en- 
thusiastic support from VW dealers. 






a responsibility to move in this di- 
rection immediately.” 
oa Oo * 

rene ROTHMAN, general 

counsel of the National Labor 
Relations Board, has issued an im- 
portant decision affecting most 
labor contracts. 

In the decision, handed down 
in a specific case before the 
board, Rothman ruled: 

When an agreement requires 
written notice of intention to re- 
open or change contract provisions 
60 days before expiration of the 
agreement, the employer must re- 
ceive the notice 60 days or more 
prior to the expiration date. 

A notice of intention to reopen 
postmarked 60 days before the ex- 
piration date is not enough. The 
notice must actually be in the 
hands of the employer. 

“The investigation,” Rothman ex- 
plained, “disclosed that the com- 
pany and union were parties to a 
one-year bargaining contract which 
expressly provided for automatic 
renewal thereof unless either party 
seeking modification or termination 
of the contract gave written notice 
at least 60 days to the contract’s 
anniversary date. 

“On the 60th day before the con- 
tract’s expiration date, the union 
mailed a letter to the company re- 
questing negotiations for modifica- 
tion of the contract, but because 
of an intervening weekend and 
holiday, the letter was not received 
by the company until the 56th day 
before the contract’s termination 
date. 

“Under established board prece- 
dent, the timeliness of notice to 
forestall operation of contractual 
automatic renewal clauses depends 
upon the date of receipt, rather 
than the date of mailing.” 

ok * ok 


Ew won 57 percent of the 
representation election conduct- 
ed by the NLRB during the third 
quarter of 1960. 

The unions won 949 of 1,673 
elections held by the NLRB. The 
victories involved bargaining 
units covering a total of 54,377 
employes. In all, 109,893 employes 
were eligible to vote. 
Decertification petitions were 
filed by employes in 52 bargaining 
units during the three-month pe- 
riod. A majority of employes re- 
jected representation by the in- 
cumbent union in 35 elections, while 
the unions won 17 elections, 

On the dealer front, salesmen at 
East Bay Rambler, Inc., San Lean- 
dro, Calif., voted 4-to-3 for repre- 
sentation by Local 1095 of the Au- 
tomobile Salesmen’s Union in an 
election conducted by the NLRB. 

Albert R. Silva, union secretary- 
treasurer, said the union now rep- 
resents approximately 600 salesmen. 





A Bright Picture— 


At the third annual Northern California 
Imported Car Show at San Francisco, the 
British Automobile Manufacturers Assn. an- 
nounced that out of 60,000 sports cars 
sold in the United States during the first 
nine months of this year, 50,000 were 
British made, and that California took 
over 20 percent. British auto leaders pre- 
dicted that 1960 will be their second high- 
est sales year in the U. S. Confirming their 
interest in the growing importance of the 
sports-car market, BAMA officials played 
host to Jack Brabham, left, of Australia, 
champion race driver who was in Cali- 
fornia for recent championship races. With 
him is R. A. B. Learoyd, BAMA president. 





Used-Car and Service Managers Discuss NADA Parley— 


National used-car and service managers met last week at Detroit luncheon sponsored 
by National Automobile Dealers Used Car Guide Co. and heard a progress report on 
the NADA convention. Used-car managers and NADA officials had discussed used-car 
problems earlier. From left, nearest camera, are James C. Moore, NADA executive 
vice-president; Everett W. Lawrence, editor of NADA Official Used Car Guide, and 
LeRoy Smith, NADA convention and exhibition manager. Story on Page 97. 


Indiana Dealers Oppose 
NADA Sales-Training Plan 


VINCENNES, Ind.—Indiana deal- 
ers have voted 9 to 1 against the 
type of sales-training institute pro- 
posed to directors of the National 
Automobile Dealers Assn., Elson G. 
Sims, NADA director of Indiana, 
announced last week. 

He said eight principal objections 
were expressed by dealers at five 
regional meetings 
conducted by the 
Indiana Automo- 
bile Dealers Assn. 
They were: 

1. The cost to 
NADA is too 
high. 

2. The cost of 
participat- 
ing dealers also is 
too great. 

: 3. Dealers al- 

Elson G. Sims ready have ample 
sales-training programs, many of 
which are not used. 

4. Low profit problem does not lie 
with the salesmen, but with the 
dealer and the factory. 

5. A sales-training institute is the 
wrong approach entirely. Dealers 
first must be trained to make a 


oil Record’ 
Brings Refund on 


NADA Insurance 


WASHINGTON. —An 8 percent 
refund on premiums paid from 
September, 1959, to September, 1960, 





in the NADA Executive Group Life |” 
Insurance Program has been made} 


possible by an unusually good rec- 
ord during the year, according to 
A. E. (Bob) White, chairman of 
the National Automobile Dealers 
Insurance Trust. 

White added that this year’s rec- 
ord will determine whether refunds 
will be available at the.end of 1961. 

In writing to present dealer par- 
ticipants, White stated that new 
enrollments—without physical ex- 
aminations regardless of age—will 
be accepted in the NADA program 
beginning Jan. 1. 

The NADA program is for deal- 
ers and their key employes only. 

“It’s an executive program,” 
White said, “and was created by 
NADA to provide supplemental] in- 
surance protection. It was not de- 
signed to replace insurance pres- 
ently carried by dealers or their 
key employes.” 





Rambler 12-12 Warranty 


Extended to Metropolitan 


DETROIT. — American Motors 
Corp. has extended its Rambler 
12-month or 12,000-mile warranty 
to its imported Metropolitan 
“1500” cars, Roy Abernethy, ex- 
ecutive vice-president, announc- 
ed last week. 

“This warranty became effec- 
tive Dec. 1, and applies to all Met- 
ropolitans in operation which are 
still within such warranty period 
regardless of whether they are 
registered ag 1960 or 1961 mod- 
els,” Abernethy said. 











profit. If and when this is done, a 
sales institute then would be in 
order. 

6. Many dealers probably would 
not use such a program if it were 
available, and others doubt that 
such training would be successful. 

7. Many dealers do not think it 
would accomplish the intended 
purpose. 

8. Dealers doubt that many sales- 
men would participate in a three- 
to-six-month school unless they 
were amply paid to attend, and few 
dealers would be willing to pay 
them, 


Sims said that in secret ballots 
cast at each meeting, 90 percent of 
the dealers voted against the pro- 
posal, 6 percent were for it, and 4 
percent voted for extensive modifi- 
cations. 


Chrysler Names 
Bird Director 
Of Fleet Sales 


DETROIT.—William J. Bird has 
been appointed fleet-sales director 
for Chrysler Corp. He fills the post 
which had been vacant since the 
death of N. W. 
Seidel last spring. 

Bird had been 
assistant general 
Manager of 
Dodge. 

A 26-year sales 
veteran with 
Chrysler, Bird 
joined Dodge in 
1934. In 1936 he 
was transferred 

& to the distribution 
William J. Bird department of the 
Fargo Fleet Sales Division and in 
1947 he was named vice-president 
of the division. 

In 1953 Bird was made Plymouth 
general sales manager, and in 1954 
he became Plymouth sales vice- 
president. In 1956 he joined the staff 
of Chrysler Corp.’s automotive 
group vice-president, and two years 
later was appointed assistant gen- 
eral sales Manager in the corpora- 
tion’s general sales office. He was 











named Dodge assistant general 
manager in 1959. 


Late Report... 


S-P Reappraises 
4-Cylinder Car 


Tooling Is Held Up; 
Lark to Continue 


SOUTH BEND.—Tooling for ’62 
models has been halted temporarily 
while Studebaker-Packard officials 
reappraise plans for adding a four- 
cylinder economy 
car to its line of 
cars. Studebaker’s 
tooling is done by 
Budd Co., which 
laid off 700 work- 
ers because of the 
suspension, 

Lewis E. Min- 
kel, marketing 
vice-president at 
S-P, told AuTomo- 
tive News that no 
thought has been 
given to closing out the company’s 
Lark or Hawk series. 

S-P, however, has been studying 
plans to bring out a four-cylinder 
car, with a wheelbase of approxi- 
mately 95 inches. 

Minkel said present plans are to 
introduce the ’62 Lark and Hawk 
series next fall, and if plans to 
bring out a smaller car are ap- 
proved, to introduce it at a later 
date, possibly in early 1962. He in- 
dicated a decision may be made 
within 30 days. 

S-P reportedly delayed tooling of 
the proposed new sub-compact car 
because of indecision as to demand 
for such a vehicle in this country 


Leyland Offers 
To Buy Stock of 
Standard-Triumph 


LONDON.—Leyland Motors, Ltd., 
has made an offer to acquire the 
common stock of Standard-Tri- 
umph International, Ltd., for $49 
million. 

Standard produces sports and 
passenger cars as well as commer- 
cial vehicles. Leyland’s products in- 
clude heavy trucks, buses and fire 
engines. Leyland products are dis- 
tributed in the United States by the 
Jaguar organization. 

The management of Standard 
recommended that stockholders ac- 
cept the offer, noting the trend to 
fewer auto companies and that 
Standard is placed in a difficult 
position by the current slowdown 
in sales. 





Lewis E. Minkel 


* ” * 


New England Distributor 
Bought Up by Triumph 

WATERTOWN, Mass.—Assets of 
Triumph Distributor of New Eng- 
land, Inc., here have been acquired 
by Standard-Triumph Motor Co., 
Inc. 

The independently owned distrib- 
utorship’s six-state territory will 
henceforth be operated as Stand- 
ard-Triumph’s Northeast Zone. 

Earlier this year Standard-Tri- 
umph bought out independent dis- 
tributors in St, Louis; Houston, 
Gardena, Calif., and Pensacola, Fla. 


$250,000 Fire at 2 Deals 


FAIRFIELD, Tex. — Fairfield 
Motor Co. was gutted by fire and 
the adjoining Parker Chevrolet Co. 
lost its garage and suffered heavy 
water damage. Loss was placed at 
$250,000, 


Used-Car Market 


The wholesale used-car market was pleasantly jolted by a sharp 


increase in prices last week. 


According to Automotive News’ index, the overall average gain 


was $48, bringing the average up 


to $1,095. It was the first upward 


movement in three weeks and the largest weekly increase recorded 


this year. 
Coupled with this was a sales 


ratio of 59.7 percent, the lowest 


of the year. Proximity of the Thanksgiving holiday doubtless af- 
fected both the sales ratio and prices garnered. There were indica- 
tions, too, that bidders were being more selective, but willing to 


go higher for pleasing pieces. 
Increases last week amounted 


to $269 on 61s, $49 on 58s, $24 


on ’60s, $12 on ’59s, $10 on ’54s, $7 on ’57s, $5 on ’56s, and $4 on 55s. 
Auction reports begin on Page 90. 
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WORLD'S 
BEST-SELLING 
‘6-CYLINDER WAGON 


(SOURCE: WARD'S AUTOMOTIVE REPORT, OCTOBER 10, 1960) 








Rambler Classic 6 Cross Country Station Wagon 


Only Rambler Dealers Sell It! 


NO WONDER RAMBLER DEALERS SMASH SALES RECORDS MONTH 
AFTER MONTH—AN ASTONISHING 38 MONTHS IN A ROW! 


@ The Rambler Classic Cross Country is America’s dealer profits remain well above the industry 
largest-selling 6-cylinder station wagon because average. Here again is proof positive of the 
it is the only all-purpose compact with big car strength of the Rambler franchise. 


room and performance, compact economy and 
handling. The smart new car that is obsoleting 
the old “low-price field’? with advantages none 


@ Only Rambler Dealers sell all 3 sizes of compact 
cars to meet every purpose . . . to help every 
purse—Rambler American, the economy com- 


i aaa pact .. . Rambler Classic 6 and V-8, the all- 
ae purpose compact . . . Ambassador V-8 by 
@ Despite the introductions of imitators, Rambler Rambler, the high-performance luxury compact. 


NOW MORE THAN EVER...IT PAYS TO GO AND GROW WITH RAMBLER! 


Director of Dealer Development 


We Have the Proved Product for the Exploding Amertoan Meters Sales Corporation 
Dear Sir: Will you please provide me with more complete 


Compact Car Market see There Are Still a Few ere — the Rambler franchise. | moceanen that | 
. ° ° am under no obligation and my inquiry will be held in the 
Franchises Available in Select Markets . . . : Eat 


strictest confidence. 
YOU Have The Opportunity! 


Rambler Franchises Also Available in Canada and Important Export Markets. CITY ZONE 
In Canada, Write to: American Motors (Canada) Lid., Brampton, Ontario. 
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New Blast on Inventories 
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60 Sales Kill-Profits, 
NADA Chief Warns 


(Continued from Page 1) 


carryover of last year’s models is 
doing two things, both bad, to the 
automobile dealers of the United 
States: 

1, It is forcing us to sell those 
1960. cars at a loss. 

2. Selling a ’60 at a loss kills the 
sale of a ’61 at a profit. 

* + * 
COSTS a dealer at least $20 a 
month to carry even a low- 
priced: new car in stock. And .the 
1960 models have been in-your 
hands for several months, 

Add that expense to your factory 
invoice to get your true cost. And 
don’t forget it costs you money to 
sell a car. Considering all these 
items, you can quickly see what 
overstocking cost you in 1960. 

Gentlemen, we are really going 
for a ride we can ill afford. Some 
























dealers are in serious trouble 
right: now. 

One dealer of my acquaintance 
has a finance company making him 
sell a ’60 before he can buy an- 
other ’61. 

How did we get in this fix? We 
overordered, we overbought, we 
overstocked. And I don’t blame the 
factories, for the only way they 
make money is to build automobiles 
and sell them to dealers, for cash. 

* * 
_o other day, I had a letter 
from a dealer saying he was 
afraid not to buy more than he 
wanted, because other dealers in 
his line were doing what the road 
man wanted. 

Whose money is it you are spend- 
ing for these cars? It is YOURS. 
And any time you can’t control the 
expenditure of your own money, 


Stromberg-Carlson custom auto radios are almost as easy to 
install as they are to listen to. You can really save on installa- 
tion time—really slash “get-ready” costs. It adds up to a potful 


of money every day. 


But why not make us prove it! Let us arrange a speed trial, 
right in your own shop, using your own people, stacking our 
radio against any other units on the market. And the more 


the merrier. 


What makes us so confident? Human engineering! Units are 
trim and compact—slip in fast. On most models, a single wire 


‘‘There is nothing finer than a Stromberg-Carlaon’’ 


STROMBERG -CARLSON 
a oivision or GENERAL DYNAMICS 


you better do something about that 
situation. 

You say, “What can I do?” 

Just ask the road man to put 
in a letter the number of cars he 
wants you to buy, or thinks you 
should carry. And you probably 
won’t hear any more from him. 

Let me say, I am not anti-factory. 
To my mind, every franchise is a 
two-way deal. The factory gives 
us the privilege of buying mer- 
chandise from them at an inside, 
or wholesale, price. And we, in 
turn, owe them the obligation of 
adequately displaying, aggressively 
merchandising and properly servic- 
ing that product. 

And once we have ordered a car 
we have an obligation to take it. 

* * * 

HERE was a time in this busi- 

ness when a customer’s option 

was limited to a roadster or a tour- 
ing car and any color he wanted, 
as long as it was black. Those days 
are long since gone. 

Today we each have a complex- 
ity of models, body styles, motor 
sizes, colors and types of uphol- 
stery, which makes it almost a 
mathematical impossibility for any 
rod dealer to carry even a sample 
ine. 

So the next best thing is for 


YOU to order the models, body 
types, ete., which will sell best 
in your area. But YOU do the or- 
dering; YOU decide how many 
YOU want in YOUR inventory. 
During the first 10 months of 
1960, the dealers spent $192 million 
carrying new cars instock: Of this 
amount, $119 million can be justi- 
fied on a basis of each of us Carry- 
ing a 30-day supply of new cars. 
But that leaves $73 million we 
poured down the drain; or over 





Falcon Sales Exceed 


500,000 in 14 Months 

DEARBORN, Mich.—The half- 
millionth Ford Falcon has been 
delivered in the United States in 
less than 14 months, a record re- 
portedly never before achieved by 
any car, 

First introduced to the public 
on Oct. 8, 1959, it took less than 
four months for the Falcon to 
take sales leadership in the com- 
pact car field, Ford said. 

The Falcon now leads Rambler 
in compact sales for 1960 by more 
than 22,000 units, Ford said. 





synchronizes the dial light with the dashboard dimmer. Front 
and rear deck antennas can be trimmed with no time-consuming 
modifications. There are simple, built-in connections for the 


rear deck speaker. see 
To arrange a trial... to learn about one of the most generous 
warranty plans yet offered... for full facts on our “one-trip” 


Service Program for auto radio owners . . 


. for a run down on 


the sales power of the incomparable Stromberg-Carlson auto 
radios — write: Commercial Products Division, Box BC-2, 
1412 North Goodman Street, Rochester 3, New York. 
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$2,000 for each one of the auto- 
mobile dealers in the U. S. 

In the first nine months of 1960, 
dealers averaged $68 profit per new 
car sold BEFORE TAXES. At that 
rate, we will have to sell over one 
million more new cars to get back 
the money we have already wasted 
carrying excess inventory. 

It is not for me to try to tell 
you how many cars to carry in in- 
ventory. But I do suggest most ur- 
gently that YOU make the decision, 
YOU and no one else. Remember, 
it’s YOUR money. 

* * * 
— the first time in the history 
of this business, we are all sell- 
ing cars in the same price class. 
All of us have a compact, or small 
car. 

In the resulting scramble for 
business, it is inevitable that. some- 
one is going to get hurt. The only 
question is, who? Competition in 
this business has always been keen. 
In 1961, it will be even more so. 

The number of dealers in the 
U.S. in 1950 was 48,000. While up- 
to-date statistics are not avail- 
able, there are probably about 32,- 
000 today. What became of the 
others? They retired, they got 
discouraged and quit, and some, 
unfortunately, went broke. And 
the number is still declining. 


If you want to stay in this busi- 
ness, the time to do something 
about it is now. There are many 
things which we, as dealers, can 
do to help ourselves. These are 
things which no one can or will 
do for us. 

Fellow dealers, if you don’t re- 
member but one thing I say today, 
please let it be this: 

Neither the factories nor the 
Congress of the United States are 
going to fix things so we will auto- 
matically make a profit. That will 
always be our job. 

* * * 
1S eae to me may have 
made you think I’m a pessimist 
about this business and its future. 
Far from it. I’m just trying to be 
realistic about the present. 

In the years to come, we'll better 
anything previously accomplished. 

More cars will be sold than ever 
before. They will be sold by fewer 
dealers and better dealers. Those 
dealers will make more money than 
ever before. The only question is, 
who will those dealers be? 


Don’t be afraid to ask yourself 
if you are going where you want 
to go, if you are accomplishing 
what you want to achieve. The 
race goes to the swiftest. This is 
a good business. There is noth- 
ing the matter with it which 
good business management won’t 
fix, and that is your job. 

A year ago there were 59 million 
cars and 12 million trucks on the 
road. 
There are enough young folks in 
school today to assure us that by 
1970 there will be 83 million cars 
and 17 million trucks or a stagger- 
ing total of 100 million motor ve- 
hicles, against 71 million today, 
an increase of over 40 percent. 
* * * 
DD the increase of 2.4 million 
cars a year to the replacement 
demand of four million and you 
have an average year’s business of 
6.4 million cars. 
Most motor trucks are sold by 
new-car dealers. Here again we 
have a phenomenal market ahead. 

It will take almost 700,000 
trucks a year for replacements 
added to 500,000 new buyers, or 
1.2 million a year. 

The future is indeed bright for 
him who is willing to work to 
make it that way. All of these ve- 
hicles will be sold by dealers. It’s 
the only way. Factories have tried 
retailing and nearly always lost 
their shirt. 

The greatest asset any manufac- 
turer has is not his machinery or 
his bricks and mortar. It is some- 
thing which he does not even carry 
as an asset on his balance sheet. 
That, gentlemen, is you—the fac- 
tory’s dealer organization. 

Decide where you want to go. 
Plot your route. Steer your course. 
Hold true to it, 


Safe, Car Stolen by Thieves 


PERU, Ill.—Thieves stole a 1961 
Ford to haul away a 400-pound 
safe from Murphy Ford Sales, ac- 
cording to police. They said the 
safe contained $5,000 in checks, $625 
in cash and auto titles and owner 
certificates. 
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id America’s two-car families will have a lot to say about the sales of imported cars in 1961. And the best place to 
- sell them, next to your showrooms, is in the pages of The Saturday Evening Post. @ Readers in two-car house- 
of holds see your Post ad page over 2,000,000 more times than the same ad in Life... almost 4,000,000 more times 
ay than the same ad in Look. @ And the Post gives you more chance to dig in and sell. The average two-car reader sees 
5 your ad page more often in a single issue of the Post than in an issue of Life or Look. (To be engineer-precise, it’s 
se. 1,760 exposures per thousand readers in the Post, 1,090 per thousand in Life and 960 per thousand readers in Look.) 
: @ What’s more, Post readers have more money to invest in a new car. They have the scram 
261 highest median income of all magazine readers in the Post’s field. & Now that the chips 

ac- are ‘down, put your chips in the Post... your first buy for selling. 


a READERS TURN AND RETURN TO YOUR AD PAGE IN THE POST... THE HI-FREQUENCY WEEKLY! SAMseasaeasaiennuioonaae 
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aleaiesen 1... Cy ~—m fee oe Dealer Conventions 
2nd St. Colorado Bld o0.N. Michigan” ower Jan, 15-19—Natienal Independent Auto- 
MU 7-687! je 2-6273 rer HO mobile Dealers Assn., Eden Roc Hotei, 
Miami, 
Publisher—George M. Slocum (1889-1949). Jan. 28-Feb. | — National Automobile 
Chairman of Board and President—Mrs. George M. Slocum Dealers Assn., San Francisco, 
Editor & General Manager—Pete Wemhoff. Editorial Director—Robert M, Finlay.| ~March 13-14—Louisiana Automobile Deal- 
Service & Truck Editor—J. C. Weed; News Editor—Maynard M. Gordon. Sn ee ee 
Associate Editors—Robert M. Lienert, John K, Teahen jr. e 
Engineering Editor—Joseph M. Callahan. March 26-28—Automobile Dealers Associ- 
Washington Bureau Chief—William Uliman; West Coast Editor—William Carroll, ation of Alabama, Biloxi. 
11060 Fruitland Drive, North Hollywood, Calif, (TRiangle 7-5870). May 11-13—Pennsylvania Automotive Assn., 
Editorial Associates—Martin L. Whitmyer, Francis J. Gawronski, Kenneth C, Kelley jr., Pittsburgh Hilton, Pittsburgh. 
John E, Walsh, Agnes Stewart, Audrey Lincicome. May 14-16—Georgia Automobile Dealers 
Business and Advertising Manager—Richard L, Webber. ates General Oglethorpe Hotel, Sa 
Advertising: New York—Edward Kruspak, Advertising Director, and Howard Bradley jr.; vannenh. “ — 
Chicago—J. Goldstein, Manager, and William Gallagher; Michigan-Ohio— May 1416—I daho Automobile Dealers He just took @ demonstration rid 
William R. Meas ond Rey Holiben: Lee Angeles—Robert E, Clark; Assn., Idaho Falls. he won't stay away long.” 
- sco—Jules E, Thompson. May 21-23— Oregon Automobile Dealers 
Promotion & Research Director—Anthony J. DeLisle; Jeu, Eugene Hotel, esone. 
Advertising Production—Carol LeVeque, Manager; Juanita Markland, Assistant. June 16-18—Michi jetienistitlie Citilers 
Office Manager—Mary Cavanagh; Circulation Dept. Manager—Lucy Matney. Peak Detroit, ECO are ctr Letterbox 
Classified Advertising Dept, Manager—Eileen Parsons. . . 5 
Mechanical Superintendent—Samuel Pinkis. April 23-25—Arizona Automobile Dealers 9 


Assn., Pioneer Hotel, Tucson. 


RESIDENT CORRESPONDENTS:. Akron—Joe Kuebler; Albuquerque—John D. McKee;| April 23-25— Automotive Trade Assn. of 
Asheville, N. C.—Douglas C. Brookshire; Atilanta—Sally Pfeiffer; Atlantic City—F. W. Schwarz; Virginia, John Marshall Hotel, Richmond. 





‘No Cooperation . . . . 








Bangor, Me.—Samuel Lafferty; Baltimore—Kate Savage; Belleville, |il—Eugene M. Conrad; ft for the discussion of b; f interest 

Billings, ie ae pirmi ham, Ale-—Stuart Riddle; Belse—Robert J, Srown, Jr aoe eae te, ane pene tins ate Wehtnaed, te Ginetta to piven to umngend 
2 uy Livin . A plo. —Ernes ir; la . E. Toles; ica av . t may sign name with the assurance that it will not be 

Atchison; Cincinnati—Allan R. Heim; Clearwater, Fia—E. C. Bash; Cleveland—Sanford Auto Shows Sel sek oe voguest. nares Editor, Automotive News, Detroit 7, Mich. 


Markey; Columbus, O.—H. S. Perdue; Dallas—C. K: Cates; Dayton—James Moffatt; Denver— . 
Ira Alexander; Des Moines—F. W. Lazell: East Waterboro, Me.—Robert C. Fay; Fairbanks,| Jan. 6-15 — Upper Midwest Auto Show, 


lerome F. Sheldon; Fort Worth—William Stone; 6 ia—Robert H. 8 : Housto: Minneapolis Auditorium, Minneapolis. i 
Roby Fenoglio, Louis Alexander: Huntington, W. Ve.—Willlam ©. Francois: Indlanapolis— Je Ss Edleth dats. thew, ‘Mesten Service-School Aid Sought —. t4 my re: = _ other 
Cc. Kern; Jefferson C L. H. Houck; Lewiston, Me.—Howard C. Jordan; Little Rock— Avenue Armory, Buffalo. . With reference to the October penditures ey could make. 


b ern; "i 

Silas Dunn; Los Angeles—Slim Barnard, William Carroll; Louisville—A. W. Williams; Lowell, e 

Mass.—Charles Sampas; Manchester, N. H.—Guy Langley; Marthaville, Lee. E. Gentry; Jen, oo Fort Worth Auto Show, Fort |issue of Automotive News, partic- I would like to have some manu 
orth. 


ass. 
Miami—Trescot Goode; Milwaukee—Benn Ollman; Minneapolis—Donald ‘Lyons; Montgomery, ularly in reply to “How ‘Dealer| facturers give me the answer to the 
Ala.—William jie: Betute—ts Goins; New see tee une Jones: New Orleans—Gordon de dei, 1964S -Cheareates hate Miva, Wid- rene OO Can Be Improved,” and “All following: Why can’t we students 


Hebert: New York d Brown: ‘olk, Va. Baldwin; North Kansas City—Larry E. ” aso i 

Johnson; Oakland, Galif—Steve Siill; Oklahoma City—M. L. Risen: Omaha--A. R. Oleton;|  WaY Shopping Center, Clearwater. Media To Get Big Auto Play,” I/here at Hasons Automotive School 
Pawtucket, R. I.—T. L. Forbes: Peoria, Iil.—Gene Booth; Philadelphia—Allen Sommers; Phoenix! Jan, |1-15—National Capital Area Auto | wish to address the following to all get training aids? We need motors, 
—Sheldon A. Engel: pebery Robert Thomas; Portland, Ore.—E. W. Peterson; Providence— Show, National Guard Armory, Wash- | automotive manufacturers. transmissions, etc., to practice on. 
Ruth M. Eddy; Readin lesley Stillwell; Rochester, N. Y.—Ted Case, Howard M. Duffy; ington, D. C : We know that the automotive man- 


Salem, Ore.—F. K. Haskell; Salt Lake City—Dan Valentine, W. F. Smiley; io—J. H re Easons Automotive 
Reed; ; frandheed—Lees Pinkson: ote | fe Lewis. Smee heen aio Jan. 11-22—Brussels Auto Show, Brussels, gern paren of the fact that ufacturers dispose of many of these 
Coleman; Seattle—Martin Trepp: Sioux Falls—Frank Harrington; Springfield, III.—C. C. Hall; Belgium. the automotive industry is furi- parts, and it is our belief that it 





. E. Dunkin; Spartanburg, S. C.—L. D. Bray; St. Louis—Jack Bernstein; Twin woul muc Vv 
Falls—Freelancers; Waterville, Me.—Julian Radziewicz; Wilmington, Del.—William Frank: ~~ "ae bee Syracuse | ous and is suffering tremendously —as can as = ree —— i 
Worcester, Mass.—Sidney Dorfman; Youngstown—Stephen L. Ritz. ; i due to the lack of properly train- f 

—_——_—_—— | Jan. 1422—Toledo Auto Show, Sports | 4a “mechanics.” I use the term |? these to us. Our school will glad- 
FOREIGN CORRESPONDENTS—European jent—George L. Glaser; Brussels, Bel-| Arena and Exhibit Hall, Toledo. in quotes, because our philosophy ly pay any freight or other trans- 
ium—John W. Ashton; Lethbridge, Alberta—G. A. Yackulic; London, Eng.—F. C. Livingstone;| Jan, 1422— Columbus Auto Show, Ohio hic bscribe | P0rtation charges involved, because 
exico City—Douglas Grahame; Milan, Italy—Antonio Giordano; Montreal—Jules Larochelle; State Fairgrounds, Columbus, O. is one which does not su of our need for training on and 
Paris—Henry Altimus; Sydney, Australia—H, Bowden Fletcher; Tokyo—Stuart Griffin; Toronto— 3 ‘ to the notion that a “mechanic” with up-to-dat rts } 
James Montagnes; Vancouver, B. C.—F. H. Fullerton. Jan, 25-29—Fort Wayne Auto Show, Me- is sufficiently skilled to do an oe 
pennsays sspears morial Coliseum, Fort Wayne, Ind. I have written American M 
Subscriptions: U. $. and Canada 1 adequate diagnostic and repair e n 0o- 
: U.S. and , One year $9, two years $16. Jan. 26-29—Birmingham Auto Show, Munic- b nt automobiles, We | ‘rs, General Motors and Ford 
Other countries: One year $13, two years $22. ipal Auditorium, Birmingham, Ala. job on curre Motor Co. American Motors sent 
Soper, ne. Gooun Fetes Co., inc, All rights pre ‘Jen, 28-Feb, 4—Rochester Auto Show, Wer | Drefer to use the term “tech- ia seins Garatere whhéhe 
as second-c . ; a sie , 
ne pan Sane, Tey een, Sven, Geter Het oF Sere 2, ere Memorial Exhibit Hall, Rochester, N. Y. | Micians. was very interesting, and will be 





But why is the industry suffer- 


AUTOMOTIVE AUTOMOTIVE NEWS PLATFORM ean The Netalandet? Stow. Av | ing? This is why: There is a lack 


sending us their maintenance 
manuals on their 1960-1961 cars. 





. m automotive 
; Thoior vehicles, parts and accanorienr se” "Manufacturers and dealers in| £44 5.4 international Foreign & Sports | Of Cooperation from autcrnen| We are grateful for this; how- 
i Every dollar of auto excise, gasoline and oil taxes, collected by states rae een, Dinner Key Auditorium, there is an institution, such as ours,| ¢Ver, we still need. automotive 


7 2. 
and U. S. governments, applied to building and maintenance of highways; devoted to the development of ex- parts for practical work. 


3. Guard prec of indi freed: .| ‘Feb. 18-26—53rd Chicago Auto Show, Chi- 
ad, cad ae its ees aus oes Gether things of Iite thee sons cago Exposition Center, Chicago. cellent technicians with a good| General Motors sent us some 
else in the world Feb. 22-26—Eleventh annual National Au- | background of engineering princi-| very excellent training charts, and 


torama, Connecticut State Armory, | ples, that institution has to have referred us to their local dealers 
Hartford. some help from the automotive|whom we have contacted and from 


March 16-26—Geneva Auto Show, Geneva, | manufacturers, regardless of the} whom we are awaiting results. Ford 
a psu e omment Switzerland, size of the school. Motor Co, acknowledged our letter 
April 15-23 — Philadelphia International Although it is to the advantage|and said that they had forwarded 

Auto Show, Trade & Convention Center, | of the manufacturers to help these|it to their local dealers to give us 








Auto salesmen have been rejecting unions in representa-| "h''#de!phie. schools, it is. very difficult to get| all the cooperation they could, (Our 

2 tion elections conducted by the National Labor Relations re ow their cooperation, If the automotive oer aoe one that hey an t 
a Board throughout the nation General manufacturers are really interested e us any. rysler Corp. is 
Li aaaneint ha be doi i seal Ma Jen. 7-18 Retenk ticki tin in bettering the automotive ae oe us two ene we 
ne tons have been doing a job in “u jan, 7-15 —. General Motors Motorama, | try as they claim—why don’t they| which we are extremely grateful. 

} grading the status” of salesmen. oe fe ” Cee ee ee aie private automotive institutions | In fact, our hats are off to Chrysler, 
don. +19 Society af iterative & i- | so that these schools may help the| as this is the kind of help that all 

Fee Hall, Detroit. °° | manufacturers in turn? private automotive institutes need. 


The manufacturers spend thou-|} It has-been brought to our at- 


Jan. 28-Feb. &—General_ Motors Motor- 
State laws governing factory conduct towards franchised “ame, Pan’ Pacific Auditorur, Los An. |sands and thousands of dollars on|tention that these companies work 


dealers have given a shot in the arm by the U. S. Su- geles. advertising, but they don’t seem|on a tight budget. We recognize 
preme Court, which refused to upset a Tennessee. act. Jan, 30-Feb. 2— Automotive Accessories | very willing to extend any help te Cte, a, we alo Seeman met 

anufacturers o merica, New Yor rivate schools (in the matter o eir budgets shou gntene 
: Will this add to the 18 states that already have state Coliseum, New York, . Comins aids and materials) even|after including private automotive 
aws? April 13-15 — National Truck, Trailer & on a “loan” or “lend-lease” basis. | institutes. This would be of help to 


Equipment Show, Great Western Exhibit This would give them more pub- the automotive manufacturers’ 


* * * Center, Los Angeles. 
sales and public relations more 
Today’s car buyer presents a paradox because he wants than any other kind of publicity 
autos which are both “more luxurious and less expensive,” Th B . S ° ee ete oe ae eee an 
declares Edward N. Cole, Chevrolet’s general manager. ne ig tories their tremendous advantages of en- 
8 a ; ; 
.. . and with interiors of auster gineering and designing, have very 
f tore mean 35 Years Ago—1925 few technicians in dealers’ estab- 
* * * lishments who can repair the auto- 


a4 is i ‘ : Further increases were expected in the price of finished automobile 
aa No national auto show will be held in 1961 but the exposi-|| sheets, employed largely in the construction of automobile bodies, The —— eg a 


tion will be resumed in 1962 in Detroit, AMA directors have || going rate was $4.50 per 100 pounds, with some interests asking $4.60, : 
, a where special delivery considerations are involved, Prices ranging would be most appreciative of get 


decided. ting competent service, It is ap- 
‘ 5 4 , up to $4.75 were predicted. parent that public institutions are 

Too bad this national impact will be lost for a year. 20 Years A 1940 not doing a big enough job in pro- 

go viding competent technicians; 


¥ + * 

At the moment automobile production in the United States was ||/therefore, some help should be 

The year 1960 has joined 1959, 1955 and 1950 as the || reaching record highs for the year, it was reported ane in au the channelled toward private schools 
only years in automotive histo i sed United Kingdom there were only 400 new unregistered cars, foreign || in order for the technicians whom 
A story that have witnes the and domestic, in the hands of manufacturers or dealers available for || they train in automotive principles 


registration of more than six million new cars. civilian purchase. More than half of these were imported, according || to be able to satisfy car owners and 

But both dealers and makers have witnessed more profit- to the British ministry of transport. purchasers that competent tech- 

able years. niciangs are available to render 
7 10 Years Ago—I 950 service should it be needed. 

* . * Following car-price increases of $20-to $87.50 by Ford Division and Imagine customers sounding like 


‘ J 2 General Motors Corp., the Economic Stabilization Agency announced ||this: “My! I am happy with this 
The auto industry “has every right to enter 1961 with || that it had requested both firms to rescind the raises and called all || car. The other day it. wasn’t run- 
optimism,” declares Carl F. Oechsle, U. S. assistant secre-|| auto makers to a meeting in Washington. The ESA also sent requests || ning properly. I took it to this deal- 
f to other manufacturers to hold the line, pending clarification of the ||er whose mechanic specializes in 

tary of commerce. 
nation’s pricing policies. this model, and he had it running 


If makers and dealers will cooperate on their problems. (Continued on Page 14, Col, 4) 
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CHEVRONS OF PRESTIGE 





STATEMENT OF TRUTH 


To The 


AUTOMOBILE DEALERS OF AMERICA 
From The Management Of 


CITROEN 


CARS CORPORATION 


TRUTH is what makes the relations between people agreeable, solid, and permanent. Truth 
should also be the basis of business relations. We ask you to read the following two pages, where we show you the 
truth about our product, our organization, and our policies. 


If you like the way we do business, if you like the true qualities of our cars, and if you believe that we will take 
your interest as our interest, then write to us immediately. 


We have dealers in countries all over the world that have been making Citroen their business for 20, 30, and 40 
years. We trust that you will join them, and with us, be part of a strong United States Citroen network for years 
to come. 

The Management 


Citroen Cars Corporation is, in the United States, a direct 
factory subsidiary of S. A. Andre Citroen, Paris, France, 
manufacturer of cars and trucks since 1919, with a current 
production of over 330,000. In the United States, Citroen 
Cars Corporation is established in New York and Los 
Angeles, with six different locations under control of factory 
specialists, and with a staff of personnel fully dedicated to 
the automotive industry. 


The enormous resources of Citroen in Paris sustain com- 
pletely the establishment of this American subsidiary. In a 
comment of European business, Fortune magazine in its 
yearly report, ranks Citroen the fifty-seventh largest foreign 
corporation in the world. 


This is a Foundation for the future. And here is the Citroen story... 


In the automotive field, in 1960, Citroen ranks among the 
first ten, outside United States Manufacturers. 


Citroen Cars Corporation is the sole importer and distrib- 
utor of Citroen automobiles in the United States, and carries 
permanently a stock of cars and parts sufficient to satisfy the 
needs of the U. S. market. The cars are sold strictly through 
authorized factory dealers, and are backed with a full factory 
warranty. 

Citroen Cars Corporation’s profits are based on the type of 
steady, healthy growth, and expansion that is only possible 
when backed by a huge parent company. 







Profit: 

A high margin of Profit is in each unit. Citroen 
retails for just a breath above the compacts, 
and our service policy also brings profits to your 
shop. The quality of the deal made on our cars brings 
full gross profit most of the time. 


Protection: 

No “over-dealerizing.” Citroen franchises are 
based on area potential sales only—this year 
Citroen was ranked among the “top 20” in Car-per- 
dealer classification. No quotas, And you enjoy 
Direct Factory-Dealer relationship. 


Coverage: 
From a 4-door Sedan priced just right for 
volume sales, to a luxurious, hand-crafted 


Limousine. A Wagon for every taste, and a sophisti- 
cated sports-minded 5 passenger Convertible. And, 
soon to come—the most modern economy car for 
the budget-minded. You’ve got a car for virtually 
every customer. The Citroen market is the market of 
the status-seekers, the most permanent market of all. 





Advertising: 

Citroen advertises for you where it counts— 
at the local level. Citroen also supports you 
with full heavy national coverage in top magazines, 
newspapers, and radio. All merchandising aids are 
yours free. Electric signs and banners officialize your 
agency. 









@.- and Luxury? 
Here is a 123° wheelbase compact which is 


the most comfortable car in the world. Air-Oil Sus- 
pension gives your customers limousine comfort at 
compact price, and is not available on any other car. 
Deep, foam-rubber club-chair reclining seats, folding 
center arm rests, and heavy foam-rubber carpeting 
are all standard on Citroen. 


Qo: mance? 
Citroen is the Rallye Champion of Europe. 


The luxury of Air-Oil Suspension is coupled with 
Front Wheel Drive (standard since 1934) to give 
the road-hugging power of a Monte Carlo Rallye 
winner. 
















an lt 





As a Citroén Dealer, you get: 


Parts & Service: 
As a direct factory subsidiary we have huge 
parts depots across the country. A free Service 





School is regularly available for your mechanics. 
Several technicians travel the country to advise and 
help your service department. Your warranty claims 
are rapidly processed, and your parts orders speedily 
sent, 


Overseas 
Delivery Plan: 


Here is an additional Cash Bonus Plan exclu- 
sive with Citroen. With travel to Europe at an 
all time high, literally thousands of Americans are 
taking advantage of large savings by Buying Here— 
Taking Delivery There—Bring the Car Home. Take 
the order, we take care of the red tape; commission 
can be as high as $450.00. 


As a Citroen Dealer 
you will become part of one of the world’s 
largest automotive networks, backed by the 
huge international resources of S. A. Andre Citroen. 
You benefit from ultra-modern production, distribu- 
tion, and shipping facilities that pay off in assured 
volume delivery. 


What Do Your Customers Want? 









ety? 
Citroen’s rugged, steel One-Piece Body Frame 


Construction is sturdy and noiseless. The exclusive 
Safety “‘No-Spoke” Steering Wheel, Safety “Crash 
Panel” Dash, and Pop-Out Windshield give your 
customer the Ultimate in Safety. Disc Brakes, like 
those on multi-thousand dollar competition cars, are 
also standard on all models. 


nomy? 
Winner in its class of the latest Mobilgas 
Mileage Rallye. With 35.98 miles per gallon, the 
Citroen ID-19 couples a top speed of over 90 M.P.H. 
with truly amazing economy. 





Sell modern comfort 
and make profit in’6]? 


Se Mok eee ae 


Se ee ee 


Oe ee eee 


re eee 


Citroen ID-19: The luxury of Air-Oil Suspension—the maneuver- Citroen DS-19: The same features of the ID-19 with the added con- 
ability of only 189” overall length with a 123” wheelbase. Disc Brakes. Over 90 M.P.H. venience of Citromatic Drive, Power Steering, Power Disc Brakes. Also available in a 
and Outright Winner in its class of Mobilgas Economy Run. hand-crafted, chauffeur-driven version known as the “DS-Prestige.” 
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Citroen Gusaveruans Available in either DS-19, or ID-19 
models, this 4-5 passenger sports convertible, with its genuine leather upholstery, is 
highly competitively priced. 


Citroen Station Wagon: Air-Oil Suspension, with its 


constant Level Ride, and Variable Ground Clearance, really pays off in Citroen’s 
eight-passenger, 4-door station wagon. 


And, coming soon, the all new economy car that will revitalize the low-price field! 


FR eet ee ee ere Ne an nD DPT e rE 


Dealers in Suburban, Urban, and Rural areas alike are CITROEN CARS CORPORATION lebix 
* ° * . Polk re istration Direct Factory Branches of S. A. Andre Citroen, Paris, France 

reporting increasing sales 8 121 WEST 50th STREET, NEW YORK, NEW YORK 

figures prove Citroen sales are over 18% i 8423 WILSHIRE BLVD., BEVERLY HILLS, CALIFORNIA 

Gentlemen: Please send me full details on obtaining an authorized Citroen Dealer 


higher than last year! Franchise. 
(Principals Only) 


quality dealers. For Stable Volume Profit in ae Name 


°61, send this coupon today. Inquiries, from ey pr tiles 
principals only, will be held strictly confidential. Line(s) New Handled 


Citroen Dealer Franchises Also Available in Canada, Central and South America. 
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Join Citroen’s growing national network of i Your Name 
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AUTOMOTIVE ON 
Capital Frames Rules 
On ‘Bait Advertising’ 


ce three commissioners who run Washington moved last 
week to put the final strokes to a series of rules and 
regulations, most of them already in effect, aimed at ridding 
the nation’s capital of shady 


auto dealers.. 

Though the bulk of the tough new 
limitations on the sale, financing 
and advertising 
of cars went into 
effect here Nov. 1 
after months of 
preparation, a 
new rule which 
the commission- 
efs now propose 
to add to the list 
would eliminate 
socalled “bait ad- 
vertising” and 

ee false or mislead- 
William Uliman ing downpayment 
claims by local dealers. 
















are necessary, terms as low as $14 
a month over a 48-month period are 
available, and bank rate financing 
is offered.” 


Of the dealer’s claim that all cars 
were guaranteed, FTC said the con- 
cern “usually gives a purported 30- 
day, 50-50 guarantee on used cars 
requiring all work to be done in 
its shop.” 

“The limitations imposed by this 
‘written-in’ warranty,” the commis- 
sion said, “are not fully disclosed 
and sometimes are changed without 
the purchaser’s knowledge. Any 
guaranty for more than 30 days is 
charged for in the guise of a de- 
livery and handling fee.” 





lower Federal District Court in 
Chicago—if the high court decides 
that way. 


To encourage the divestiture—if 
such was eventually ruled neces- 
Sary—the attorneys suggested 
a number of ways in which duPont 
might get rid of the shares, How- 
ever, they refrained from asking 
the court to impose any special 
method on the chemical giant, and 
merely asked a chance to come up 
with “counter-proposals” to du- 
Pont’s plan if they desired. Clearly, 
emphasis now is on “total divesti- 
ture” only, and any hopes by the 
Justice Department that it might 
control the means of the stock 
sales have apparently been dis- 
spelled by their setback in the lower 
court a year ago. 

+ * * 


Predictions for 1961 


HAT sorely belabored issue 

which goes under the general 
title of “the outlook for the coming 
year” igs still getting worked over 
by economists, experts of all sorts, 
and even some people who obvious- 
ly don’t know what they’re talking 
about. 


Grim but true, though, is the 
fact that the last group mentioned 
—those who aren’t equipped to 
“forecast the economic future” but 
do so regardless—stand just about 
as much chance of predicting the 





A preliminary version of the rule, 
made public last week, defines “bait 
advertising” as “an alluring but in- 
sincere offer to sell a motor vehicle 
which the advertiser does not in 
truth intend or want to sell.” 

In addition 












of the vehicle in a “clear, con- 
and nondeceptive state- 

ment.” 

Those who oppose the rule or any 


I again asked the Supreme Court 


outcome correctly as do the experts. 
At least, the staggering flow of 
economic prognostication evident 
in Washington these days leads us 
to conclude so. 

Thus, we offer without com- 
ment the following three predic- 
tions, made last week by those 
who can rightfully call themselves 
experts. We suggest they be add- 
ed to the pile of comments on 
“business in 1961” which hag ac- 
cumulated over recent months. 

Rather than read them now, we 
Propose, the interested reader 
might get more pleasure out of 


FTC also dismissed, as “contrary” 
to the truth, claims by the outfit 
that it offered special financing 
plans for District and Federal gov- 
ernment workers and military per- 


sonnel. 
. * 


* 
DuPont Development 
Justice Department has 


to order duPont to rid itself of 63 
million shares of General Motors 
stock—but the request was made 
this time in a much softer voice, 
and with noticeably fewer demands 



























for limitations on the proposed di- 
vestiture. 

In an 83-page written argument 
submitted to the high court by the 
department last week, Government 
attorneys suggested that duPont, in 
case it was required to dump its 
GM stock, be given “wide latitude” 
- deciding who could buy the hold- 
ngs. 

Previously, the Justice Depart- 
ment had sought to have duPont 
distribute the GM shares to stock- 
holders over a 10-year period, and 
to require the chemical company 
to sell any and all GM stock that 
would accrue to duPont family 
interests in the interim. 

The argument by the department 
is in answer to a lower court rul- 
ing a year ago that duPont could 
comply with the antitrust laws sim- 
ply by giving up its voting rights, 
but not ownership, of its $3.5 billion 
worth of GM paper, a plan which 
didn’t go over too well with Gov- 
ernment trust-busters. 

However, the department hag ob- 
viously softened its views toward 
the whole question of duPont’s con- 
troversial GM. shares. In the brief 
submitted to the Supreme Court 
last week, federal attorneys pro- 
posed that duPont be required to 
file a divestiture plan within 60 
days after the high court decides 
the matter should be sent to the 


part of it, the commissioners have 
announced, will have an opportunity 
to state their cases at public hear- 
ings in mid-December. 

No real fight is expected, how- 
ever, in getting the rule approved. 
Regulations designed to accomplish 
virtually the same things were in- 
cluded in the first list of p 
limitations on local dealer sales and 
financing practices, drawn up and 
argued out many months ago. Be- 
cause of arguments by numerous 
District dealers that passage of 
“bait advertising” restrictions would 
put them at a serious competitive 
disadvantage with dealers in Mary- 
land and Virginia, however, the 
commissioners agreed to drop the 
bans until an arrangement could 
be made with District newspapers 
and radio and television stations 
that they would not accept ads from 
those outlying dealers which failed 
to live up to standard. 

In making public their intentions 
to add the new regulation to the 
list, the commissioners assured local 
dealers that representatives of 
media in the capital now have 
agreed to screen all auto advertis- 
ing submitted by neighboring deal- 
ers, to assure that the “competitive 
disadvantage” potential doesn’t get 
fulfilled. Thus, in effect, they wiped 
out any reasonable argument 
against the limitations, and may 
have set an example for other local 
governments planning to tighten up 
on the “bad apples” in the car busi- 


ness. 
* * * 


FTC Cracks Down 


- THE misfits in auto selling here 
still weren’t convinced by the 
commissioners’ proposals to crack 
down on shady advertising, how- 
ever, they got added proof last week | 
that the nation’s capital is no place 
to “con” auto buyers—this time, 
from the Federal Trade Commis- 
sion, which in recent months has 
launched its own campaign to “keep 
D. C. business methods clean.” 

On the same day as the ad rules 
were made public, FTC moved in 
on a local used-car dealer, trad- 
ing under the name of “Dan 
Brown,” with a consent order pro- 
hibiting him from “making false 
claims concerning downpayments, 
financing rates and plans, month- 
ly terms and guarantees on used 


cars.” The wording, it should be | VW Deal Expands— 


reading them 12 months from now 
—all of them, not just these three— 
and seeing which came closest to 
the truth. 

1. Dr. Emerson P. Schmidt, di- 
rector of economic research for the 
Chamber of Commerce of the 
United States, predicted last week, 
in a speech before the Chamber’s 
Business Outlook Conference for 
1961, that the nation will produce 
more goods and services in 1961 
than ever before in history, but 
that unemployment will be higher 
next year than this. 

2. Paul Herzog, director of re- 
search for the National Automobile 
Dealers Assri., told the same con- 
ference he expects a decline in auto 
sales, from the 6.7 million expected 
in 1960 to 6.5 million in 1961. 

3. “Most U. S. businessmen” think 
they’ll do better next year than in 
1960, according to a survey by 
Nation’s Business. Of the execu- 
tives interviewed by the magazine, 
it reported, 65 percent expect in- 
creased sales next year, However, 
60 percent of those same business- 
men feel that business “in gen- 
eral” will remain at about the same 
level in’ 1961. 

Perhaps you have a pet predic- 
tion about what’s in store. Well, 
just go ahead and add it to the 
pile. Who knows—yours just might 
be the right one. 





observed, was almost identical to 

numerous passages of the D. C. 
regulations. 

Specifically, the FTC charged, 
Brown “falsely advertised that it 
sells used cars on credit with little 
or no downpayment, no small loans 





Opening day for newly remodeled facilities of Universal Motor Cars (Volkswagen), 
Los Angeles, included demonstration of a new VW service operation. The glass-walled 
service shop makes it possible for customers to watch their cars being lubricated, 
without entering the service area, The building, with 10,000 square feet under roof, 
features a two-level showroom and office area. Mrs. Emmy Wennermark, owner, said 
the current expansion makes Universal one of the largest VW dealerships in Los 
Angeles. 





Townsend Explains Simca Program— 


Chrysler Corp. has launched an expansion of a Simca-only network in the United 
States to gain a greater share of the import-car market. Speaking at the first dealer 
meeting held since realignment of Simca sales responsibility to the Chrysler Interna- 
tional operations group, Lynn A. Townsend, administrative vice-president, Chrysler 
Corp., explains details of the new sales program to 60 New York area Simca dealers. 


“We at Chrysler are in this program for keeps,” Townsend said. 


In the Letterbox 





(Continued from Page 10) 


perfectly in an hour. I’m going to 
buy this car the next time I buy!” 

All too often, customer’s sound 
like this: “I took my car to the 
dealer’s mechanic who works on 
this kind of car, and it took them 
three days to get it out and even 
then it didn’t run right. Pll never 
buy this brand of car again!” I 
am not sure that the mechanic is 
to be blamed for the latter com- 
ment; instead I would blame the 
manufacturer for not helping in- 
stitutes that attempted to train 
the mechanic. 


Our five-day school schedule at 
Easong Automotive School is as 
follows: 

Classroom instruction on automo- 
tive fundamentals, 8 to 9 a.m, 

Study and research period in our 
reading room, 9 to 10:30 a.m, Our 
library, though small, affords ap- 
proximately 100 volumes and 100 
bulletins in addition to all the au- 
tomotive magazines. 

There is a “break period” from 
10:30 to 11 a.m., and then from 11 
to 2 p.m., there is a laboratory and 
shop period which is supervised by 
an instructor who stresses safety 
measures, in addition to first-class 
“skills.” 

Our student officials (in the 
school’s student organizational 
structure) take care of suggestions 
and complaints which arise within 
the student body. Members of this 
group of student officials are: Stu- 
dent director, shop foreman, treas- 
urer and a public relations chair- 


man. 

Our school (a private institution 
for the training of automotive tech- 
nicians and mechanics) is the only 
state-approved school of its kind in 
Texas. Sixteen months of training 
are required in order to complete 
the course and receive a Certificate 
of Completion. A student must 
maintain a grade of 70-plus, in 
order to receive a recognized cer- 
tificate. This is important to us, be- 
cause our certificates are recogniz- 


tied by several colleges in this state 


and others for 30 credit-hours. 

We would appreciate any com- 
ments and suggestions on our pro- 
gram, and will be glad to furnish 
any information desired about our 
school.—Jimmy L. Fietcuer, student 
public relations chairman, Easons 
Automotive School, San Antonio 2, 
we + * * 


Name of a Name! 

What are you trying to prove by 
consolidating Top Cars in such a 
fantastically biased fashion? 

If Corvair and Chevrolet, Falcon 
and Ford and Valiant and Plym- 
outh are added together, why not 


add Mercury and Comet together? | 


Then Mercury will be in 8th spot 
and will nose out Buick. 

Then, maybe next year when the 
small Cadillac comes out, you can 
include them in the Chevrolet total 
—hbig Chevy, you see. 

We are the Linco] n-Mercury- 
Rambler-Je e p -Comet dealer here. 
Maybe we should just call them all 
by one name. Any name sugges- 
tion ?—Paut Scuewt,, vice-president, 
Central Motors of Columbus, Col- 
umbus, Ind. 

Eprror’s Note: R. L. Polk & Co. 


combines Corvair-Chevrolet, Fal- 
con-Ford and Plymouth-Valiant 
and counts Mercury and Comet 
separately at the request of the 
respective factories. 

* x * 


A Complaint on Doors 


Eprror’s Nore: The writer of 
this letter refers to the use of 
center-opening doors on the four- 
door Lincoln for 1961. The door 
handle and lock on the rear door 
are at the center post and the 
door is hinged at the rear. 
Years ago, responsible, safety- 

minded men fought hard to have 
these death doors eliminated. Per- 
haps today’s body designers do not 
remember the sprained or broken 
arms or people pulled from cars 
by opening these doors at high 
speed and those killed or maimed 
for life. All I have to say is: Don’t 
do it, Lincoln—Wnuam J. Fisx, 
33 Brookside Rd., Erdenheim, Phila- 
delphia 18, Pa. 

Eprror’s Nore: Lincoln-Mercury 
explained that a flick of the power 
door lock switch on the dashboard 
will prevent the accidental open- 
ing of any door on the Lincoln. 

* * 


Heads in Sand 


I had been living in hopes that 
the factories had learned their les- 
son, but after watching the type of 
dealers they are still appointing, I 
am afraid they still have their 
heads buried in the sand. 

The factories call them “stimula- 
tor” or “volume” dealers—in my 
book they are crooks! These “hot 
shots” abuse their employes, and 
the public, and are forcing new re- 
strictive legislation and unionism 
on our industry. 

Eventually, the factories will be 
forced to repent, but it may be too 
late to save our present method of 
merchandising.—DgaLer ASSOCIATION 
MANAGER. 


ay 





Chevy Spectacular— 


Towering above the Edsel Ford Express- 
way in Detroit, this new Chevrolet skyline 
spectacular is viewed by an estimated 
100,000 motorists daily. A unique future 
weather forecast is carried on a six-foot 
revolving cube in the lower left corner of 
the 50-by-30-foot sign. The cube is re- 
volved to appropriate position by tele- 
phonic controls. 
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© 1960 VOLKSWAGENWERK AG 


In 1949 we sold 2 Volkswagens in the U.S.A. 


But the next year the Volkswagen really 
caught on. We sold 157. 
See. You mustn't get discouraged. 


It takes people a little time to get used 
to a new idea. 

By 1960, the number of VWs in the United 
States had grown somewhat: 500,000. 

In the last twelve months alone, around 


185,000 VWs were sold—including station 
wagons and trucks. 23% more than in. '59. 
But it isn't just the car they've been buy- 
ing. They've been buying the VW dealer 
too (and his counterparts all over the U.S.). 
People don't buy an imported car in those 
numbers unless they've looked into service. 
And they're not bashful, either. They 





stick their heads out at red lights and ask 
VW owners about it, point blank. They 
come in for a look at the parts department. 
And they must like what they see and hear. 
Come to think of it: It's a good 

thing those two lone Americans 

who bought VWs back in 1949 

were a little more adventurous! 
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Leaders Bolster Dealers, Service, Ma rketing ... 








Top Imports Dig In to Hold U.S. Market 


(Continued from Page 1) 
benefits to all of us. The American 
consumer benefits by lower prices 
and foreign countries benefit by 


“earning more dollars to buy such 


items as American cotton, steel and 


for the sake of change itself, but 
rather one which is changed only 
when something better is de- 
veloped and properly proved out 
in exhaustive field trials.” 


Hahn believes that VW’s rela- 


machine tools, resulting in ‘trade| tions with its 15 independent dis- 


not aid’ for the car-building na- 
tions.” 
an +. . 

2 Aer year, VW purchases in the 

U. 8S. included $26.5 million 
worth of machine tools for use 
overseas and $4. million worth of 
sheet. steel. It currently is buying 
3,300 tons of sheet steel monthly 
in the U. 8S. 

Looking toward the future, 
Volkswagen officials say they ex- 
pect alert dealers and a satisfac- 
tory product will combine to assure 
their company and its vehicles a 
good share of the imported-car 
market. 

“We will continue to offer a 
product with integrity,” Hahn 
says, “One which doesn’t change 


tributors in the U. S. also is an! 


important factor in the company’s 
growth. 

“Rather than working under the 
usual zone system,” he said, “we 
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take full advantage of our distribu- 
tors’ knowledge, for they are the 
ones who know their own market 
best. At our distributor meetings, 
we openly discuss matters of mu- 
tual concern. I believe we carry 
this relationship further than: any 
other automobile company.” 
* cd + 


Mutual Reliance 


A§ A result, he said, Volkswagen 
of America draws directly on 
its distributors for market infor- 
mation and sales prospects and, in 
turn, offers the distributors its 
judgment based on its own experi- 
ence and the combined knowledge 
of the whole distribution and sales 
organization. 

In reviewing 1960, Hahn noted 
that the half-millionth Volkswagen 
came into the country last spring 
and that, at the end of nine months, 
sales were 39 percent ahead of the 
previous year. 

Shipments were increased to 





Mechanic-Training Schools Being Expanded in ’61 .. . 
Greater Emphasis Due on Service 


By John E. Walsh 
Staff Writer 

A GREATER role for parts and 

service is in store as the fight 
for survival is intensified among 
the nation’s dealers in foreign-built 
cars and trucks: 

Although vast strides have 


been taken in these after-sales 
fields in the last several years, 
experts agree generally that 
there must be added emphasis on 
parts and service to stem the 
downward trend in popularity of 
imported vehicles. 


Many dealers are of the opinion 


Imported Cars in Operation 
By Model Year 


(As of Oct. 1, 1960) 


1959 
2,044 
4,341 

15,184 
2,485 
7,450 
2,319 

969 
2,190 
41,486 
37,284 


1960 
1,258 
3,857 

13,608 
S41 


3,739 
1,891 
889 
1,765 
20,613 
17,343 
284 


1,001 
9,770 








1956 1946-55 
279 
965 

2,173 
160 


1958 
1,885 


1957 
918 
1,559 
2,917 
3,541 
3,745 


11,061 
1,694 
61,224 
48,720 
1,386 
469,515 
49,420 
10,975 


that the lackadaisical attitudes of 
some importers, distributors and 
retailers on parts and service has 
hurt the import-car business more 
than the introduction of the do- 
mestic compacts in the American 
market, 

Even importers and dealers who 
offer excellent service and parts 
availability suffer because of the 
indifference of a few, said one cri- 
tic of operators who ignore ‘the 
buyer after the deal has been 
closed. 

“It takes only one ‘rotten apple’ 
to spoil the reputation of the dealer 
who realizes he owes it to both the 
buyer and himself to offer good 
service,” he added. 

“A buyer often sours on all im- 
ported cars when he finds that he 
can’t get prompt service from the 
dealer who has sold him the car,” 
he said. 

ok * + 


Importers to Expand Training 
A NUMBER of importers have 

announced they are taking 
steps in 1961 to help correct the 
situation, 

“One of Renault’s important 
1961 goals is to bring about the 
further expansion and constant 
improvement of its already ef- 
fective service-training pro- 
gram,” said Maurice Bosquet, 
president and general manager 
of Renault, Inc. 

He added that such a program 
“is in line with Renault’s continu- 
ous» effort to provide the best pos- 

(Continued on Page 80, Col. 3) 


1.8 Million 


A GREATER business potential 
than ever before in the way of 
service, parts and tradein sales is 
represented for dealers in the 1.8 
million imported cars now in use 
on the nation’s highways. 
According to Automotive News’ 
estimates, there were 1,787,713 im- 
ported postwar autos in opera- 
tion in the United States at the 
end of the third quarter this year. 
By the end of the year, this 





the Midwest through the St. 
Lawrence Seaway and the num- 
ber of dealerships was stepped up 
to 540 by November. Engine 
horsepower in the ’61 model was 
stepped up to 40—one of 27 
changes incorporated in the new 
sedan. 

For Renault, 1960 has seen the 


strengthening of the executive, dis- T 


tribution, sales and service organ- 
ization and the introduction of the 
Caravelle and a line of light trucks. 

One important step in Renault’s 
efforts to build up all phases of its 
operations for the future was the 
naming of a president of Renault, 
Inc., to serve permanently in. the 


VW Prepares to Stay— 


U. S. as a fulltime chief executive 
officer. 

Elected president was Maurice 
Bosquet, who relinquished his post 
ag executive director of Renault of. 
France to take over his new duties 
in the U. S. He also holds the title 
of general manager of Renault, 
Inc. 

* * * 

HE-most important change 
under Bosquet has been the 
modification of Renault’s distribu- 
tor organization. Renault, Inc., now 
works through eight independent 
distributors and five subsidiary dis- 
tributing companies to serve its 800 
dealers, 

To provide more effective super- 

(Continued on Page 41, Col. 3) 







Confirmation that Volkswagen is preparing to stay’in the United States market is 





provided by Volkswagen of America’s new $2.5 million national headquarters building 
(architect's. model above) in Englewood Cliffs, N. J. Scheduled for completion by Oc- 
tober, 1961, the modern structure will house more than 200 employes. Total floor space 
exceeds 55,000 square feet. Set on an 18-acre plot, building plans provide for hori- 
zontal expansion as future needs require. Volkswagen of America was established in 


October, 1955, with three employes. 





Through Different Approaches... 





Parts Programs Spurred 


By Jack Weed 
Service Editor 


vos steadily growing population 
of import cars in the American 
market plus a deep-seated desire to 
make certain that these owners 
continue to be well satisfied with 
their purchases has given impetus 
to parts availability plans of the 
foreign makers. 

This urgency to strengthen 
their parts distribution programs, 
of course, has also been given a 


considerable boost because a 
greater number of imports are 
now beginning to reach the age 
when they are in the active parts 
market. 


And because the parts replace- 
ment business on imports is highly 
profitable (owners, in the main, de- 
mand that worn parts be replaced 
with genuine original parts) the big 
suppliers of original parts such as 
Lucas Electrical Services, Inc., and 

(Continued on Page 84, Col. 1) 


Imports Rolling Along 


number should approach 1.9 mil- 
lion. 

As of Jan. 1 this year, imports in 
operation totalled an estimated 
1,422,163. On July 1, 1958, there were 
only 696,855 imports on the road. 

o*” oo * 
T IS sometimes difficult to vis- 
ualize how rapidly the -number 
of imports grows in the U, S. In 
nine months this year, they in- 
creased by more than a fourth. 
As of Oct. 1, the number in use 


Was up 25.70 percent over the 
Jan. 1 count and 156.54 over the 
estimate of July 1, 1958, 


One fact that should be of prime 
interest to dealers is that more 
than three-quarters of a million 
imported cars are more than two 
years old. At the start of this year, 
fewer than a half-million were in 
this category. 

With so many imports beginning 
to age, the potential for service 

(Continued on Page 41, Col. 4) 
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How Imports Ranked in Sales 
First Nine Months, ’60 vs. ’59 


1960 1959 
Pos. Make Pos. 
1—115,467 Volkswag’n 83,161— 1 
2— 54,061 Renault 65,669— 2 
3— 22,092 Opel 30,197— 4 
4— 20,900 Eng.Ford 33,272— 3 
5— 17,538 Fiat 29,709— 5 
6— 14,523 Triumph  13,169— 8 
J— 13,860 Simca 28,765— 6 
8— 13,743 Austin- 
Healey 13,117—12 
9— 10,949 MG 13,598—11 
10— 10,857 Mercedes- 
Benz 10,129-—15 
1i— 10,792 Volvo 14,269—10 
12— 10,420 Peugeot 9,078—16 
13— 9,868 man 22,6038— 7 
14— 9,773 Metropol’n 10,797—14 
15— 9,597 auxhall 17,870— 9 
16— 9,014 Morris 11,305—13 
li— 4,146 Jaguar 4,321—19 
18— 4,127 Sunbeam 1,496—30 
19— 3,895 Austin 3,132—21 
20— 3,777 Borgward  5,859—17 
21— 3,570 3,406—20 
22— 3,241 Taunus 5,450—18 
23— 2,434 Porsche 2,397—23 
24— 1,907 Citroen 1,612—29 
25— 1,892 NSU Prinz 2,350—24 
26— 1,794 DKW 1,865—26 
27— 1485 Lloyd 
Arabella 1,631—28 
28— 1,267 Alfa Romeo 1,723—27 
29— 1,022 Goliath 
Hansa 2,825—22 
30— 1,021 Singer 7195—33 


1960 1959 
Pos. Make Pos. 
31—940 Vespa 81—45 
32—909 Datsun 804—32 
33—863 BMW 2,278 —25 
34—830 Skoda 467—36 
35—612 Toyopetg 831—31 
36—554 Lancia 576—34 
37—539 Panhard 341—38 
38—427 Rover 185—42 
39—327 Rolls Royce 312—40 
40—317 Humber 160—43 
41—304 Goggomobil 479—35 
42—234 Moretti 51—50 
43—217 Wartburg 291—41 
44—158 DAF inte 
45—116 Morgan 151—44 
46— 96 Daimler __......... 
47— 93 Riley 460—37 
48— 84 Bentley 79—46 
49— 60 A.C. 48—51 
50— 59 Aston Martin 52—49 
51— 56 Prince Skyline 20—55 
5 53 Auto Union 53—18 
53— 48 Berkeley 329—39 
54— 44 Ferrari 47—52 
55— 30 Facel Vega 27—53 
56— 23 Maico 69—A7 
57— 15 Arnolt-Bristol 14—56 
58— 7 Messerschmitt 26—54 

221 All Others 291 

Total All Makes 
397,268 459,092 


Data by R. L. Polk & Co. No re-use without Polk permission, 


* * * 





Nine-Month Sales Analysis 





© 1960, Automotive News 


Shows Few Gainers 


i RACING back to nearly 30 
percent of imported-car sales in 
this country, Volkswagen has seized 
most ground from economy-sedan 
competition. 

An analysis of nine-month sales 
figures for 1960 and 1959 shows 
that all economy cars except Metro- 
politan and Saab have yielded sub- 
stantial segments to the VW on- 
slaught. 

Imported sports cars have held 
up the sturdiest from last year 
to this year, The field as a whole 
has gained in .penetration, with 
small losses for Triumph and MG 
outweighed by gains at Austin- 
Healey, Sunbeam, Jaguar and 
Porsche. 

Gainers and losers are equally di- 
vided among foreign compacts — 
priced above $2,000. Peugeot, Mer- 
cedes-Benz and Citroen have ad- 
vanced, while deficits have struck 
Borgward, Taunus and Volvo. 

* a ok 

AS A group, the nine captive 

makes have dwindled to 23.20 
percent of the entire import mar- 
ket. The captives slumped from 
30.15 percent for the first three 
quarters of last year and appeared 
headed for further losses because 
of the addition of compacts by do- 
mestic manufacturers this fall. 

Sports-car gains more than offset 
economy-sedan losses for British 
Motor and helped the BMC group 





to a small gain in sales penetration 


this year. BMC rose to 9.49 percent 
of the import market with its five 
makes, compared to 9.06 percent a 


year ago, 

The two other European groups 

selling in the United States sus- 
tained losses. Rootes’ four makes 
fell 1.60 points to 3.86 percent 
and Borgward’s three 0.67 points 
to 1.58 percent. 

Volkswagen’s share of the mar- 
ket for the first nine months leap- 
ed nearly 11 points to 29.07 percent. 

(Continued on Page 70, Col. 2) 





Sales Per Dealer 


Show Decline 


By John K, Teahen Jr. 
Associate Editor 
pe cewae Can sales per dealer 
dipped below year-ago levels 
during the first nine months of 
1960, but Volkswagen kept rolling 
merrily along. 

VW averaged 222 sales per fran- 
chise during the nine-month pe- 
riod to keep alive its prospect of 
reaching the 300 mark for the 
year. 

Elsewhere, the results were dis- 
couraging. Fifteen of last year’s 
Top Twenty sold fewer cars per 
franchise than they did in 1959, and 

(Continued on Page 48, Col. 1) 


But Dealer Authority Sees a Struggle .. . 





Continuing Place for Imports 


By Sally Pfeiffer 
Staff Correspondent 


ATLANTA. — Despite unsettled 
conditions, the imported car will 
continue to have a place in the 
American market because it pro- 
vides a specialized type of trans- 
portation not yet offered by domes- 
tic makers. 

That is the opinion of James 
©. Downing, who with his brother 
Tom operates Southeastern Sport 
Car Center, Downing Motors, 
Inc., and Downing Distributing 
Co 


They handle Volvo, Jaguar, Saab, 
English Ford, Morris, Austin, MGA, 
Austin-Healey, Singer, Daimler, 
Alfa-Romeo and Triumph. Their 
headquarters is in Atlanta, and 
they have branches in Buckhead 
and East Point, Ga. James Down- 
ing heads NADA’s imported make 
committee, and is regarded as a 


leading dealer authority on imports. 

With the exception of those han- 
dling Volkswagen, im porte d-car 
dealers can expect to remain in 
business “only by continuing a close 
study of the day-by-day situation,” 
Downing said. He said in his opin- 
ion the import market has not yet 
hit bottom. 

“Unacceptable makes now being 
sold will need to be discarded and 
replaced by makes that have proven 
themselves in the American mar- 
ket,” he added. 

“Many market observers,” he 


Dealers Build 


Confidence in imports’ future 
is expressed by dealers who have 


erected new buildings. Pictures 
of typical structures are on 
Page 24. 
















News telephone call to the office of 
one low-selling make disclosed that 
the importer’s calls were being han- 
dled by a telephone-answering serv- 
ice. 

The steady departure of domes- 
tic dealers from the import ranks 
is causing many makes to concen- 
trate on import-only establish- 
ments in their recruiting pro- 
grams. The number of such deal- 
erships seems destined to rise as 
the domestic-import duals de- 


—— number of dealers handling 
imported cars tumbled again 
during the third quarter of this 
year as more domestic dealers re- 
tired from the foreign-car market. 

The latest Automotive News 
census discloses that there were 
13,249 dealers handling imports 
on: Oct. 1, compared with 13,679 
on July 1 and 15,030 at the begin- 
ning of this year. 

The quarterly loss was 430, and 
the nine-month decline amounted 
to 1,781 establishments. Since Jan. 


Table on Page One, 


1, the imported-car field has suf- 

fered a net loss of 12 percent of its 

dealer total in the United States. 
* 


* * 

N ANALYSIS of those losses 

does not support any theory 
that the imported car is about to 
disappear. The figures do, however, 
point up two distinct trends in to- 
day’s market and in the market of 
the future. 




















Volvo is an example of this trend. 
The Swedish make reported that its 
dealer organization increased from 
310 to 404 during the first nine 
months of 1960, and the gain was 
almost entirely the result of dual- 
ling with other imports. 

Volvo now has 251 duals that 
handle no American cars, compared 
with 153 on Jan. 1. There also are 
59 Volvo exclusives, up five from 








is a speedup in the shakeout of the 
“fringe” imports from the domestic 
scene. 

At the beginning of this year, 
9,049 domestic dealers were han- 
dling a captive import—that is, 
an imported line whese distribu- 
tion is controlled by an American 
auto maker. By Oct. 1, the cap- 
tive-domestic duals had slipped 
to 8,805. 

The slide will continue. Lincoln- 
Mercury Division has announced 
that no ’61 Taunus models will be 
imported, thus the 190 Taunus fran- 
chises will disappear as dealers 
clean out their stocks. 2 

Simca, Opel and Vauxhall have| _ 
lost dealers this year, and further 


depletions are indicated. 
Up Front in the Flavia— 
New Lancia Flavia, most unorthodox car 


* * *” 

HE decline in domestic duals 

with independent imports has 
been even sharper than in the cap- 
tive ranks. Last January, 3,192 do- 
mestic dealers handled a noncaptive 
import. In October, the total was 
1,912. 

In each case, the American com- 
pacts were largely responsible for 
the decline. The ’60 compacts bit 
deeply into import sales, and the 
61 lineup—which gives nearly every 
domestic dealer a smailer car with 
his own nameplate—has further re- 
duced the appeal of the import dual. 

As mentioned, the shakeout of 

the fringe imports is accelerating. 
Several makes already have re- 
tired from the U. S. market, and 
a number of others appear to be 
on their last legs. 

For.some makes, shipments to the 
U. S. have ceased or have been 
“temporarily suspended,” indicating 
that, like the captive Taunus, these 
lines will be out of business in this 
country as soon as dealers unload 
their current inventories. 

OK + * 


ee 





By Ed Brown | 
Staff Correspondent 

NEW YORK.—“The American 
compacts are very serious competi- 
tion for us,” admitted Ralph T. 
Millet, president of Saab Motors, 
Inc, “Detroit actually offers a lot 
of dollar value for basic transpor- 
tation, in addition to which they 
have a fantastic dealer organiza- 
tion through which to make their 
sales.” 

Recognizing this “very serious 
competition,” Millet stated that the 
question in his mind is how to face 
up to this in such a way as to 
maintain the position already won, 
and then move on to improve it. 

“We feel,” he continued, “that 
one of the important things is to 

handle our dealer and customer 
problems as much by ourselves 
as possible. By this we mean 





N SOME cases, it’s difficult even 
to locate the U. S. representative 
of a fringe line. An AUTOMOTIVE 


continued, “seem to be of the 
opinion that the~ imported-car 
market has stabilized. In my 
opinion, the bottom has not yet 
been reached. 

“While it is true that sales in 
August and September approximat- 
ed 40,000 units, the fact is that 
many of those were distress sales, 
or sales made by dealers who 
bought certain cars from their dis- 
tributors at ‘closeout’ prices—cars 
that will not again be imported 
when the supply on hand is ex- 
hausted. 

“Other sales were made with the 
benefit of substantial price reduc- 
tions for makes that expect to stay 
in the American market,” Downing 
said. 

He said sales can be expected to 
stabilize at about 30,000 cars per 
month, indicating delivery of 360,- 

(Continued on Page 68, Col. 1) 


Top Executives 
View Market 


Volkswagen’s Hahn, Page 22. 
Renault’s Bosquet, Page 34. 
Hambro’s Birt, Page 87. 
Rootes’ Panks, Page 36. 
Mercedes’ Hoppe, Page 88. 
Volvo’s Hogman, Page 62. 
Triumph’s Bethell, Page 86. 
Jaguar’s Eerdmans, Page 46. 
Citroen’s Buchet, Page 46. 

@ Saab’s Millet, see above. 













As Answer to Compacts... 
Saab’s Direct Approach | 
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Import Outlets Down 12 Pct. in 60... 


Dealer Total Pared 





the beginning of the year, and the 
number of Volvo-U. S. outlets has 
dropped from 103 to 94, 
© = - 

on desire for import-only estab- 

lishments is found in the captive 
ranks as well. Mercedes-Benz Sales, 
Inc., a Studebaker-Packard subsid- 
iary, puts Mercedes, DKW and Auto 
Union into non-Lark deals, and 
about 100 English Ford dealers 
handle no domestic line. 

A 


The increased emphasis on im- 
port-only deals represents a change 
in tactics for some of the independ- 
ents, but it is not a new approach 
to imported-car marketing. 

Many importers have long in- 

(Continued on Page 66, Col. 4) 



















































to come out of Europe in 1960, combines 


flat-four engine, four-speed transmission and differential in one package with front- 
wheel drive. Unorthodox layout is mounted at three rubber-cushioned points to stub 
frame, which in turn is mounted to body at six rubber-cushioned points. “Sawhorse” 
suspension utilizes two cast aluminum A-shaped pillars, connected at the top by trans- 
verse leaf spring and carrying transverse wishbones and shock absorbers. Visible at 
lower right are husky 11-inch disc brakes, which are power assisted. Engine and trans- 
mission-differential case are cast of aluminum. Story on Page 44. 





eliminating the middle man, 
which the distributor plays in so 
many cases. This gives us direct 
contact with our dealers at all 
times. 


“Secondly, we must build good- 
(Continued on Page 65, Col. 1) 


Europe’s Trucks 
Tap New Areas 
Of U.S. Market 


MPORTED trucks have left a far 
deeper imprint on the United 
States industry than have imported 
passenger cars, although the latter 
have always been far out in front 
in glamour and volume. 
Volkswagen, which dominates 
the imported-truck field even 
more thoroughly than it does the 
passenger-car market, scored the 
first big breakthrough for imports 
in the commercial field. 

Offering three key features— 
economy, low loading and side doors 
—Volkswagen tapped a market that 
had never been covered by any 
American maker. 

+ + + 

B= testimony to VW’s success 

in the U. S. market is the fact 
Chevrolet, Ford, Dodge, Interna- 
tional and White some time ago 
adapted door-to-door delivery vans 
to light chassis in an attempt to 
compete. 

Now Chevrolet and Ford are in 

(Continued on Page 66, Col. 1) 
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Here is a 2040 lb. 


example ofan engi- 
neering pursuit of 
perfection. No car 
has ever been so 


...9alesmanship In dedicated to pleas- 


ingthebuyerand re- 
ACT I O N i warding the seller. 
" Seven models,each 
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prideand precision, 
the magic of mo- 
\\ tion, that is the 
AW greatA.R. tradition! 


\ CAR ILLUSTRATED: GIULIETTA SPIDER 








The car with the oldest and greatest racing experience 


U. S. IMPORTER AND DISTRIBUTOR 


Delivered -in Europe Suggested Prices 
“377 HOFFMAN _ ~3520 


te 5550 
NEW YORK: 443 PARK AVENUE / BEVERLY HILLS, CALIF., 9130 WILSHIRE BLVD. P.O. E., N.Y. 


OLDEST AND LARGEST IMPORTER OF FINE EUROPEAN CARS 
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LANCIA 
(=) FLAVIA 


SENSATION OF THE TURIN AUTO SHOW 
ARRIVES IN AMERICA JANUARY 1961 


With countless typically Lancia attributes 
and many remarkable innovations and im- 
provements ... new 1500 cc horizontally- 
opposed 4-cylinder engine . . . front-wheel 
drive .. . all-synchronized 4-speed gear- 
box .. . disc brakes on all four wheels. . . 
reclining seats adjustable to sleeping 
arrangement... tachometer. . . leather- 
cushioned dash . . . heater and fresh air 
conditioner . . . deluxe steering wheel .. . 
safety lights in doors . . . combination ash 
tray-cigarette lighter . . . over-size luggage 
compartment ...etc....efc.... etc. ... etc. 
... at a suggested retail price (P.O.E.—N. Y.) 
of $3,680 fully equipped. Nine different 
Appia and Flaminia models available — 
Sedans, Coupes and Convertibles — from 


$2,398 to $6,485 (P.O.E.-N.Y.) 


DEALER INQUIRIES INVITED—WRITE FOR CATALOG 


U. S. IMPORTER 


HOFFMAN 


MOTORS CORPORATION 


434 PARK AVENUE, NEW YORK, N. Y.; 9130 WILSHIRE BLVD., BEVERLY HILLS, CALIF. 


ASSOCIATED WITH LANCIA FOR 30 YEARS 
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AUTOMOTIVE NEWS, DECEMBER 12, 1960 


Five Dealers Warn Distributors . . . 


Sizing Up Outlook for Imports 


ed-car businessmen 

Los Angeles met with AUTOMOTIVE 
News. Representing multiple-line 
dealers were John Williamson 
(Rootes-British Motor Corp.-Tri- 
umph) and Lee Hamer (Volwo- 
Triumph- Rootes- BMC - Fiat - Re- 
nault-Peugeot). Single-line dealers 
were Bob James (Volkswagen) 
Tom Ballard (Volkswagen) and 
Omar Arnesen (Renault-Peu- 
geot). Transcript of the round- 
table session follows: 


* * + 
ARNESEN: “We have, in 
the past, sold a new sports car 
to people who would no buy 
a two- -old domestic car, 


year 

who wanted payments in the 
$40 to $50 bracket, and not too big 
of a downpayment. Mostly people 
who drive a long distance—50 to 75 
miles, 

Tom Ballard: “You mentioned 
downpayment. We are going into 
the low down problem among im- 
ported cars sold on a short down. 
The latest Kelly Book knocked us 
clear down to the bottom. We 
might be bothered with a lot of 
repos unless we are careful because 
of the low wholesale book on cars, 
which we, as dealers, know are 
worth more money, I think dealers 
should have their eyes open to pro- 
tect themselves in repossessions.” 

John Williamson: “I don’t think 
there are too many import deal- 
ers selling now with a short 
down.” 

Tom: “There have been. I’ve run 
across a person wanting to trade 
his car in. He owed $200 or $300 
more than the car is worth, He 
wants to step up in an import car, 
but he’s dead. He goes to another 
dealer and finds out I’m right. First 
thing you know, the paper bounces. 
We might have a few problems, It 
deserves some thinking.” 

Bob James: “We've changed our 
thinking. For a long time, we’d not 
take anything except $500 or $600 
cash down, We've a new auditor 
who's astounded at the firmness of 
our paper, but we're starting to 
reach for deals we wouldn’t have 
taken a year ago: $300 or $400 
down with recourse. 


+ * * 
IM: “Mine’s modified. Non-re- 
course paper.” 


Omar: We've a dealer in our 
area who, for the past year and 
a half has been selling for $98 
down. His is recourse paper 
through the Morris Plan. I think 
if you haven’t got the right people 
in there, you’re certainly asking for 
trouble. 


man should handle questions 
about other imports?” 

Bob: “We probably handle it dif- 
ferently than anybody else. Volks- 
Wwagen once had a very bad reputa- 
tion, in the early days, for arro- 
gance and that sort of thing. So 
we've taken a better approach in 
our particular place. Prospects 
come in and mention Renault. We 
tell them it’s a nice little car; then 
immediately point out advantages 
of Volkswagen. 

“Resale value has been a good 
factor in our favor, but our best 
selling tool is our other owners. I 
don’t think there has been a car 
in the last 10 or 20 years that has 
had as much acceptance as Volks- 
wagen. So we actually list features 
of competitive cars, as they bring 
them out, agree with them; then 
point out the bigger advantages of 
our line.” 

Tom: “We handle them about the 
same way. What I’ve tried to do, 
and it took six months to find the 
fourth man, is to form a hard- 
hitting professional, well educated 
capable, small sales force . . . that 
works together. We've got our four 
men and I’m going to leave it that 
way as long as they produce.” 

Omar: “I like the single line to 
work on, as far as this price class is 


concerned,” 
a +. 


Handling Switchers 
ARROLL: “John, ag a multiple 


line dealer, how do you think 


salesmen should handle switches 
from car to car?” 

John: “We try to have a sales- 
man for each line and one of the 
competitive cars on the used car 
lot. It works out very well. We have 
@ salesman for sports cars and a 
salesman for sedans. It works bet- 
ter that way.” 

Lee Hamer: “We have tried to 
hire the right salesman to handle 
each line, like John. Switching is 
a problem we don’t have. The cus- 
tomer usually comes in on a highly 
advertised product. 

“If he is a buyer of a Renault, 
the salesman works him over on 
a Renault. If he’s a different type 
buyer and wants more speed, 


“Tm sure the most important 
factor of any automobile franchise 
is service and parts for the cus- 
tomer. 

“A lot of them come and go be- 
cause they lack service after sales. 
That’s the one thing that’s hurt im- 
ported cars more than anything 


else,” 

Tom: “One thing I’ve noticed in 
the past years in the GM lines 
(Tom Ballard formerly had an 
Oldsmobile dealership) is that 90 
percent of the people coming in 
are going to buy an Oldsmobile, for 
instance. I've found the same 
thing with Volkswagen. Ninety- 
nine percent of the people that 
come in are sold on the product.” 

Omar: “What do you do when 
you have one line with heavy incen- 
tives from a selling and wholesale 
purchase standpoint? I can see 
where you have a couple of lines, 
you had a price leader car, but 


there is another $20 or $25 bonus 
for the salesman selling the one 
you want to push out. 

“I think multiplé dealers now are 
tied to a lot of different makes and 
are not pushing the lines that sell 
the best. The guy came in to buy 
=e he wanted, but he’s going to 

be pushed into a car they want to 
get their bucks out of.” 


* * * 


=: “Frankly, Omar, you are 
probably right in some re- 
spects; but it depends entirely on 
the salesman, I mean a real top- 
notch type of salesman. I don’t 
believe that there’s any imported 
car dealer (other than Volkswagen) 
in the market we have today, an 
maybe for the next year or two, 
that can exist with one line of 
cars.” 

Omar: “My thought is, Lee, that 
if you have multiple-lines, and pu 

a $25 sales bonus up, it’s like the 
distributor giving us an extra $100 

or $150 gross profit. We’re going to 
push that line we’ve got the gross 
in. 

“Salesmen push the things they 
can make more money in, If you 
have the right-type salesman, 
they’re going to push that bonus 
car. That’s what surprises me 
about your thinking. 

“Possibly you’re enjoying a situa- 
tion where you aren’t overstocked 
in any one particular line. Then 
you’ve got a little different situa- 
tion than some dealers. But I be- 
lieve a lot of multiple line dealers 
very definitely have big stocks in 
stuff they want to get rid of, Once 
they unload, they’re going to drop 
the line.” 

John: “Luckily, 'm not sitting 
long on any one line I have, There 
just isn’t enough volume in any one 
of them, so I handle three lines.” 

Bob: “I can see where John has 









Over Coffee and About Imports— 

Participants in a five-dealer interview on the import situation were, seated around 
the table from left: Tom Ballard (Volkswagen), Pasadena, Calif.; Omar Arnesson 
(Renault-Peugeot), Van Nuys, Calif.; Lee Hamer (BMC-Rootes-Volvo-Renault-Fiat-Triumph- 


Peugeot), Mission Hills, Calif.; Bob James 


a big nut. He’s geared up to do a 
lot of business. Lee is certainly in 
the same bracket. We’re geared 
to do a certain number of dollars 
of business a week. We can make 
a profit on this. 

“I figure this is where the single- 
line has the advantages. However, 
when you have a bigger operation, 
I can well see your point. You’re 
into a bigger operation that 
couldn’t make it on one line.” 

John: “Right. It would be impos- 
sible to do it. Because apparently 
we've got the wrong lines (com- 
pared to Volkswagen).” 

+ * 


ARROLL: “How do you handle 
the price-shopper?” 

Omar: “We've sure had to change 
with the Renault line tremendously 
in the past six months. We just 
about have to highball them. 

“We've got to start them high 
and try to hold the package to 


John Williamson (Rootes-BMC-Triumph), Los Angeles. 


(Volkswagen), Huntington Park, Calif., and 







write an order and get a crack at 
them. It’s not easy.” 

Lee: “Either highbal] or lowball 
them, while selling them on service, 
the organization, how long you've 
been there, and your reputation. 

“We get a lot of phone calls for 
prices of cars, We can’t tell the 
man. the truth. If you do, he doesn’t 
believe you, in the automobile busi- 
ness, 

“Once the factories get over the 
hump of all those cars sitting out 
all over the country, or if they had 
a few more hurricanes like they 
had in the East, they could dump 
some more of them, which would 
help dealers and the organization. 

“If distributors would just open 
their eyes to help the dealer, and 
listen to them, the cars would 
have better prestige, better sales 
and more profit for the dealers. 
I still have to go back to Volks- 

(Continued on Page 59, Col. 1) 


Advertisers Aim at Stabilizing Market 


By Martin L, Whitmyer 
Staff Writer 
N AN effort to stabilize their 
share of the market in the 
United States, foreign-car makers 
are working closely with their 
American advertising representa- 
tives in drawing up advertising and 
promotion plans for 1961. 
In many instances, advertising 
plans are in a state of flux or have 
not been finalized. 


tures of the individual cars. 


None of the import makes, how- 
ever, reported any special plans to 
combat sales of American-made 
compacts. 

* + ” 

As’ TO media used to promote the 

imports in 1961, national mag- 
azines and newspapers again will 
play the prominent role. Television, 
radio, outdoor and direct mail, how- 
ever, will be used to some extent 
throughout the year. 

Cooperative advertising will be 
used by some makes, but it is not 
the general rule for import makes 
to use the program. 

In some cases, factories allocate 
money to distributors for promo- 
tions in specific market areas. Some 
makes offer direct factory-dealer 
cooperative programs, Other mak- 
ers budget money for national or 
regional advertising, but offer deal- 
ers kits which they may use in 
their local areas at their own ex- 
pense. 

* * - 

ANY effort to give a rundown on 

all import makes was hampered 
by the fact that advertising plans 
for a number of the low-volume 
sellers were so unsettled that de- 
tailed data was not available. A 
spokesman for McCann-Erickson, 
agency for Opel, said only that any 
plans for advertising the car would 
be in keeping with sales. Buick ap- 
parently is putting all of its com- 
pact-car promotion efforts into its 
American-made Special. 

Another maker that apparently 
is putting more sales pressure on 
its American-made auto than its 


import is American Motors. Ad- 

vertising plans for its imported 

Metropolitan still had not been 

approved at press time. 

A roundup of advertising plans 
for imports who claim to be “very 
much in the market” is presented 
here to give dealers an insight into 
what to expect on the national 
scene in 1961. 

The report follows: 

7 + ” 

AUTO UNION-DKW 
Naver will get approxi- 

mately 50 percent of the $150,- 
000 allocated for the promotion and 
advertising of Auto Union and 
DKW lines in the United States 
during 1961. Another 30 percent of 
the budget will go into magazines 
and the remaining 20 percent will 
be used for miscellaneous advertis- 
ing. 

The German-made cars are sold 
in the U. S. by Mercedes-Benz 
Sales, Inc., a subsidiary of Stude- 
baker-Packard Corp. Advertising 
for the cars is handled by D’Arcy 
Agency, Inc., out of its New York 
and South Bend offices. 

Although it has not been definite- 
ly decided, officials are considering 
the use of cooperative advertising 
in promoting the cars through local 
dealer promotions. 

Economy and price will get major 
emphasis in Auto Union-DKW ad- 





West Germany 


Leads in Output 


DETROIT. — West Germany was 
the leading foreign producer of pas- 
senger cars in 1959 with 1,356,321 
units, according to the Automobile 
Manufacturers Assn. 

Car-production totals for other 
countries, according to AMA, was: 
United Kingdom, 1,189,943; France, 
1,085,177; Italy, 470,659; Sweden, 95,- 
647; Japan, 78,598, and Czecho- 
slovakia, 50,605. 

AMA reported 540,000 vehicles of 
all types built in Soviet Russia. This 
included probably 130,000 passenger 
cars. 


vertising in the current model cam- 
paign. 

o a . 
BENTLEY-ROLLS-ROYCE 
Asean magazines and news- 

papers will be the only media 
used by Rolls-Royce, Inc., to pro- 
mote its Bentley and Rolls-Royce 
line of cars in 1961. 


Only special promotions planned 
for the cars are their annual tours 
and public showings on the West 
Coast. 

The advertising budget for Bent- 
ley and Rolls-Royce has not been 
finalized, but probably will be about 
the same _ as that used in 1960. 

* *” 
BRITISH MOTOR CORP. 
ZING national magazines, 
outdoor billboards, newspapers, 
Sunday supplements and transpor- 
tation displays, British Motor Corp. 
will spend approximately $2 million 
to promote its cars in the United 
States in 1961. The amount to be 
spent per media is said to be flex- 
ible. 

Cars built by BMC and distrib- 
uted in the United States by 
Hambro Automotive Corp., New 
York, are MG, Morris, Austin and 
Austin-Healey. 

Kicking off the 1961 promotions 
will be a heavy four-color campaign 
in all the above media, Sports cars 
will receive special emphasis, offi- 
cials said. 

Although no specific slogan has 
been chosen, BMC advertising will 
emphasize fun, economy, utility and 
price. 

+ + 6 
BORGWARD 
“a= Virtue of Dependability is 
Priceless” is the slogan Borg- 
ward has chosen to promote its 
cars in the United States in 1961. 

Working on a proposed budget 
that will be double the size of 
that used in 1960, Borgward will 
utilize local newspapers, national 
magazines, trade publications and 
direct mail to promote its Borg- 
ward Group 

Sales training programs for deal- 
ers and dealer salesmen, special 


programs of testimonials plus a 
major emphasis on building a qual- 
ity image for what is regarded as 
one of Europe’s finest cars will 
highlight Borgward advertising in 
1961. 

Although consumer magazines 
and trade publications will get the 
biggest share of the budget, Borg- 
ward officials said cooperative ad- 
vertising will vary with conditions 
in particular areas and at particular 
times. 

Quality will be emphasized in 
Borgward promotions though its 
automatic transmissions and other 
features to be announced later will 
come in for their share of emphasis 
during the coming year. 

+ 


CITROEN 

Us" a budget that is ex- 

pected to be larger than that 
appropriated for 1960, Citroen, 
through Shevlo, Inc., New York ad- 
vertising agency, will spread its 
promotions over newspapers, mag- 
azines, radio, television, outdoor and 
direct mail to sell its cars in the 
United States in 1961. 

Using a slogan of “Citroen, the 
World’s Most Comfortable Car,” 
advertisements will point up ad- 
vanced engineering features such 
as air-oil suspension, front-wheel 
drive and disc brakes. 

Special promotions will include 
the offering of Citroen cars as 
prizes on television contest shows. 

Citroen is one of the few foreign 
makes that offers a cooperative ad- 
vertising program to its dealers. 

* * 


DATSUN 

Wenner with a budget that is 

expected to be larger than that 
used in 1960, Datsun will promote 
its 1961 lines through magazines 
and trade papers on the national 
level, and through a cooperative 
newspaper campaign on the local 
level. 

“Go Datsun and You Go Amer- 
ican” will be the slogan used in 
its approach to the public. “Sell 
Datsun and You Sell American” 
will be used in its trade paper 
approach. 

Features of the car that will be 
emphasized in Datsun advertise- 
(Continued on Page 54, Col. 1) 





Here is one secret of Mercedes-Benz desirability! [his is the renowned Mercedes-Benz low pivot 
point swing axle which provides unusual roadholding combined with unusual comfort. The horizontal spring is 
a feature developed directly from Mercedes-Benz racing machines and is now used on the 300SL, the 220 
and 220S/SE sedans. It holds the inside rear wheel on the ground when cornering so that traction on these 
cars is remarkable. This is representative of Mercedes-Benz advanced engineering and unyielding quality con- 
trol in manufacture. However, there is another vital reason for the sales success of Mercedes-Benz cars. And 


that is the quality group of dealers Mercedes-Benz Sales, Inc. is carefully assembling. 
Mercedes-Benz Sales, Inc., South Bend 27, Indiana. 
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An Example of Forward Planning aa 
How VW Selected 


Newest Distributor 


By Ed Brown fort to correct any and all abuses 
Staff Correspondent which exist. ; 
> 
YORK. — “We are in the) wN ILLUSTRATION of the for- 


fortunate position of enjoying 
stable sales,” according to C. W. 
Hahn, vice-president and general 
manager of Volkswagen of Amer- 
ica, Inc. 

And according to Hahn, stable 
sales have been compounded out 
of the double ingredients of a 
quality product at a price, plus 


ward planning technique em- 
ployed at VW Hahn detailed the 
meticulous care which went into 
selecting the latest addition to the 
VW distributor body. 
In August, 1959, according to 
Hahn, it was recognized that 
itments and demands from 


make it imperative that a dis- 
separate from World- 
Wide, Automobiles Corp., Long 
ane Sey N, Y., which was 
then handling the , would 
a eae 
resentation to the area. 


Lest any of the above sound too 
cock-sure, Hahn is careful to point 
out that there are weaknesses and 
shortcomings in the VW setup, 
however, the organization is aware 
of these and is bending every ef- 





OBSOLETE.... 


VIBRATORS 


CAR RADIOS 






IT’S AN AUTO RADIO 


Power supplied by car battery, 
6 or 12 volt, — or + grounded 
poles. 


IT’S A PORTABLE RADIO 


Uses four standard 1.5V low- 
cost penlite batteries. 


ORDER A SAMPLE SET 


(returnable if you're not completey 


satisfied) or write for deta 


9) 


slightly higher west of the Rockies. 


INCLUDES: 


Radio, car adapter sleeve lock 
with keys, brackets and hard- 
ware, “A” lead. 


Antenna... $1.50 additional. 
Rear Seat Speakers 
available from $2.50 





y ap ag 
our 

more. $55 
Price fort te 11. 


many or more sales than they were 
currently accounting for in their 
area, which included Pennsylvania 
and Delaware. 

The added demands for distribu- 
tor attention by dealers in the area 
required a distinct and separate or- 
ganization to deal with them as 
efficiently as VW would like by 
1961, Hahn said. 

* * * 


a. agreement with World-Wide 
was reached and by October, 
1959, VW had located a man who 
met their requirements as a dis- 
an 

is turned out to be Ray A. 

Vidinghet” Hahn explained, “a 

young man who was owner of his 

own business called Machine 

Associates, and who felt that VW 
offered him the opportunity to 

expand his responsibilities into 

an area where he could be even 
more representative.” 

Thus was Auto Associates form- 
ed in Wynnewood, Pa., as the new 
Pennsylvania and Delaware dis- 
tributor for VW. 

Following the agreement between 


Vidinghoff and VW, the former in-| said 

At that time VW discussed this; vested some $400,000 in new build- 
problem with World-Wide, showing| ings. He has added a completely 
that by 1961 a smaller area of dis-| equipped IBM setup, which will 
tribution would account for as| give him completely current in- 





OBSOLETE...IN 1961! 


WHY? 


TRANSMOBIL 2 


MAKES ALL OTHER CAR RADIOS OBSOLETE! 








AUTOMOTIVE NEWS, DECEMBER 12, 1960 


Fiat Distributor 
Gets Bigger Area 


SEATTLE.—Lee Moran, presi- 
dent of Import Motors, Inc., Wash- 
ington distributorship for Fiat, has 
acquired the Fiat distributorship 
for Oregon and western Idaho. 

The franchising arrangements 
were made by Guido Foggini, west- 
ern regional manager for Fiat, 
See headquarters in Beverly Hills, 

if. 


formation on his parts, accessories 
and overall inventory. Another 
$250,000 has been invested in spare 
parts, Hahn said. 

By Nov. 20, 1960, Vidinghoff had 
invested more than $650,000, Hahn 
said. By the time he begins operat- 
ing the business next Jan. 1, he will 
have invested between three-quar- 
ters to a million dollars, without 
having sold one automobile, Hahn 
said. 

“This is typical of the preplan- 
ning we get involved in at VW,” he 


* * * 
ee has continued to 
enjoy a rising volume of sales 
during 1960, running contrary to 




























e AM and Short Wave e Easily Removed For Use As A Portable 


¢ All-Transistor For Amazing Reception in 


Cars, Boats, Planes e In Three Decorator Colors For The Home 


Suddenly all other car radios are old-fashioned! There’s never been such power, such clarity, such economy. 
TRANSMOBIL 2 reaches out and gets the signal... reaches out and gets the sale, too, because it’s a three- 
in-one wonder. Easily slips into a “sleeve” and stays locked in as a car radio. Easily slips out again to be used 
as a fine portable. Three decorator colors to make it an ideal home radio. Instruct your factory to hold their 
radios. TRANSMOBIL 2 gives you the BIG volume, the BIG markup, the BIG profit! 


AuTOVOoOX 


250 W. 57th Street, 
New York 19, N. Y. 























the general import trend, Again, 
Hahn places credit for this situa- 
tion on the preplanning done by 
both VW and its distributors 
throughout the country. 

“We were not content to sell 
our automobiles only on the East 
and West Coasts,” he said “We 
moved dealers into areas that 
had never existed before. We 
moved into the Great Plains 
states of the Midwest, and con- 
tinued to expand our entire deal- 
er network, 

“In early summer of 1959 we had 
about 400 dealers across the coun- 
try. Today we have slightly more 
than 550. We will continue to add 
dealers as our growing volume per- 
mits, but not at the expense of our 
existing dealers, 

“It is very important that we con- 
tinue to supply our current dealer 
body with adequate numbers of 
cars, but it is also important, for 
future and current sales, that we 
continue to expand our network so 
that the customer can be satisfied 
with his service in every area of 
the country.” 

Hahn continued that adding too 
many dealers would have a destruc- 
tive effect on the VW franchise. 

“We will only add dealers where 
such addition will add to the value 
of the entire line,” he said. 

* * + 


HyAEN said that he felt VW en- 
joyed about 50 percent of the 
import market in an important city 
like Chicago because of the high 
Standard of the VW dealer net- 
work. 

In the Midwest, he said, some 
dealers have invested as much as 
$100,000 in their VW franchise. 

“Two years ago,” he added, “we 
moved away from the sea-coast 
areas of the country to improve 
our sales inland, and to develop 
our dealers in anticipation of that 
time when sales might begin to 
catch up to demand. 

“In the meantime, sales on the 
West Coast have suffered drastical- 
ly for almost every import line. 
Even in Volkswagen, we have a 
waiting time of about a month, the 
lowest waiting period in the coun- 
try. Here on the East Coast the 
waiting time is eight to nine weeks, 
and in many cases across the coun- 
try as high as three months.” 

* * * 


AHN attributes much of the 

success that VW dealers have 
experienced to the separate facil- 
ities they have maintained in which 
all energy and activity has been 
concentrated on the sale of VWs. 

Stating that VW expects to 
have about 600 dealers by the end 
of the year, Hahn also said that 
it would be possible to have sev- 
eral thousand, except that VW 
doesn’t believe in overdealering. 
Although the dealer body is rel- 
atively small, for a group selling 
about 180,000 vehicles this year, 
with an estimated 225,000 next 
year, Hahn noted that sales per 
dealer are the largest for any 
dealer body in the country, 

In order to become a VW dealer 
the prospect must pass a personal 
inspection, which includes his 
standing in the community, as well 
as an inspection of his financial 
condition. 

He is interviewed by the distrib- 
utor and if found qualified in all 
respects he receives a “letter of in- 
tent.” When the obligations which 
he agrees to in the “letter of in- 
tent” have been fulfilled, he receives 
his VW contract or franchise. 

Some of the obligations include 
such things as purchasing $2,500 
worth of special tools, the purchase 
of $8,000 to $16,000 worth of parts, 
depending on the dealership size, 
and installation of eight to 16 hoists 
and working stalls, again depend- 
ing upon dealership size, 

The above requirements are sub- 
stantially why Volkswagen has al- 
most no dealer fluctuation, Hahn 
said. 

oe + a 

POR WARD planning at VW in- 

clude such things as a complete 
advertising program for 1961, which 
had been agreed upon three months 
ago. Included too were expanded 
sales promotion plans, merchandis- 
ing plans, etc., which are all aimed 
at creating ever more demand for 
the VW. 

It is Hahn’s considered opinion 
that the demand for VW is reach- 
ing an ever increasing segment of 
the population and that the base 
for sales will continue to broaden. 

One of the problems which faces 
VW, as it does every other dealer 

(Continued on Page 72, Col. 4) 
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One of a series of statements to U. 8S. IMPORTED CAR DEALERS by members of the British Automobile Manufacturers Association 





Norman C. Miller 


Executive Vice President, 
Rolls-Royce Inc., says: 


“Continuity of proven designs 
by British auto makers permits 


maximum sales and product development. 


British auto makers do not believe in planned obsolescence. 
They prefer to concentrate on the many improvements that 
give finish and polish to a tested basic design. 

By doing this British manufacturers have been able to achieve 
leadership in the production of sports cars, family sedans and 
luxury cars that are recognized the world over as the highest 
expression of grace, performance and quality. 

By advocating models in series British manufacturers help 


U. S. imported car dealers avoid traditional end-of-model-year 
pressures, too. They provide ample opportunity for market 
penetration, and give added strength to an already strong 
advertising and sales promotion program. 


In short, by developing a car’s inherent values rather than 
making change for the sake of change, British auto makers 
give it extra sales life and help U. S. dealers realize a greater, 
more stable market potential. 


Why U.S. dealers can rely on the stability and growth of the British imported car business 


1. Capital Investment —British auto makers have the largest 
investment in plant, research and distribution facilities in the U.K. 
and in America and will continue to maintain this leadership. 


2. Quality Products — Built to a standard, not to a price, 
British cars offer dealers and their customers true dollar value. 
Their quality craftsmanship and technical advancements have 
made them market leaders. 


3. Market Stability—tne steady, healthy growth of British 
car sales in America has been based on the soundest foundations 
... Solid financing of superior products: 


4, Service Facilities —sritish manufacturers consistently 
conduct training courses, supervised by factory experts from 
England, for distributor and dealer mechanics. 


5. Product Diversification —, vehicle for every need... 
every taste ... every budget. British makers provide the widest 





range of dependable economy, sports, compacts and luxury cars 
and commercial vehicles. 


6. Advertising Support—ne British automotive industry 
invests more than any foreign group in advertising and sales pro- 
motion in support of U.S. dealers. 


7. Profit Factors—sritish cars are realistically priced, qual- 
ity produced and solidly backed to assure our dealers a strong 
position in a highly competitive. season. 


8. Parts Availability — british makers and their distributors 
have parts warehouses strategically located from coast to coast. 
Additional warehouses are under construction. 


9, Design Continuity — British makers have traditionally 


been advocates of models in series, improving on tested basic 
designs rather than creating planned obsolescence. 


British imports give you business you can bank on 


B Austin - 


7 Lucas Electrical - 


Daimler - 
Rover ° 


Bentley - 
Rolls Royce - 


Austin Healey - 
Morris - 


Dunlop Tires - 


BRITISH AUTOMOBILE MANUFACTURERS ASSOCIATION, INC. 


680 Fifth Avenue, New York 19, N. Y. 


Humber -° 
Triumph. + 


Jaguar - MG 
Vauxhall 


Hillman + 
Sunbeam + 


English Ford - 


Singer + Smiths Accessories - 


99 
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Many of the new dealership 
buildings going up along Auto 
Row in American cities have 
never held a domestic car. 

Designed and built to specific 
needs of the imported-car deal- 
er, these new buildings often 
represent the most advanced 
thinking in dealership architec- 
ture. 


More importantly, the new 
buildings demonstrate that 
many dealers who believe the 
imported car has become a 
permanent part of the American 
scene, are backing up their op- 
timism with cold cash. 


Here are a few of these new 
dealerships that have been 
erected from coast to coast. 
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STERLING MOTORS of HOUSTON, INC., 


Houston. 


Paigo Takes On 
Hillman-Sunbeam 


In Miami Move 
By Trescot Goode 


Staff Correspondent 


MIAMI.—Antony Paigo, general 
manager of Paigo Motors here and 
in 1959 the top English Ford dealer 
in the United States, told AuTomo- 
Tive News last week that his father, 
Frank Paigo, has signed Hillman- 
Sunbeam franchises. 

A corporation has been formed 
and will operate as Paigo, Inc., 
he said. It will “immediately open” 
for business on the corner of 35th 
St. and 36th Ave. in the heart of 
Miami’s Automobile Row. 

Contracts for additional buildings 
were let earlier this month, Paigo 
said. 

In explaining the decision to ex- 
pand in the import field, Paigo 
said, “It is true that the English 
Ford has gone into a tailspin in 
Miami, but we figure it will make 
a strong comeback. 

“None of the domestic compacts 
is competitive as to price and we 
think there will be increasing de- 
mand for a new car at around 
‘| $1,500 rather than a used car at 
:| the same price. 

“T’m enthusiastic over the import 
picture in the United States as a 
whole and estimate imports will ex- 
ceed 7 percent of new-car sales in 
1961.” 


a 





N MICHAELSON MOTORS, INC., Baltimore. 
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SUBURBAN IMPORT, Chicago Heights, Ill. 
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New Import Dealership Buildings Erected 


D & R MOTORS, INC., West Allis, Wis. 








Solid Market in Midwest 


Seen Holding Line in ’61 


By L. H. Houck 
Staff Correspondent 
- THE present ground swell in 
the Middle West is an accurate 
barometer, and it usually is, then 
the import market has been pretty 
well shaken out, and the remaining 
dealers, solid and well established, 
will be able to hold the line against 
intermittent import competition 
and the domestic compacts to the 
tune of 10 to 14 percent of the 
market in the years to come. 

Prophets of doom for the im- 
port industry are plentiful, but 
too many predictions now seem to 
border on wishful thinking rather 
than economic and business facts. 

A good many import dealers in 
the Midwest are doing the most 
profitable business of any auto deal- 
ers today—selling at full list and 
taking in trades, mostly domestic 
makes, at true values. 

The present condition of the 
American import market appears 
normal, rather than abnormal; 
looking up substantially rather 
than down, and here to stay. 

* * * 


I THE beginning the imports 
were largely offered to an inex- 
perienced market. Family cars, 
sports cars and European junk 
were intermixed. Today’s intelligent 
buying public knows a lot about im- 
port cars. 
There was a grand rush by im- 
port manufacturers in the first 
place to get their offerings on the 

American market for a lot of 

those fast American bucks. Some 

European manufacturers were 

not ready for the American mar- 
ket and some of the import cars 

were not meant for the market 
and cannot ever be sold here at 

a profit. In fact, some of these 

find a hard time getting accept- 
ance in their own bailiwicks. 

Other import manufacturers 
found themselves unable to cope 
with the problem of establishing 
U. 8S. distribution teams, parts de- 
pots, franchising dealers and fur- 
nishing. them parts. 

In the next phase there were a 
lot of American opportunists who 
rushed for the cream like starved 
alley cats, who not only could not 
run an import business, but who 








had never distinguished themselves 
in running any kind of a business. 
* * * 

AT has happened in the last 

year, to belabor again an old 

and tired expression: “The men 

have been separated from the 
boys.” 

Surviving is largely an assort- 
ment of well financed and well 
established dealers for reliable 
makes of imports. It was charac- 
teristic of many of the early im- 
port dealers who have been left 
by the wayside that they were 
inadequately financed. 

This shakeout has been good for 
the import business. Much of the 
dross has been skimmed off and 
the dealers left are better equipped, 
better financed, have better wares, 
know more about the business- and 
they are making sales and profits. 

ea * * 

NE of the cases in point is illus- 

trated by two-year-old John 
Riddick Motors, Inc. (Volkswagen), 
Columbia, Mo., headed by John 
Riddick and managed by Sterling 

Kelley, an import-car hobbyist with 
almost 10 years experience in the 
domestic automobile retail field. 

They have an outstanding 
building, designed and pre-in- 
spected when it was built a year 
ago by officials of Volkswagen, 
and planned for 10 years, now 
outgrown at the end of one year. 
Sales have increased every month 
since the business was estab- 
lished. All sales are made at full 
list and trades are taken at true 
value, 

They take anything of value in 
trade and have taken boats, motor- 
cycles, house trailers, livestock, and 
now have on their active used car 
lot several Cadillacs, a couple of 
Thunderbirds, Plymouths, Dodges, 
Pontiacs, Chryslers and Chevrolets. 

Volkswagen sales bring trades 
that feed a lively used-car lot. Kel- 
ley told Automotive News that 
there wasn’t a car on the lot that 
couldn’t be wholesaled at a profit. 
This solves one of the universal 
problems of the used car business— 
getting used cars at the right price. 

* eo * 


yas is the question of financ- 
ing and terms. Riddick Motors 
considers its new sale figure at an 
average of $1,715. Average down- 
(Continued on Page 62, Col. 5) 
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PRICE, MAINLY pws power stm rearunes 


CONSIDER THESE FACTS, MR. DEALER: TWO OUT OF 
THREE NEW-CAR PROSPECTS LIVE IN HOUSEHOLDS 
WITH LESS THAN $10,000 ANNUAL MEDIAN INCOME. 
EVERY YEAR, THEY’RE LESS APT TO GO IN DEBT FOR 
A $4000 AUTOMOBILE—EVEN IF IT CAN BE SPREAD 
OVER 36 MONTHS. THEY WERE GLAD TO SEE ALL 
THE IMPORTS AND NEW COMPACTS COSTING 
$1800-$2400. BUT THEY ARE HAPPIER WITH THE 


NEW TIARAS PRICE OF *1613 p.o.e. 


TOYOTA MOTOR DISTRIBUTORS, INCORPORATED 


8701 Beverly Bivd., Los Angeles 48, Calif. « 231 Johnson Avenue, Newark 8, New Jersey 
2906 West Petersen, Chicago 45, Illinois * World Trade Center, San Francisco 11, California 











WHAT'S IN THE NEW TIARA FOR YOU? 


P ROF IT wie all the other dealers are falling 


over one another, wheeling and dealing in the confusion 
of too many cars in the one price range ($1800-$2400), 
you will be selling the new Tiara. The largest percent- 
age of import car sales has been in the $1600 price 
range where you get full gross; where the Tiara offers 
more than its competitors. 


CUSTOMER SATISFACTION 


—— The new Tiara’s 75 h.p. engine gives it more power 
than the other two leading imports combined! Its 
styling is American. Its gear shift on the steering 
column. Its dash and door panels, padded. It has back- 
up lights and a big trunk. in short, the new Tiara gives 
the customer all the things he did without when he 
bought an ‘economy import.’ 


FACTO KY SUPPORT~ toot 


distributes its own cars— through regional offices 
throughout the United States. it maintains huge ware- 
houses of parts from New Jersey to California. Toyota 
supports its dealers with national, regional and dealer- 
tagged local advertising. It provides service instruction 
and free parts manuals; free promotional materials, 
sales aids and much, much more. 





THE OUTSTANDING OP- 
PORTUNITY IN THE NEW 
TIARA IS A STORY OF 
PROFIT. lf you'd like the full story of the 


Tiara and how it can profit you, just fill out and return 
this coupon: 


Toyota Motor Distributors, Inc. 
8701 Beverly Boulevard, Los Angeles 48, California 


I'd like to know more about the Tiara. 


NAME. 


ciTY_ en ZONE. 
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Heading West to the big NADA Show ... 


OVER 2,000 BONUS COPIES OF AUTOMOTIVE NEWS! 


True...and your advertisement can take advantage of this 
added circulation when you appear in the 1961 AUTOMO- 
TIVE NEWS NADA Show Issue. In addition, of course, you 
will also reach over 43,000 regular dealer-subscribers and 
industry executives whether or not they attend the 15th An- 
nual National Automobile Dealers Association Convention. 
This outstanding issue of AUTOMOTIVE NEWS places 
your sales message right in front of this large, influential 
group... a group interested, able and ready to do business 
with you! 


It’s a big issue that did a big selling job for over 140 AUTO- 
MOTIVE NEWS advertisers last year. If you sell parts and 
accessories, equipment and services, or other products to the 
BIG new-car and truck dealer market, you’ll want to use the 
NADA Show Issue to: (1) Inform dealers of your product 
story during this time of high interest. (2) Invite dealers to 
your show booth. (3) Pre-sell your products or service to 


show-goers. (4) Re-sell your product or service to dealers 
and executives whether or not they attend the Show. 


Even if you are not attending the Show, you’ll want to use 
this issue to put your story directly before the eyes of this 
receptive audience. Contact your AUTOMOTIVE NEWS 
representative today. He’ll give you full details! 


RESERVE SPACE NOW! 
NADA SHOW ISSUE 


Closing date: January 19, 1961 
Published: January 30, 1961 


THE MOST INFLUENTIAL PUBLICATION IN THE AUTOMOTIVE INDUSTRY 


REPRESENTATIVES: 
NEW YORK: Edward Kruspak, Howard E. Bradley, Murray Hill 7-6871 
CHICAGO: J. Goldstein, Bill Gallagher, State 2-6273 
DETROIT: R. L. Webber, William R. Maas, Roy Holihan, Woodward 3-9520 
SAN FRANCISCO: Jules E. Thompson, Douglas 2-8547 
LOS ANGELES: Robert E. Clark, Hollywood 3-4111 


The Newspaper of the 


. s Gaunmeth Cheers Dealers 
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Concensus for Next Year: 400,000 ... 


As Economists See Market 









Monthly Import Shipments to U. S., 


1960 vs. 1959 


NEW CARS 
1960 1959 





* * * 








Still a $500 


EW-CAR shipments to the 

United States this year will be 
second only to 1959, while new- 
truck shipments will reach an all- 
time high. 

By year’s end, it is expected 
about 450,000 new cars will have 
been received from abroad for all 
of 1960. Value of these cars, ac- 
cording to the U. S. Department 
of Commerce, is approximately 
$500 million. 

Influx of 450,000 cars would barely 
surpass the 430,808 counted two 
years ago, when the import market 
reached the previous runner-up 
record. However, the 1960 import 
total will slide nearly one-third 
from last year’s peak of 668,070— 
worth some $735 million. 

* * * 
N ESTIMATED 25,000 new 
trucks: will enter the U.S. this 
year, mostly from West Germany’s 
Volkswagen. Previous high years 
were 1959, with 22,763, and 1958, 
with 19,164. 

Because of declining sales and 
resultant oversupplies for a num- 
ber of makes, new-car import ship- 
ments staged a spectacular decline 
this year. The March rate ap- 
proached 800,000 a year; the Aug- 
ust-September rate plummeted to 
240,000. 

High point of the 1960 pattern 


For Import Shipments .. . 















NEW TRUOKS 
1960 1959 
52,019 1,611 
47,126 
54,184 
55,977 
64,553 
60,321 
65,241 
47,560 
51,821 


498,802 







Million Year 


ments to the U.S. for the period, 
138,700 to 127,636. 
a ok * 


EST GERMANY led the British 

in 1957, but trailed in both 1958 
and 1959. France held to third 
place and Italy to fourth in the 
nine-month totals this year, al- 
though fifth-place Sweden was clos- 
ing in on the Italians after a Sep- 
tember shipment which exceeded 
both France’s and Italy’s. 

For the January-September pe- 
riod this year, 71,541 new cars were 
imported from France; 19,515 from 
Italy; 17,504 from Sweden, and 
1,770 from Japan. 

The national breakdown for all 
of 1959 follows: Great Britain, 
210,494; West Germany, 205,799; 
France, 171,285; Italy, 46,629; Swe- 
den, 27,010, and Japan, 4,590. 

In September, West Germany sent 
13,715 new cars; Britain, 4,415; 
Sweden, 1,686; France, 480; Italy, 
255, and Japan, 75. September 
barely eclipsed August with 20,666 
imports overall, comparing to 51,821 
in the same month a year ago. 

* * of 











































tip Aaa imports totalled 
1,765 in September, up from 
August’s 1,401 but below the record 
3,262 chalked up in July. West Ger- 
many accounted for 15,595 of the 
19,151 new trucks and buses shipped 
to the U.S. through the January- 
September period, Second was 
France, with 2,635. 

sed-car traffic to this country 


By Kenneth C. Kelley Jr. 
Staff Writer 


A SMALL market for imported 
cars is here to stay in the 
United States, but it will be a much 
different market than that encoun- 
tered in 1958 or even 1960. 

That is the verdict of a group 
of home-grown experts, Those 
questioned included the market 
researchers of the American auto 
makers, university business and 
economics professors and officials 
of major finance companies. 

From the group to group and in- 
dividual to individual, the comments 
changed very little. What they said 
added up to this: 

There are really three markets for 
imported cars in the U. S. There 
are markets for economy cars, 
sports cars and luxury cars. 

* * * 
gi oe te and luxury cars have 
definite, small markets in the 
U. S. They probably won’t grow 
much but they will always be there. 
In these areas, the appeal to have 
something different is strongest. 

The market for the small, econ- 
omy import is shrinking for a 
variety of reasons, not the least 
of which is the competition of the 
American compacts. Volkswagen 
continues to do well, bucking the 
trend. 


tinue in the market for the small 
import. If American producers ever 
offered a car directly competitive 
with Volkswagen and kindred cars, 
most of the experts feel that the 
shrinkage would become acute and 
would hurt VW, too. 

The auto makers’ market re- 
searchers were asked to estimate 
how many imports of all classes 
would be sold in this country in 
1961. All of those who replied said 
400,000 was a sound ‘estimate. 

*” * * 


HE researchers were also asked 

what they thought the market 
for imports would amount to in 
1965. Here, there was some dis- 
agreement. One company looks for 
no great decline from the 400,000- 
to-500,000 level. 

At the other extreme, one mar- 
ket research department sees im- 
ports selling 150,000 units in the 
American market in 1965, Other 
market researchers put sales of 
imports in 1965 somewhere be- 
tween these two extremes. 

Finally, the researchers were 
asked if there was a “normal” share 
of the American auto market that 
the imports might be expected to 
take once the current contraction 

has run its course. 

This was another area of dis- 


The shrinkage is likely to con-| agreement although all agreed in 


Deeper Retrenchment in 61 
Faced by Captive Makes 


By Maynard M. Gordon 
News Editor 

Fa S-Can producers are 

trying various remedies for the 
sales pains of their captive imports. 
As yet, however, there is general 
acknowledgment that the retrench- 
ment among the captives will get 
worse before it can get better. 

The nine captives suffered a 33.4 
percent sales dropoff in the United 
States during the first nine 
months of 1960. Registrations of 
92,167 imports by dealers of do- 
mestic lines compared with a rec- 
ord 138,398 in the January-Sep- 
tember period of last year. 

The captives’ share of the im- 


peat purchase, the dealers all but 
shove them our way by overselling 
a compact or undervaluing the 
trade.” 
* * * 
Co import compact, Borgward, 
is openly advertising for captive 
dealers who “are no longer getting 
the service the factory should give 
you.” 
Trade rumors to the contrary, no 
other captive has as yet joined 


| Lincoln-Mercury’s West German 


Taunus in a pullout from the Amer- 
ican market. All but Taunus have 
served notice they will continue 
availability in one form or another, 
and there are some who expect even 











predicting no growth of the import 
market above present levels. 
* * * 


— high estimate on what the 
normal market for imports 
might be was that it would “not 
be too far from 8 percent.” On the 
low side, one research office put 
the normal penetration at 2 to 3 
percent and another said 3% per- 
cent of the total market. 

The university professors seem- 
ed to feel that truly small cars 
from American factories would 
virtually run the small imports 
out of the country. As one put it, 
“When our boys get on the stick 
with small cars, we can whip 
them.” 

As a group, the professors see it 
this way: The market for foreign 
sports and luxury cars will remain 
about the same but the market for 
small imports will shrink a bit due 
to the influence of the American 
compacts. 

Any further change in the mar- 
ket for small imports depends upon 
the American manufacturers, If 
they introduce truly small cars, the 
American products would win the 
direct test and the market for im- 
ports would be further reduced. 

A Ed 


FFICIALS of the finance com- 

panies report that sales of im- 
ports are sliding downhill, They 
feel that the slide will continue for 
a while, but most decline to predict 
just what the future market for im- 
ports will be. 

An official of one finance com- 
pany said the imports are suffer- 
ing from far more than the com- 
petition of the American com- 
pacts. He said too many distrib- 
utors got into the business:as a 
“get rich quick” scheme and were 
interested only in making their 
$200 to $250 per unit. 

He said the producers of imports 
may be too late in their current 
moves to remove the distributors 
from the scene. He said the removal 
of the middleman’s profit to the 
distributor should result in lower 
prices on the new imports. This, 
however, will only serve to slash 
prices on used imports and knock 
a hole in the low-depreciation sell- 
ing point for imports. 

This finance-company official said 
the imports are getting a black eye 
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New-Car Imports by U. S., 1957-1960 











new domestic compacts, greater 
availability of VW cars and sur- 
prising delays in replacement 
parts deliveries. 


English Ford—Fourth place 
import, only Anglia two-door 
sedan is being imported as direct 
competitor of Volkswagen. Four- 


dropping their import sidelines. 
When one dealer drops an import, 
there is one less service outlet 
for that line. When service avail- 
ability drops, customer reaction to 
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er told Automotive News. “Their 
dealers got pushed off imports as 
soon as all the compacts arrived. 

“Even with owners wanting a re- 


Picture in Miami: Depression in 


By Trescot Goode 
Staff Correspondent 


IAMI.—Florida, the Land of 

Sunshine—where a 15-foot ele- 
vation is considered a hill, where 
roads are good and turnpikes are 
a-building, where sports-car racing | « 
is a year-around pastime—has been 
an especially fertile territory for 
imported automobiles. 

Ever since Frankie Watts ob- 
tained the distributorship for a 
whole flock of foreign makes and 
began selling and servicing im- 
Ports some 16 years ago through 
his Waco Motors Co., the pene- 
tration of foreign cars in Dade 
County (Miami) increased yearly 
until in 1959 one out of every five 
cars sold was an import, 


skids. Registration figures for the 
first 10 months of 1960 show a drop 
to 13 percent penetration for im- 


| ports. But even 13 percent tops the 


national average by several per- 
centage points, 
+ 


AT’S the cates of this sub- 
stantial loss in sales?” AUvuTo- 
MoTIVE News asked Watts. 

“The answer is simple,” he said. 
“The highly publicized advent of 
the new domestic compacts, plus a 
general decline in automobile buy- 
ing in Dade County this year hurt 
imports. 

“About three. years ago, a gen- 
uine demand for: smaller, more 
economical and -less costly cars 
developed in Miami, The so-called 
‘lower-priced three’ were no 


cially adaptable for small cars and 
the high gas mileage claimed for 
the imports put the clincher on 
Sales (Florida’s gas tax is 11 cents 
per gallon). In addition, most im- 
port cars were well engineered and 
gave satisfactory service. So we 
sold more than our share of the 
market here, 

“There will always be a good 
market for sports cars in Florida,” 
continued Watts. “Now that the 
newness of the compacts has worn 
off and natural curiosity abated, I 
firmly believe the general import 
market has levelled off and will 
continue penetration at between 
5 and 10 percent. Motorists seem 
to be disappointed at the over- 





Smmca—Sales drop of more than 
50 percent has precipitated forma- 
tion of department to franchise 

(Continued on Page 74, Col. 5) 


Paradise 


ports, plug the domestic franchised 
dealers who sell “captive” imports. 
For the first 10 months in 1959, 
Passenger-car imports sold 9,257 
units; same period 1960, 5,035. Im- 
ported trucks totalled 354 in 1959 
and 231 in 1960, The biggest 
losses were in English Ford, 
which fell from 3,888 to 1,648 and 
Renault, from 835 to 291, Volks- 
wagen held its own, actually 
gaining two, from 956 to 958. 
Tony Paigo (English Ford) ex- 
plains it this way: “Of course, the 
compacts hurt us. Then we didn’t 
have a change in model until sev- 
eral monthg too late, and you know 
its almost impossible to sell ’59s in 
’60, On top of it all an Bnglish 
Ford was in a bad accident and we 
suffered a lot of bad publicity. 








perils to the market for imports. 
Many imports were sold on the 
basis of snob appeal. Once a buyer 
has satisfied that urge to buy an 
import, he is likely to replace it 
with an American car unless he has 
been given some reason other than 
snob appeal to become a repeat cus- 
tomer. 

Finally, the American compacts 
have cut into the sales of the im- 
ports. In addition, talk of new 
American cars about the size of the 
Volkswagen have hurt sales of im- 


ports. 
*” * cs 


HIS finanee-company official 
said his remarks did not apply 
to all import dealers and distribu- 
tors. He said the Volkswagen chain 
of dealers who knew what they 
were doing in the import market 
and made it their sole business was 
one example of the exceptions. 
head of another finance 
company said his field men had 
reported that there is no evidence 
of a pickup in sales of imports 
at the present time. 
An official of still another finance 
aL said the imports will be 


This phenomenal increase in| longer lower priced. Many mod- $2,000 price = a 
Sales continued until] this year.| els of Chevrolet, Ford and Plym- “Things have levelled off now and “continuin ag not significant 
ERE are 15 dealers in Miami|we have a firm used-car market part” of the erican auto market 


When the domestic compacts hit 
the market, the imports hit the 


outh reached $3,000 and over. 


“The Florida terrain was espe- 


selling 42 different makes of im- 


(Continued on Page 55, Col. 1) 


in the years ahead, 





aii tie, 
As Young Dealer Sees It... 


Import Opportunities Remain 


in a friend. In 20 to 25 percent of 
our actual] sales, a friend already 
has brought the guy in. 

“It’s amazing how many shop- 
pers comment on the difference be- 
tween this treatment and what they 
get up the street at a domestic 
showroom.” 

Dwyer attempts to restrict his 
25-car inventory of new imports 


By Maynard M. Gordon 
News Editor 

DETROIT.—Even in the Motor 
City, there’s import-dealer gold 
among suburban two-car families 
and in the sporty set. 

At least, that has been the ex- 
perience of Joe Dwyer, a new Fiat- 
Triumph-Volvo dealer on Detroit’s 
northwestern city limits. Dwyer has 
been in business a mere 19 months 
and has failed to crack his nut 

his to 


only once. 

Dwyer broadened lines 
include Volvo in October, just as 
the ’61 compacts were hitting the 
market. He sold six Volvos in 
three weeks and is confident 
about the sales future of the im- 
port makes he handles. 

“The Volvo two-door sedan has 
tremendous word-of-mouth sup- 
port as a genuine compact,” he ex- 
plains. “I added Volvo to fill a gap 
between my top-selling Fiat 600 and 
Triumph TR-3. Each of these 
makes has a solid place in the 
American market, 

“The Fiat 600 is an ideal com- 
muter car or starting-out car for 
a young family or a college student. 
The ‘3’ is the hot sports car for the 
kid with money, but who still 
doesn’t want to pay Corvette prices. 
And I figure the Volvo to catch re- 
peat buyers and tradeups from the 
600, Volkswagen and American 
compacts.” 

Starting in business as an ex- 
clusive Fiat dealer, the 31-year-old 
Dwyer sold 20 or so a month his 
first year. He added Triumph last 
spring when the import slump cut 
his Fiat volume about a third. 

Dwyer is the first to admit that 
his volume is modest—by domes- 
tic-dealer standards, He was gen- 
eral manager of a Chrysler Corp. 
dealership and spent four years 
in the Chrysler field organizatio: 
before accepting the Fiat fran- 
chise at 24841 Grand River. 

“I would never go back to the 
business of selling American cars,” 
he declares flatly. “All it is is vol- 
ume, deal and $50 over. With good 
imports, I am making money and 
getting the satisfaction of knowing 
that a customer is satisfied with his 
product, too.” 

Surprisingly, in a used-car whole- 
sale center which has had its woes 
this ._past year, Dwyer is enjoying 
a respectable business on his all- 
import lot next door. There are 15 
to 20 imports on the lot at all times 
and turnover of “clean” imports 
has remained constant, he says. 
Dwyer wholesales or auctions all 
domestic tradeins, which account 
for 80 percent of his volume. 

“We’ve never had any trouble 

floor-plan or retail paper 
‘in’ Detroit,” he says. “Our record 
in a year and a half is only two 
repos, and any major bank or 
lending outfit is glad to take the 


paper. 
“Most import buyers come back 
three or four times before deciding 
on the car. Once the man or the 
family is sold this way, they are 
sold on the product and determined 
to avoid a repo no matter what. 
“As a result, we don’t push for 
a closing with a new prospect. “We 
let him drive a demo for a day or 
two—let him really get the feel of 
the car. We encourage him to bring 







































































Post Office Orders 
1,000 Dodge Trucks 


DETROIT.—A $2,354,315 contract 
for production of 1,000 Dodge 
trucks for the Post Office Depart- 
ment has been awarded to Chrysler 
Corp. The three-quarter-ton Dodge 
parcel delivery trucks will be equip- 
ped with forward control and 
Chrysler Corp.’s new slant-six en- 
gine. 

First pilot models of the new 
trucks will be turned out in the 
latter part of January. Chrysler 
Corp. will build the chassis at its 
Dodge truck plant near Detroit. 
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to better using as 

price-leader tradeups the Fiat 500 
and Volvo Special two-door 

sedan, He regards 25 units as a 

satisfactory inventory level for 

his trio of popular-price makes. 

Cramped for service space, Dwyer 
is blueprinting an expansion next 
spring. His four mechanics are 
constantly busy and parts short- 
ages are non-existent, since both 
the Triumph and Fiat distributors 
are located here. 

Dwyer faces his problems real- 
istically. These include general 
sales resistance in the Motor City 
(“you s.0.b’s are taking jobs away 
from Detroit”), as well as the spe- 
cific import snag of lack of auto- 
matic transmissions on the makes 
he sells, 

“If all the imports offered an au- 
tomatic transmission, the young 
folks who don’t know how to drive 
stickshift would be back in our 
market,” he says. “That’s probably 
my biggest obstacle in a suburban 
location. 

“Most of my import customers 
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are too sophisticated to fall for 
the take-jobs-away argument. 
Still, we do very well among con- 
struction workers not directly 
connected with the auto indus- 
try.” 

No sports-car fanatic, Dwyer sells 
TR-3s “in season” and is only mild- 
ly enchanted with the forthcoming 
Volvo P-1800 coupe. 

“At $4,000 the P-1800 will be 
above the family-car field I’m try- 
ing to cultivate,” he says. “But it 
should pull a lot of lookers when- 
ever we get one.” 

Dwyer calls the newer Triumph 
Herald a disappointment, in con- 
trast to the success of the TR-3 
and Fiat’s roadster. He blames the 
American compacts and overpric- 
ing for low Herald sales, but has 
sold a dozen anyway. 

Dwyer expects the Top Ten 
among import sellers, minus all 
lower-priced captives except 
Ford’s Anglia, to survive in the 


Hembrough Buys Buick Deal 


ROCKFORD, Ill. — Bill Hem- 
brough, Chillicothe Pontiac dealer, 
has purchased Rock River Motors 
(Buick) from Tom White and Dar- 
rel] Shanahan, 


United States market. That ac- 
counts for his choice of makes 
and his refusal to accept offers 
of franchises from non-Top Ten 
imports, 

“Some friends of mine in the 
trade think three makes is too 
many for my shop,” he says. “But 
I look at the import market this 
way: There are two million import- 
ed cars in this country, most of 
which were sold in the first place 
to a guy or a gal who wanted an 
economy car with minimum cash 
outlay. 

“As an import owner rises in 
status and means, he will need at 
least two cars. If his experience 
with his Fiat 600 or VW has been 
pleasing, he’ll want a larger import 
to go with his wife’s domestic sta- 
tion wagon or sedan. 

“A VW owner will go for an- 
other VW or maybe, if he has 
three kids and Granny living 
with him now, a Volvo. A Fiat 
600 owner will go for an 1100 or 
1200. And there'll always be re- 
peaters, trading from a ’59 TR-3 
to a 62 TR-3. 

“No, I am not one of the fast- 
buck dealers who are getting whip- 
ped with captive imports or flaky 
makes. I’m here for keeps and see 
every reason to be optimistic.” 
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LOS ANGELES. — The most im- 
portant factor contributing to sta- 
bility of Los Angeles’ imported mar- 
ket is calm realization by banks, 
finance companies and multiple out- 
let dealers that import cars have 
been an excellent source of revenue, 
and are likely to remain profitable 
business for some years to come. 

Remaining months of 1960 find 
most imported car dealers fully 
aware of their problems. They are 
eager for answers that will erable 
them to improve their business. 


At a recent breakfast meeting, 
a leading Los Angeles auto 
finance authority said, “We’re so 
happy with our past experience 
in the import field we're looking 

forward to more of it in the 
Dealers Tour Saab Plant— future.” Other finance groups at 
the meeting voiced complete 
agreement with his statement. 





Tore Nillson, right, plant manager, Svenska Aeroplan A. B., explains a Saab part 
as he takes a group of visitors on a tour of the Saab plant in Gothenberg, Sweden. 
From left are John Eubanks, Winders Chevrolet, Columbus, O.; Robert J. Sinclair, Coupled to expressions of con- 
regional sales manager, Saab Motors, Inc., New York; Knut G. Bartels, export depart-| fidence in the import car business 
ment representative, Svenska Aeroplan A. B., and Ralph T. Millet, Saab Motors presi-| by financial institutions, there has 
dent. Approximately 60 Saab dealers and Saab Motors personnel visited Sweden and| been an unprecedented number of 
the various Saab installations. importer and factory officers flow- 








Hopeful Sign for L. A. Dealers... 


Lenders Sold on Import Market 


ing through the Los Angeles area.| partments or beginning to pay more 
Most have worried looks as they| attention to old customers. 

survey the nation’s greatest import-| Others have begun inexpensive 
car market. But the procedure is| advertising programs designed to 
different than ever before. encourage business from their im- 

No longer do they hide in hotels| mediate trading areas, instead of 
with local distributor officials. Im-| trying to “price” deals into their 
porters are now leading dealer| showrooms from all over California. 
meetings, talking privately with in-| Expenses have been cut. Most im- 
dividuals and needling their adver-| portantly, dealers seem to be spend- 
tising agencies to prepare dealer-|ing more time tending to business 
level programs to move the glut of| and less time being gone. 
stockpiled cars. . Business trends in the Los An- 

To fill open points, or abandon- | geles Metropolitan area are rather 
ed points, they have occasionally | definite. During the first three 
signed re-purchase agreements to | months of 1960, import car sales 
guarantee adequate flooring for | began to gradually slow for all 
a new dealer. Local dealers are | makes, except Volkswagen. Dur- 
sent prospect cards of people | ing April, May and June the bot- 
writing the importer for product | tom dropped. Most major makes 
information. For some import | suffered severe losses in unit vol- 
lines, newspaper advertising has | ume. 
been stepped up to levels seldom July and August were a little 
seen in the local area. better for everyone, as promotional 

Fortunately imported car dealers| advertising began to take effect. At 
in the Los Angeles area began look-| new-car announcement time (Sep- 
ing to themselves some .nonths ago| tember and October) imports again 
for solutions to current problems. | dropped, except for Volkswagen 
Many are revitalizing service de-| which gained with its “new” model. 

The blast of Detroit advertising 
singed many an importer’s ad 
budget. Those import concerns 
which attempted to buck new-car 
introduction space found it wasted 
money and effort. In many cases, 
cost per car sold exceeded economic 
limits of small volume budgets. 

Shoppers, who were only mildly 
enthused about “imported” cars, 
found it difficult to appreciate why 
they should pay as much for an 
import as for a larger American 
compact. Under-financed dealers, 
feeling the first hint of poor sales, 
began to price themselves out of 
business. 

As a result, many import owners 
soon found themselves without a 
source of service or parts. Which, 
though temporarily a setback to the 
imported car business, may be a 
blessing in disguise. 

There is no question but what 
California does not need the same 
number of dealers in 1960, to sell 
an average of 6,500 imported cars 
a month, as were needed in 1959 
when California was absorbing 
9,500 imports a month. 

Little doubt exists in minds of 
both Detroit-based and import deal- 
ers interviewed by Automotive News 
but what the import car is here 
to stay. As- one industry observer 
puts it: 

“The next few months could be 
even rougher as ‘going out of busi- 
ness’ sales unload importer stocks 
of cars that should never have come 
to the United States in the first 
place. No matter at what price 
these units are sold, they take one 
buyer out of the market for at least 
a year. 

“Once these surplus units are 
gone, many a border-line dealer will 
be gone with them. Remaining im- 
ported-car dealers will then be in 
a better position to weather early- 
year doldrums, until 1961's summer 
arrives. 

“By that time Europe’s car mak- 
ers will have a few new models to 
spark the market, prices may be 
lower on continued models, and the 
public should have regained much 
of the confidence lost through poor 
after-sales service, lack of parts 
and product shifts from dealer to 
dealer.” 
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MISSILE 
LAUNCHER 
MADE 
MOBILE-LIGHT, 
TAKEOFF-TOUGH 
WITH 


HIGH-STRENGTH STEEL 


A battlefield might be anywhere. Wherever it is, there 
may be a need for the new 10,000-pound, 36-foot 
Sperry-Rand U.S. Army Sergeant missile. That’s 
why the launching station on which the missile is as- 
sembled, aimed and fired must be light enough to be 
transported by land, sea or air. Yet it also has to be 
rugged and strong enough to assure the launcher’s 
availability for subsequent firing. 


N-A-XTRA steels meet all the conditions of light weight, 
high strength and impact resistance. Pound for pound, 
they’re nearly three times stronger than mild carbon 
steel. They are used, not only in this mobile missile 
launcher, but in many other defense products and in 
commercial equipment such as earth-moving vehicles, 
heavy machinery and pressure vessels. 


Fabrication qualities are an N-A-XTRA bonus. Even at 
extreme subnormal temperatures, they remain tough 
and readily weldable. Conventional methods—cold 
forming, gas cutting, shearing and machining—give 
superior results, too. For further information, write 
Product Development Department, Great Lakes Steel 
Corporation, Detroit 29, Michigan. 





alia 
NAXIRA 


A PRODUCT OF 


GREAT LAKES STEEL 


Detroit 29, Michigan 





Quenched and tempered N-A-XTRA, the best low carbon extra- 
strength alloy steels you can buy, are available in four levels 
of minimum yield strength, from 80,000 to 110,000 psi. They 
are tough at normal and subnormal temperatures and can be 
readily and reliably welded. Sizes range from 4%" to 1” thick, 
up to 72” wide and up to 35’ long. 


Look for the STEELMARK 
on the products you buy; place 
it on the products you sell. 


a as of NATIONAL STEEL CORPORATION 
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Bosquet Sees Closer Contact with Dealers. . . 
How New Renault Setup Works 


EW YORK.—The year 1960 has 

been one in which Renault re- 
vamped its sales and administra- 
tive setup and embarked upon a 
successful sales campaign in the 
New England states which will be 
the model for the remainder of the 
country in 1961, 

According to Maurice Bosquet, 
president of Renault, Inc., the 
revamping, which consisted of re- 
placing the former regional office 
setup with four divisions, the 
West Coast, the Midwest, the 
East Coast and New England, is 
complete. 

This, he believes, will result in 
closer liaison between Renault and 
its distributors, and allow for closer 
contact at all times with Renault 
dealers. 

“To be successful in 1961, we 
must have cooperation between our- 
selves and our distributors,” Bos- 
quet stated, “between the distribu- 
tors and the dealers and between 
the dealers and their customers. 


PRE-ENGINEERED 


Cooperation is the key word of our 
entire approach.” 

“Cooperation” is what the reshuf- 
fling of the entire organization is 
intended to build. 

ok * + 
“P)URING the first nine months 
of 1960,” Bosquet said, “sales 
in our Boston area have increased 
to 7,500 from only 5,000 during the 
same period of 1959.” 

This, he said, was brought about 
by a number of things. 

“We have had a group of 
young, energetic, enthusiastic 
men running our Boston office,” 
he said. “In addition, we have 
cooperated with the dealers in 
every way possible. 

“This didn’t mean that we only 
went into the dealer’s showroom 
and asked him how many cars he 
was going to take that month, No. 
We discussed their problems with 
them thoroughly, giving solutions 
where we knew the answers and 





NEED 


WIRE ? 
WIRE 


PACKARD 
ELECTRIC! 


-~A SINGLE SOURCE FOR SPECIAL 
AND REGULAR CABLE AND WIRE 


Just give us the specifications. We will work with your 


digging for answers where they 
were not immediately apparent. 

“We have given them advice on 
how to approach the customer, the 
way to make special demonstration 
rides effective. We have even given 
them advice on how to find pros- 
pects.” 

co * + 


| ences experience gained in the 
Boston experiment, Renault has 
developed a program which will 
offer its dealers great help in all of 
the areas of concern in today’s 
market, he said. 

There will be programs in sales 
promotion, advertising, merchan- 
dising, techniques of selling, serv- 
icing and business management. 

A fully rounded program has 
been developed, according to Bos- 
quet, to enable the dealer to make 
increased sales during 1961, 

A number of other things were 
developed in Boston which will be 
applied across the country as the 
situation permits, he said. The 
overall advertising campaign of Re- 
nault will be worked out to be more 





closely linked with both the dis- 
tributors and the dealers. 

“We will work out cooperative 
advertising with the dealer adver- 


tising committee so that we get) 


better uniformity into our cam- 
paign in order that each part adds 
to the overall picture,” Bosquet 
said. 
ck * ok 

PEAKING of the success of the 

Boston effort, Bosquet cautioned 
that the policies which worked so 
successfully there would be imple- 
mented across the country only as 


the different parts of it are adapt- 


able to each distinct area. 

Bosquet noted that plans have 
been laid for improving service 
across the country as well, and 
added that recently a nationwide 
price reduction on all Renault 
parts had gone into effect. 

In addition, an IBM setup is 
being installed at Renault which 
will keep headquarters fully in- 
formed on the parts situation 
throughout the country. 

“This means,” he stated, “that we 
will know at all times what we 
have in stock, what our dealers 
have, what the distributors have 
and where any specific part is at 
any moment. We believe that this 
is the greatest step forward we 











Dealer Taking Orders 


For Volvo’s Coupe 


NEW YORK.—Orders for Vol- 
vo’s new P-1800 sports coupe are 
now being accepted by a Long 
Island dealer. 

Prices quoted are $3,150 for 
overseas delivery and $3,795 “plus 
local transportation” for delivery 
in the United States. The dealer 
quotes March-April delivery dates 
overseas and “spring” delivery 
here. 





have ever taken in the matter of 
improving our service.” 

“Of course,” he continued, “I be- 
lieve that our travelling mobile 
service units are the very best kind 
of orientation we could offer our 
dealers. Our men are on the road, 
17 units at all times, visiting deal- 
ers in all kinds of towns and cities, 
bringing the very latest informa- 
tion with them on how to service 
Renaults. When a serviceman has 
a particular problem, he can show 
it to our travelling units and get 
specific, immediate help with that 
problem.” 


Bosquet added that more service 
schools will be established. 
* + * 


ASERTING that the Renault 
dealer must make money, Bos- 
quet said that he did not contem- 
plate much of a change in the pres- 
ent dealer body. 


“We have just under 800 dealers 
now,” he said, “and I do not ex- 
pect much change in 1961. 

“It is necessary for us to have 
enough dealers, but the ones we 
have must make money,” he said. 

Bosquet categorically denied that 
Renault had ever been forced to 
divert shipments of vehicles back 
to France. Bosquet said that the 
only cars ever shipped back to 
France were those damaged by the 
tropical storm Donna, 

“At no time did we ever ship any 
cars back to France because of the 
sales situation here,” he said. “We, 
however, did not feel that we could 
justify the sale of storm-damaged 
vehicles here, and we did ship them 
back to France.” 

* * * 

E ADDED that Renault now 

has the proper stock of ve- 
hicles on hand for the job to be 
accomplished: “We have just about 
the proper cruising speed now, and 
that is what we want to main- 
tain.” 


Bosquet also noted that Renault 
dealers have a complete line to 
sell, everything from sports cars 
to small trucks. Volume for small 
trucks, he said, should be in the 
neighborhood of half a million in 
total during the coming years. 
This explains, he feels, the recent 
entry of the U. S. manufacturers 
into this field. 

In the face of the recent acquisi- 
tion by Renault of several of its dis- 
tributors across the country, Bos- 
quet stated that there was no 
intention on the part of Renault to 
take over any more distributors. 

“We are pleased with our present 
representative setup, and do not 
anticipate any change in the near 
future,” he said. 

—Ep Brown 


Chrysler Names Nine 


To Handle Simca 


DETROIT.—The following nine 
dealers have been appointed by 
Chrysler Corp. to sell and service 
Simca cars: 

Seleman’s, Inc,, 223 Broad S&t., 
Forestville, Conn.; Al Filippone, 
441 E. Baltimore Ave., Clifton 
Heights, Pa.; Sam Knox Motors, 
16763 Merrill Ave., Fontana, Calif.; 
Conaway Motors, Inc., On the Cir- 
cle, Georgetown, Del.; Larry Reed, 
Inc., 5208 Centinela, Los Angeles; 
Brown Motor Sales of Brunswick, 
Inc., 2417 Norwich St., Brunswick, 
Ga.; Pat Sadler Motor Car Co., 
1812 25th Ave., Gulfport, Miss.; An- 









designers to develop and produce pre-engineered wire, 
such as power cords, to your exact needs. Or, if you want 
regular cable or wire, you can choose from our broad 
line of electronic, aircraft, appliance, marine and auto- 
motive cable. And we are one of the largest producers 
of magnet wire. 


derson Motors, 319 W. Second, Casa 
Grande, Ariz., and Burnette-Brook- 
er, Inc., 412 S. Hamilton, Dalton, 
Ga, 


O’Keefe Sells Chevy Deal 

DOWNERS GROVE, Ill.—Frank 
Belovsky has purchased the Chev- 
rolet dealership formerly operated 
by Phil O’Keefe, Belovsky, who for- 
merly was with Henneberry Chev- 
rolet in LaGrange, has renamed the 
firm G-K Chevrolet. 


CROSS SECTION OF A PACKARD ELECTRIC POWER CORD 





Electric 


“Live Wire” division of General Motors 


Packard 


Packard’s integrated production, from raw materials to Warren. Ohio 
finished products, assures on-time delivery, dependable 
cost- and quality-controls. Remember, whenever you need 


wire .. . wire Packard Electric, Warren, Ohio. 
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That’s Longtime Dealer’s View .. . 


Solid Market Seen 
For VW, Roadsters 








ALFA ROMEO GIULIETTA SPRINT—Speciale—Five-speed, syn- 
chronized transmission . . . double overhead camshaft. . . super- 
luxury sporting coupe .. . 89-inch wheelbase . . 
power from 1,290 cc... . $5,555. 





ARABELLA (LLOYD}—Front-wheel drive . . . independent sus- 
pension . . . water-cooled engine . . . four-speed transmission 
. tubular backbone frame . . . 86.6-inch wheelbase .. . 


44 horsepower . . . $1,698. 





AUSTIN A-55+Body designed by Farina.. . . four-speed 


transmission . . . unitized construction with fully stressed skin 


. . - 99.25-inch wheelbase 


. . . 55 horsepower . . . $2,198. 





AUSTIN-HEALEY 3000—Disc brakes in front .. . steel and 
aluminum construction combined in body . . . four-speed trans- 
mission . . . 124 horsepower from 177.7 cubic inches . . . wire 
knock-on wheels optional . . . 92-inch wheelbase . . . $3,051. 





two-cycle, three-cyl- 
. “comfort planned" 
. « $2,526. 


AUTO UNION—Front-wheel drive . . . 
inder engine . . . torsion-bar suspension . . 
interior . . . 92-inch wheelbase . . . 50 horsepower . 





BMW 700 SEDAN—Two-cylinder, air-cooled aluminum engine, 
mounted in rear... four-speed, fully synchronized transmission 
. independent suspension, front and rear . . . 83.5-inch wheel- 


base . . . 35 horsepower . . . coupe also available. . . $1,648. 





six-cylinder engine 
. four-speed transmission; automatic 
optional . . . 105-inch wheelbase . . . 100 horsepower. 


BORGWARD BIG SIX—Air suspension... 
. swing axles in rear. . 


. 100 horse- 








By John E. Walsh 
Staff Writer 

FERNDALE, Mich.—Lawrence C. 
Falvey, an imported-car dealer and 
distributor in the Detroit area since 
1947, feels he has the perfect solu- 
tion to the dwindling import market 
—Volkswagen and sports cars. 


He sees no letup in the demand 


for the VW and he’s confident there 


always will be a big following in 
the United States for the foreign- 
built sports car. 

Falvey says he has given up on 
the sedan-type vehicles in the 
$1,900-$3,000 range “because of 
their loss of appeal and prestige.” 

He admits that the domestic com- 
pacts have been a big factor in the 
decline of the popularity of these 
cars, but he contends that some im- 
porters must bear a greater share 
of the blame. 

It is Falvey’s opinion that an im- 
ported-car dealer can survive today 
only if he has a well-rounded organ- 
ization—sales, parts and service. 

In the rush to move their prod- 
ucts, he says, some importers and 
their distributors signed dealers and 
almost completely ignored parts 
and service. 


Most American-car dealers, 
used-car dealers and garages 
were eager to take on an import 
when they were hot, but few of 
them were equipped or had any 
serious intention of providing 
parts and service, he told Auto- 
motive News. 


Then, he continued, the inevitable 
happened. When a buyer needed 
service or parts and found them 
hard or impossible to obtain, dis- 
Satisfaction with that particular 
make resulted. 

Such experiences were chiefly re- 
sponsible for the collapse of some 
imported cars in the U. S., Falvey 
said. 

“These practices have hurt the 
prestige of the imported car,” he 
explained. “Not just the make han- 
dled by the offending dealers, but 
all foreign-built cars in general,” 

He added that he is planning to 
open a service center to accommo- 
date buyers of makes “orphaned” 


by the collapse of their handlers. 


International Show 


Slated April 1-9 


Makers of 9 Nations 
Join Fifth Display 


NEW YORK.—The fifth annual 
International Automobile Show will 
be staged April 1-9 at the Coliseum 
here. 

Leading manufacturers of nine 
auto-producing nations will un- 
veil the largest collection of new 
models ever presented in the 
United States, said Charles Sni- 
tow, president of the exposition. 
Making their American debut at 

the traditional Easter-weekend 
opening, will be the NSU Wankel 
engine, the Citroen convertible and 
the Peugeot 404. 

The show will include new styl- 
ing, engineering and craftsmanship 
developments of makers from 
Czechoslovakia, England, France, 
Germany, Israel, Italy, Japan, 
Sweden and the U. 8. 

Displays will utilize all three 
floors of the Coliseum, covering 
more than 218,000 square feet. 
Included will be accessories and 
motorcycles. 

The 1960 show presented 311 mod- 
els displayed by 81 manufacturers. 
It attracted a record attendance of 
287,000 persons, an increase of 13.4 
percent over the previous show, 
Snitow said. Sales topped $40 mil- 
lion, he added. 

Snitow predicted that the ’61 
show would establish new records 
in all these categories. 





Rollings (Citroen) 
BALTIMORE. — Rollings. Motors, 
Inc., here has been appointed a 
dealer for Citroen. Showrooms are 
at 1101 Rolling Rd. 


“It should help restore the im- 
ported car’s prestige, and also 
bring some new-car business our 
way,” he said. 

Falvey acquired his Volkswagen 


franchise in 1952 and formed Falvey 


Autos, Inc., in 1954 to handle Ger- 
man lines only—VW, Porsche and 
Mercedes-Benz. He no longer han- 
dles Mercedes or DKW. 


He was highly complimentary of 


the VW operation, 

“The company has better organ- 
ization than some American manu- 
facturers,” he said. “They realize 
a dealer can’t do a good job unless 
he offers parts and service. 

“Then, too, there’s not enough 
profit in just selling these cars; 
you’ve got to have parts and serv- 
ice to make it worth while,” he con- 
tinued. 

Falvey said he expects to sell 
about 500 VWs this year, his 
highest 12-month total to date. 
He added that he has placed an 
order for 698 units for next year, 
but still has not received con- 
firmation. 

“But we'll sell all we get, and 
we should get more in 1961 than 
we got this year,” he said. 

Down the street from Falvey 
Autos, Inc., also in suburban Fern- 
dale, is Falvey Motor Sales Co., 
retail and wholesale outlet for. the 
British Motor Corp. line, and re- 
tailer of Rolls Royce, Bentley, Jag- 
uar, Lancia and Alfa-Romeo. 

Falvey distributes the BMC line 
to 15 dealers in Michigan, and “all 
of them offer service and parts; 
that’s one thing we make sure of 
before we sign them,” he said. 
“There have been some changes 
in management, but none of our 
dealerships have gone broke in the 
13 years we have served as a dis- 
tributor,” Falvey said. 

Price discounting is out with Fal- 
vey. 

“If we can’t get our price for 
a car, we're better off not han- 
dling it at all,” he explained. 

“We take the position that we're 
selling better cars, with better 
workmanship, finer instruments and 
finishes: And we sell service, the 
secret of success in this business.” 

Both VW service and parts are 
money makers, but with sports cars 
only the parts sales are profitable, 
Falvey said. 

“Sports-car owners are sticklers 
for service, but we don’t net much 
from them,” he said. Tuneups ac- 
count for most of the work, he 
added. 

The Volkswagen shop is open 
two nights a week to accommo- 
date the growing number of com- 
mercial-vehicle owners, he said. 

One of the chief problems of a 
VW operation is maintaining an ag- 
gressive sales force, Falvey said. 
“With Volkswagen, you don’t 
have to pressure the people to buy,” 
he explained. “Still, I don’t think 
we accommodate customers as we 
should.” 

He said he has established a com- 
plete followup system, similar to 
those used by domestic-car dealers. 
Salesmen keep in contact with the 
owner to make sure that he’s happy 

with the product and is coming in 
periodically for service. 

“This practice should put us in 
a good position for the time when 
we may have to go out and push 
for customers,” Falvey said. 

He expects the import market to 
level off at about 300,000 units a 
year in the U. S. 

Falvey, who is an electrical and 
mechanical engineer, has been in 
the auto business since 1925: Before 
coming to the U. S. in 1938, he was 
a Graham-Paige distributor in 
Budapest, Hungary. 

The company brought him to 
Detroit in 1938 to study American 
distribution methods, and he had 
intended to return to Hungary to 
put them into practice. When 
World War II broke out, he de- 
cided to remain in the U. S., he 
said. 

He opened a garage in Pontiac 
after Graham-Paige went out of 
business. He also operated garages 
in nearby Birmingham and the 
Bloomfield Hills area before becom- 
ing a BMC dealer and distributor 
in 1947. 





CITROEN DS-19—Air-oil suspension . . . disc brakes ... 
reclining foam-rubber seats . . . front-wheel drive . . . 123-inch 
wheelbase . . . 75 horsepower . . . all-around foam-rubber pad- 
ding . . . single-spoke steering wheel . . . $3,245. 





DAF—Automatic transmission, based on V-belts and variable- 
diameter pulleys, standard . . . independent suspension on all 
wheels . . . no greasing points . . . $1,395. 





DAIMLER SP-250—V-8 engine . 
. . » disc brakes . . . windup side windows . . . 
automatic transmission optional . . . $3,995. 


- » four-speed transmission 
overdrive or 





DATSUN BLUEBIRD—Full foam seats . . 
mission . . . independent front suspension . 
. . « 1,916 pounds .. . 89.8-inch wheelbase . 


. three-speed trans- 
. » overhead valves 
. « $1,616, 





DKW 750—Inboard brakes on front wheels . . . front-wheel 
drive . . . torsion-bar suspension on all four wheels . . . two- 
cycle, three-cylinder engine . . . 34 horsepower . . . $1,665. 





ENGLISH FORD ANGLIA—Reverse-angle backlight . . . four- 
speed transmission .. . oversquare engine .. . 90.5-inch wheel- 
base . . . 153.5 inches long . . . 41 horsepower . . . $1,608. 





FACEL VEGA FACELLIA—Four-speed Pont-a-Mousson transmis- 
sion . . . four-cylinder engine with five main bearings .. . 
115 horsepower . . . $4,470. 
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FIAT 1500 SPYDER—Four-speed transmission . . . integral 
construction . . . elegant interior . . . 92.1-inch wheelbase . . . 


90 horsepower . . . $3,298. 





HANSA (GOLIATH}—Front-wheel drive . . . four-speed trans- 
mission packaged as a unit with pancake, water-cooled engine 
. . . 89.3-inch wheelbase . . . 63 horsepower . . . $1,797. 





HILLMAN MINX—Automatic transmission optional . . . gear- 
shift on standard transmission mounted on floor or steering 
column . . . wraparound backlight . . . 96-inch wheelbase . 
57 horsepower . . . $1,875. 





HUMBER SUPER SNIPE—First import to use four headlamps 


. wraparound grille . . . disc brakes . . . automatic trans- 
mission and heater standard equipment . . . leather upholstery 
with foam rubber .. . 110-inch wheelbase . . . 129 horsepower 


«++ $3,995. 





JAGUAR 3.8 SEDAN—Uses XK engine with dual overhead 
camshafts and dual carburetors . . . tachometer standard equip- 
ment . . . separate heat ducts to rear compartment .. . four- 
wheel disc brakes . . . automatic transmission optional . 
107.4-inch wheelbase . . . 225 horsepower . . . $4,915. 





LANCIA FLAMINIA COUPE—Body styled by Pinin Farina . 
individually adjustable front seats . . . disc brakes on all four 
wheels, power optional . . . 108.8-inch wheelbase . . . 131 
horsepower . . . $6,355. 


> — +4 « oo = = 


MG-A 1600—Disc brakes on front wheels . 
bucket seats with leather upholstery . . . four-speed transmission 


. adjustable 


... 94-inch wheelbase . . . 80 horsepower . . . $2,444. 





With Ads, Regional Meetings ase 
Rootes to Increase 


Support of Dealers 


EW YORK.—“Dealer support on 

our part in the forthcoming 
year will emanate from two 
sources,” according to John Panks, 
managing director of Rootes Mo- 
tors, Inc, 

“With the appointment of our 
new advertising agency,” he con- 
tinued, “we are completely re- 
versing our policy which has 
placed equal emphasis on nation- 
al magazine and newspaper ad- 
vertising in the past, to one of 
almost exclusive newspaper ad- 
vertising. 

“This effort will be supplemented 
by radio at the local level,” he 
added. 


Panks explained that in his opin- 
ion the product image over the pre- 
vious years had been well establish- 
ed by Rootes in its advertising 
efforts, and that the change in 
policy indicates a feeling on the 
part of Rootes that “it is now nec- 
essary to get the point of sale over 
to the public in a more definite 
manner, rather than creating an 
image of the product.” 

Dealers need this kind of sup- 
port at the local level, according 
to Panks, so that his trading area 
begins to identify the dealer with 
his location more closely. 

+ o * 


N ADDITION to the shift in em- 
phasis on dealer advertising, 
Panks stated: “We will also hold 
regional dealer meetings through- 





Import Dealers 
Watch and Wait 
In Chicago Area 


By David J. Atchison 
Staff Correspondent 

CHICAGO.—If Chicago dealers 
handling the 1961 domestic com- 
pacts are complaining over public 
apathy (and they are), dealers han- 
dling one or more imported lines 
seem to be playing a “watching and 
waiting” game. Business outlook 
seems to be to watch and wait for 
the customers who “don’t like” the 
’61 compacts. 

Martin J. Kelly, Inc., major 
Chrysler-Plymouth dealer near 
the Loop, reported business is 
“not as brisk as a year ago.” Wil- 
liam Kelly, general sales man- 
ager, feels that the quality of 
their import line, Borgward- 
Skoda, warrants the dealership’s 
keeping the franchise. They are 
moving slowly, he said, and Val- 

iant is ahead in sales only 
slightly. 

George Burke, general sales man- 
ager, Austin Division, S. H. Arnolt, 
Inc., distributor for five Midwest 
states, and a retailer in Chicago, 
said: 

“We are probably around 6 per- 
cent behind, at the moment, com- 
pared to the same time in Novem- 
ber, 1959. Oddly, enough, the high- 
priced sports car, Austin-Healey, is 
selling the best. We can hardly fill 
the demand. We're short of Sprites, 
too. Morris is down, and we feel 
that American compacts are cutting 
into these sedan sales. 

“Dealers who carry one or more 
of our lines say that customers 
don’t like the newest American 
compacts in all cases,” said Burke. 
He feels that when the “furor and 
commotion” over the domestic mod- 
els is done, “people will see the real 
value in a good imported car.” 

Already there are signs that the 
buyer is turning toward economy 
models after looking at the new 
compacts, “for sales of small im- 
ports are increasing, slowly, but 
steadily,” Burke said. However, 
total sales still remain behind a 
year ago. 

How about used imports on the 
lots? Dead on their wheels, said 
Burke, but he noted that the en- 
tire used-car market is in the dol- 
drums. Import dealers agreed 
there is going te have to be a 
“price adjustment” on used im- 
ports, 

Even Volkswagen’s competitors 
admit that it is the most solid in 
this area, There is still a seven- 
eight-week wait on a straight list. 





out the country at regular inter- 
vals. 


“In the past we have conducted 
dealer meetings on the East and 
West Coasts, but during 1961 we 
will expand our coverage by 
bringing the meetings to about 
eight different localities, This is 
done in order to make the meet- 
ings of more immediate import- 
ance to the dealer and to cut 
down on his travel time.” 


Panks emphasized that these 
meetings would cost Rootes a good 
deal of money, but that the com- 
pany understands the value of them 
in promoting better relations with 
the dealers and, in turn, better sales 
at the local level. 

He explained that these dealer 
meetings will cover every phase of 
the dealer operation, from sales 
clinics to service clinics, which in 
turn will stress service and parts 
policy as set up by the company. 

“All of our policies will be re- 
viewed with the dealers in an ef- 
fort to make them more under- 
standable, thus more workable at 
the retail level.” 


All phases of dealer retail sales 
problems will be treated, he ex- 
plained, from prospecting to clos- 
ing deals and from merchandising 
to advertising at the local level. 

* a * 

PEAKING of 1960, Panks said: 

“We expected the changing 
market during 1960, but we never 
foresaw the magnitude of the 
change.” 

He continued: “Many of the 
conditions we are now faced 
with are the result of panic 
which has set in with some of the 
importers, and which has led to 
a degree of confusion on the part 
of the public.” 

Distress sales, in particular, of 
imported merchandise came in for 
censure from Panks. 

Today, Panks said, the Rootes 
dealer organization is made of im- 
ported-car dealers, almost exclu- 
sively. 

“These fellows have come up the 
hard way in the past five or six 
years, and they are here to stay,” 
he said. “It is really tough for 
many of them in today’s market, 
but as soon as some of these fringe 
franchises have decided this is not 
the market for them, the market 
will settle down and return to bet- 
ter business.” 

* ok * 

ANKS believes that the market 

has already hit its lowest ebb 


and that, in general, the import 
business is on the way out of its 
readjustment, 


“In my travels around the West 
Coast recently, visiting the vari- 
ous shows, it was obvious to me 
that there is renewed interest on 
the part of the public in our 
products, I am confident that 
once we are over the Christmas 
and New Year period that the 
public will start buying again 
and our dealers will notice the 
increase in floor traffic. To this 
end we are directing our adver- 
tising right now. 

“We do feel that the compacts 
from Detroit have had an effect on 

the sedan side of the market, but 
in view of the fact that they are 
getting bigger and more powerful, 
there will definitely be a place for 
a car the size of the Hillman in 
this market. 

“We will also place more em- 
phasis on our Sunbeam Alpine in 
1961, which will increase our total 
registrations,” he explained. 

During 1960, Rootes was hamper- 
ed to some degree in its Alpine 
sales effort because of an engine 
bottleneck at the factory. This has 
been eliminated for several months 
now, and Panks expects a far more 
“liberal supply” to be on hand. 

—Ep Brown 


Knaus Motor Expanding 

LAKE FOREST, Ill. — Knaus 
Motor Sales is putting up a new 
building to handle sales and service 
of Mercedes-Benz, DKW and Volvo 
cars, according to Karl Knaus, 
president. It will be next to the 
present building, he said, 











MERCEDES-BENZ 300Sl—<Available as roadster, coupe or 
combination coupe-roadster . . . fuel injection, six-cylinder 
engine developing 240 horsepower from 179.9 cubic inches 
. . + maximum speed rated at 135 miles per hour. . . 94.5- 
inch wheelbase . . . swing axle in rear . . . $10,950. 





METROPOLITAN 1500—Available also as hardtop .. . out- 
side trunk lid . . . new seat-adjustment mechanism . . . side 
window vents . . . unitized body . . . 85-inch wheelbase . . . 
55 horsepower . . . $1,697. 





MORRIS 850—Front-wheel drive . . . transverse-mounted, four- 
cylinder engine in front... four-speed transmission .. . unitized 
body . . . independent rubber-cone suspension on all four 
wheels . . . 80-inch wheelbase . . . 37 horsepower . . . with 
changed grille and nameplate, car becomes Austin 850... 
$1,295. 





NSU SPORT PRINZ—Swing axle in rear . . . four-speed 
transmission . . . unitized construction . . . two-cylinder over- 
head-valve engine mounted vertically in rear . . . independent 


suspension on all four wheels . . . 78.8-inch wheelbase .. . 


36 horsepower . . . $1,998. 





PANHARD—Unitized body .. . front-wheel drive . . . two- 
cylinder, opposed aluminum engine packaged with four-speed 
transmission and differential . . . trailing rear axle suspended 
by torsion bars . . . 101-inch wheelbase . . . 50 horsepower 
oes SUT9S. 





PEUGEOT 403—Sunroof standard . . . four-speed transmission 


. carpeted floor . 
padded dash and visors . . 
power... $2,250. 


. + reclining seats . . . electric wipers . . . 
. 105-inch wheelbase . . . 65 horse- 





pe 
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Top Imports Dig In 
To Hold U.S. Market 


(Continued from Page 16) 











PORSCHE ROADSTER—Transverse finned brakes . . . wrap- 
around bumpers . . . fully synchronized, four-speed transmis- SKODA FELICIA—Tubular steel chassis . . . aluminum engine 


vision of its nationwide organiza-| school for BMC mechanics was es- 


Nr re 


tion, Renault completely revamped 
its field organization. In place of 
the former regional] offices, there 
are now four divisions, each head- 
ed by a general manager and each 
having most or all of the following 
department managers: Administra- 
tion and finance, used-car, business 
management, service and parts, 
truck and fleet and sales promo- 
tion, The new divisiéns are West 
Coast, Midwest, East Coast and 
New England. 

At Kansas City a new head- 
quarters office, parts depot and 
training center was opened in 
October for Renault of America, 
Inc. This office performs all dis- 
tributor functions for dealers in 
its territory. 

Renault also effected changes in 
its central sales setup, naming new 
men to head field sales activities, 
general merchandising and traffic. 
To provide effective control of in- 
ventory, a new IBM permanent 
inventory recording system is 
being installed. 

Price reductions were announced, 
amounting to $53 on the 4-CV, $50 
to $71 on the Dauphine and $150 to 
$171 on the Caravelle coupe. 

Bosquet said that Renault “ex- 
pects to get its fair share” of an 
estimated 450,000 imported-car 


Sales in 1961. 
cd * aa 


sion . . . $3,780. 










RENAULT CARAVELLE—Rear engine, water cooled . . . heater 
standard . . . four-speed transmission optional . . . 89-inch 
wheelbase . . . 40 horsepower . . . $2,395. 





ROLLS-ROYCE SILVER CLOUD—<Automatic transmission, power 
steering, power brakes, radio and heater standard . . . alumi- 
num V-8 engine . . . classic styling . . . 123-inch wheelbase 
. » » horsepower figure is never announced . . . $15,655. 


Fiat Network Set 


IAT marked 1960 as its third 

year in the U. S, market and 
saw completion of its coast-to- 
coast distributor and dealer organ- 
ization. A total of 98 new dealers 
was appointed this year, bringing 
the overall number to 477, covering 
every state for the first time. 

A new center for the Western 
Division of Fiat Motor Co., Inc., 
was opened in Van Nuys, Calif. It 
is a 36,000-square-foot building de- 
signed to house administrative of- 
fices, a workshop, a training school 
and a spare-parts depot stocking 
an inventory valued at more than 
$500,000. A similar center for the 
Eastern Division has been in oper- 
ation at Maspeth, N. J., for three 
years and is now being enlarged. 

Vincent Garibaldi, Fiat presi- 
dent, said that Fiat anticipates a 
larger share of the economy and 
sports-car market in 1961. 

“We feel that there will be a 
continued demand for the basic 
transportation provided by our 
economy car line, and that Fiat’s 
high quality, along with probable 
improvements in the present mod- 
els, will result in inereased cus- 
tomer acceptance,” Garibaldi said. 

“Service facilities and technical 
assistance, which have always been 
the foundation on which the Fiat 
sales organization is based, will be 
expanded. Advertising will be im- 
proved and increased in order to 
assist the Fiat dealer organiza- 
tion,” 





ROVER 3 LITRE—Unitized construction with stub frame .. . 
six-cylinder engine with seven main bearings . . . disc brakes 
in front . . . overdrive or automatic transmission optional . . . 
110.5-inch wheelbase . . . 115 horsepower . . . $4,620. 





SAAB 95—Can seat seven, sleep two or pack cargo of 950 
pounds in addition to driver . . . steef cargo deck is plastic 
coated . . . individual seats in front . . . front-wheel drive . . . 
42 horsepower . . . four-speed transmission optional . . . $2,265. 





independent front suspension 


SABRA—Fiber glass body... 
o 3 CF 


. » + four-speed transmission . . . double doors in rear . 
inch wheelbase . . . 150 inches long . . . $1,999. a Se 
N REVIEWING 1960, A, E. Birt, 
president of Hambro Automo- 
tive Corp., noted that 50 percent 
of all sports cars sold in the U. S. 
this year were British Motor Corp. 
products, which his firm distrib- 
utes. 

Introduction last spring of the 
Austin 850 and Morris 850, with 
their cross-wise engines, drew “the 
attention of the entire automotive 
industry,” Birt recalled. 

Another important move made 
by Hambro this year, he said, was 
expansion of its parts and service 
facilities on both the West and 
East Coasts. 

Additional IBM equipment, de- 
signed to expedite processing and 
distribution of parts to over 650 
dealers, was installed at the 
depot at Ridgefield, N. J. The 
total inventory of parts at Ridge- 
field, said Birt, is currently valu- 
ed at $7 million, compared with 
$2 million a year ago. 

At the Burlingame (Calif.) depot, 
Hambro constructed 33,000 square 
feet of warehouse facilities this 
year, bringing the total storage 
area to 50,000 square feet. The tech- 
nical staff was increased, addition- 
al IBM equipment installed and a 





SIMCA ETOILE—Ten mechanical improvements, including im- 
proved low gear, easier shifting and improved rear suspension 
. . - 50 horsepower . . . $1,658. 





contoured seating with 
. « fitted carpets... 
96-inch wheelbase . . 


SINGER—-Four-speed transmission .. . 
foam rubber . . . walnut trim inside . 
automatic transmission optional . . . 
$2,349. 





tablished. 

In an effort to tighten the dealer 
organization, Birt said, distributors’ 
and dealers’ sales and service staffs 
were taken to England for a first- 
hand look at the BMC factory op- 
eration. 

Sending teams of factory men to 
dealerships to conduct clinics and 
schools was established as a part 
of the Hambro program, Birt said, 
and will be expanded in 1961, 

A stepped-up promotional cam- 
paign was aimed at providing local 
salesmen with added incentive. 

“In 1961,” Birt said, “more at- 
tention will be devoted to those 
areas which have experienced a 
temporary setback due to the in- 
troduction of the new compacts by 
Detroit. 

“The foreign-car market in this 
country will continue to grow. 
Hambro will meet its obligation to 
its dealers with continued support 
in the three vital areas of product 
quality and variety, parts avail- 
ability and service support, and 
sales.” 

* * * 


Volvo Formula 


“@ EVENTY thousand satisfied 

Volvo owners in the U. S, are 
proof that Volvo has a place in the 
American market,” Ake Hogman, 
president of Volvo Import, Inc., 
told AUTOMOTIVE News. 


“We will proceed during the 
coming year along the very same 
lines which have made Volvo a 
success here thus far.” 

He cited top-quality product, lim- 
itation of imports to 20,000-25,000 
units a year, expansion and up- 

(Continued on Page 42, Col. 1) 


Imports on Road 


Near 1.8 Million 


Potential for Service 
Increases Rapidly 
(Continued from Page 16) 


and parts sales, of course, rises tre- 
mendously. A strengthened market 
also persists for basic maintenance 
items, which are needed on new 
models as well as the older cars. 
* ea * 

M beews real gain in service and 

tradein-sale potential comes 
among the cars that are three years 
old and older. As of Oct. 1, there 
were 426,279 imports in this age 
group. At the start of this year, 
there were only 252,742 imports of 
this vintage. 

In other words, the hottest area 
for potential import shop and 
showroom business hag nearly 
doubled since the start of the 
year. 

Of all imported autos on the road 
at the census date, 408,315 were 
’60s; 593,726 were ’59s; 359,393 were 
58s; 192,999 were '57s; 88,784 were 
’56s, and 144,496 were older units, 
’46s through ’55s. 

+ * * 

VER this same period of time, 

according to figures compiled 

by the U. S, Department of Com- 
merce, a total of 2,155,111 new and 
used cars were imported into the 
U. S. (Of this number, 2,083,696 
were new and 71,415 were used.) 

A total of 82.95 percent of these 
cars are still in use, In mid-1959, 
with 1,127,897 cars in use out 
of the 1,407,647 imported, 80.1 
percent of those brought in were 
still on the highway. 

In this compilation, “model year” 
is equated to calendar year, since 
few imports operate on a model- 
year basis such as the domestic in- 
dustry practices. 

Avgomotive News’ estimatés on 
the number of imports in opera- 
tion were based on R, L, Polk & 
Co, registration figures; Depart- 
ment of Commerce statistics; re- 
ports from factory branches, dis- 
tributors and other informed 
sources, and previously published 
bootlegging estimates. 


block . . . aluminum transmission case . . . four-wheel independ- 
ent suspension . . . 94.5-inch wheelbase . . . 50 horsepower. . . 
$1,995. 





SUNBEAM ALPINE—Larger engine for 1961, along with stiffer 
crankshaft, adjustable controls for brake clutch and accelerator 
and more legroom .. . twin carburetors . . . disc brakes in 
front . . . 86-inch wheelbase . . . 84 horsepower . . . $2,595. 





TOYOPET TIARA—Unitized body . . . builtin package pockets 
on all four doors . . . color-matched two-tone interiors . . - 
transistor radio . . . electric wipers . . . 94.6-inch wheelbase 
. . « 157 inches long . . . 75 horsepower . . . $1,613. 





‘TRIUMPH TR-3—Disc brakes in front . . . four-speed trans- 
mission . . . rear seat optional . . . ball-joint suspension . 
full instrumentation, including tachometer .. . heavy-duty racing 
clutch . . . 88-inch wheelbase . . . 100 horsepower . . . $2,835. 





VAUXHALL VICTOR—Wraparound windshield and backlight 
. . . fully synchronized, three-speed transmission . . . unitized 
body . . . 98-inch wheelbase . . . 55 horsepower . . . $1,957.50. 





VOLKSWAGEN SUNROOF—Best-selling of all imports .. - 
styling changes held to minimum . . . widespread dealer net- 
work . . . 94.5-inch wheelbase . . . torsion-bar suspension . . « 
unitized body . . . 36 horsepower . . . $1,655. 





VOLVO 544—Family sedan with sporting characteristics . . . 


. four-speed transmission optional 


leatherette upholstery . . 
. 85 horsepower 


at no extra cost... 102.5-inch wheelbase . . 
. . « dual SU carburetors . . . $2,195. 
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Makes Bolster Dealers, Service .. . 





Imports Bid to Hold U.S. Niche 


(Continued from Page 41) 
grading of the dealer organization 
and introduction of new models. 

* * * 
“q)UR dealers are one of our most 
important assets,’ Hogman 
said. “A good dealer organization 


dedicated to top-quality product, | sales 


enthusiastic selling and customer- 
satisfying service has helped Volvo 
make its place in the American 
market. 


“We will continue to seek top- 
quality dealers who will offer the 
public good service and adequate 
supply of parts.” 

Limiting 


of 25,000 units a year, Hogman 
said, enables Volvo to maintain 
quality control and at the same 
time provide its dealers with “a 
solid and profitable business.” 

Developments at Volvo during 
1960 included the creation of seven 
regions, each with its own 
service representative, and a Fleet 
Sales Department. 

A dealer development depart- 
ment was created at Englewood 
Cliffs, N. J., designed to recruit 
and develop new dealers within the 
28 Eastern states covered by Volvo 
Distributing. 

From April to November, Hog- 


man said, thig department appoint- 
ed 93 new dealers, 

Volvo also installed new Friden 
electronic computing equipment for 
its invoicing system, enabling ship- 
ment of parts within eight hours 
after receipt of the order. The sys- 
tem also produces a more efficient 
inventory control, Hogman said. 

A sales promotion team headed 
by a sales promotion manager is 
about to be appointed, Hogman 
said. 4 : 


OHANNES EERDMANS, who 
heads Jaguar Cars, Inc., and 
Daimler Cars, Inc., said he believes 


that imports have reached “the low- 
est ebb of the market.” 

“But, as in all other businesses, 
we see and live through many ups 
and downs,” he said. “This is nor- 
mal for any free-enterprise sys- 
tem.” 


This year, according to Eerd- 
mans, Jaguar will deliver more cars 
than last, and as cars from in- 
creased production facilities in Eng- 
land become available, sales will 
continue to rise. 

Jaguar introduced its 3.8 sedan 
this year, terming it the first “lux- 
ury compact car” in the U. S., and 
saw the 3.8 move into first position 
in sales in the Jaguar line within 
a few months. 

* * * 


west important development for 


Jaguar during the year, Herd- 
mans said, was the purchase of 
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Daimler, which permitted expansion 
of Jaguar production. 

Eerdmans said Jaguar plans to 
strengthen its entire organization 
in 1961 and that it will “support 
its good dealers in every way we 
can.” 

A record advertising budget is set, 
dealer financing will be made avail- 
able and more service engineers will 
be put in the field. 

“We are very confident about our 
future in this country,” Eerdmans 
said. 


* * * 


Confidence at Triumph 


ONFIDENCE in the future was 
also expressed by Alan Bethell, 
president of Standard-Triumph 
Motor Co. His firm, he said, has ag- 
gressive plans for advertising, pro- 
motion and improved parts distribu- 
tion and service. 

In a major reorganization this 
year, Standard-Triumph took over 
four of its independent distribu- 
tors and is handling these terri- 
tories itself. 

Bethell said that plans for in- 
creased assistance to dealers in 
1961 call for each district manager 
to wisit each of his dealers at least 
once every two weeks. 

Bethell also said that Triumph 
is planning to concentrate heavily 
on local advertising and dealer pro- 
motions in 1961. 

The import market, he said, is 
now at the bottom of a long curve 
and he predicted that it will start 
upward again. 

“There is a permanent market for 
the imported car-in this country,” 
he said, “and I believe that by next 
April we will all be prospering once 
again.” 

cd cd ck 

HRYSLER CORP. has taken 

the lead among the Big Three 
in the “captive” field by creating a 
completely separate and independ- 
ent dealer body for its French-built 
Simca, in which Chrysler has a 25- 
percent interest. 

“A plan to expand the network 
of single-line Simca dealers in the 


|U. S. is now under way,” said Peter 
| Nunez, sales manager, U. S. Simca 


Sales, Chrysler International Op- 
erations. 

Rootes Motors’ share of the im- 
ported-car market will “inevitably 
increase over the next few years,” 
according to John T. Panks, man- 
aging director. 

The increase, he said, would 
come about as the result of three 

factors which he listed as the 
concentration on “two models 
which have the greatest market 
potential in the U. S.”—the Sun- 
beam Alpine sports car and the 
Hillman with automatic trans- 
mission; the appointment of an 
advertising agency with “experi- 
ence in merchandising at the 
dealer level,” and expansion of 
the firm’s parts depots in New 
York and Los Angeles. 

Panks said Rootes is aiming at 
10 percent of the imported-car 
market, which he said should total 
400,000 to 450,000 in 1961. This fig- 
ure, he added, will remain relative- 
ly stable in future years. 

“We look upon the U. S. as one 
of our most valuable and important 
markets,” Panks said, “According- 
ly, our policy is to develop and ex- 
pand our organization where nec- 
essary to insure that our franchise 
enables our dealers and prospective 
dealers to operate a profitable and 
successful business.” 

Regarding the immediate future, 
Panks said that Rootes would be 
able to stress the automatic Hill- 
man after “holding back” during 
most of 1960 “because we just 
didn’t have the cars and we did 
not want to build demand we could 
not meet,” 

a“ * * 

vo final point raised by Panks 

was the recent announcement 
that Rootes will build a new, ultra- 
compact economy market for the 
U. S. market. Smaller than the 
present Hillman Minx, it is due in 
1962, Panks emphasized that “it 
will be in addition to our present 
models.” 

Panks termed 1960 “a year of re- 
adjustment because of the com- 
pacts, but the dust is starting to 
settle and we are convinced that 
Rootes will be back to ’59 levels 
very soon.” 

This year was termed “difficult 
in general for the imported car” 
by Ralph T. Millet, president of 
Saab Motors, Inc., but he noted 
that Saab had increased its reg- 
istrations over last year and 
added more dealers at the same 


(Continued on Page 64, Col. 1) 
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THERE’S 
NOTHING 
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New cars have a way of stealing the show . . . they’re 
on everybody’s mind, in everybody’s conversation. 
And once again, ‘“‘There’s Nothing Like a New Car” 
is the theme of a wide, wonderful advertising cam- 
paign which is steering a stream of prospects to 
General Motors dealers. These big, colorful advertise- 
ments are designed to whet the appetite for 61 GM 


There’s 
nothing 
like a... 





cars, and to help guide a bigger share of our nation’s 
disposable income into your showroom. The advertise- 
ments sing a song of fun, excitement and adventure 
... remembering to stress the practical values of per- 
formance, safety, reliability and big selection that only 
General Motors can provide. Especially in’61, it’s great 


to bea GM dealer!... GENERAL MOTORS 





THERES NOTHING LIKE A NEW CAR FOR FESTIVITY 
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Europe Appraises U.S. Market 


Eprror’s Note: George L. Glaser, 
Automotive News’ veteran man- 
on-the-spot in Europe, was asked 
to take a look at the American 
émport market from the other 
side of the Atlantic. His report, 
with no punches pulled, follows: 

* * * 


and ask, “Which manufacturer will 
provide profit opportunities for the 
future?” 

In a shrinking but still avail- 
able market such as the United 
States offers, which European 
maker will be able to offer sale- 
able merchandise and consider 
the American car dealer and his 
problems by programming ac- 
cordingly? 


Surely, automotive conditions in 
Europe are slowly beginning to ap- 
proximate to a certain degree those 
in the U.S. But only to a few Euro- 
pean makers does the American 
market mean so much that they 
plan vehicles especially with the 
conditions in America in mind. 

Makers who adequately under- 
stand what it takes to keep Amer- 
ican dealers going, who know what 
it takes in regard to service infor- 
mation, warranty claims handling, 
parts supply at a moment’s notice 
and sufficient sales promotion 
through advertising, will continue 
to receive a share of the market. 

* ce ” 


OWEVER, as it has been| Ket 


proven in the past, a maker 
in Europe must have an adequate 
business in his home country and 
in other export countries before he 
is strong enough to hold on during 
rough times in the U. S. 

In the past, too frequently, 
smal] European makers without 
the 


organization in 
been overplayed. Not all 
have been good enough for im- 
port into the U.S. and perhaps 
a good number should not have 
been imported at all. 

While the writer does not wish 
to decrease the chances for the 
smaller makers, it seems that he 
should try not to overemphasize the 
weaker products. 

The interests of the American car 
dealers in profits, in handling a 
make with a future and in ade- 
quate quality require caution in 
reporting what gives at this time 
in Europe. 

The makes and the countries are 
selected at random and without 
bias. 


* * ” 


eine with Germany it 
seems that the profit maker 





Saab Acquires 
Swedish Handler 
Of Chrysler Line 


NEW YORK.—Saab has acquired 
a Swedish firm which handles both 
Saab and Chrysler Corp. standard 
and compact cars, Tryggve O. A. 
Holm, Saab managing director, told 
the Harvard Club of New York. 

He said he was hopeful that as 
a result of the acquisition, “we will 
be able to gain back at least part 
of the big market American cars 
had in Sweden before World War 
aL” 

Swedish ships which bring Saab 
cars to the United States take back 
American cars to the distributing 
firm, Holm added. 

“This lowers the costs of trans- 
portation, not only for us but also 
our American friends, as well as 
promoting the sales of American 
cars in Sweden,” he said. 

Holm also reported that the Saab 
is “holding its own” in the dwin- 
dling U. S. import-car market. He 
said Saab registrations for 1960 are 
expected to be up about 10 per- 
cent over last year. 

After a period of market readjust- 
ment, he predicted, imported cars 
should level off at about 10 percent 
of total sales. But marginal pro- 
ducers and those which do not give 
good after-sales service support 
“will fall by the wayside,” he said. 




















No. 1 remaing the chance No. 1. 
Thus, Volkswagen should be no 
risk for the import dealer for a 
long time to come. 


jected 4,000 
units per day within a few 
months, and it appears to be 


The coming new, larger Volks- 
wagen, as reported from reliable 
sources, looks about as follows: 

VW has waited before freezing 
the design until the Corvair four- 
door sedan came out. One would 
not go too much wrong, so it is 
said, to suspect the coming larger 
VW will look somewhat like the 
Corvair. 

As on the Corvair, the cooling 
fan will be flat on the engine, The 
four-door VW will utilize the same 
chassis as before with the excep- 
tion of a longer wheelbase. The 
four-cylinder engine will be about 
25 percent larger in displacement 
and power output. 

The front luggage compartment 
will be larger than the present one. 
The present VW will remain un- 
changed and continue so for a long 
time to come. 

Financially, VW is in the best 
possible shape. The same goes for 
long-range plans. 

* * 


+ 
Always a Share for M-B 
ane can be no doubt that 
Mercedes-Benz will always en- 
joy a certain share of the fine-car 
and better-grade sports-cars mar- 


This oldest make on earth is in 
top shape and certainly considers 
the U.S. market when planning 
new models or improvements. 

A new six-cylinder convertible, 
Perhaps some new sports cars, a 
new big Mercedes of the 300 se- 
ries and, who knows, perhaps 
restyled four-cylinder cars may 
be in preparatory stages. How- 
ever, there is no specific time 
limit given for such new items 
and they may be longer away 
than it seems now. Observers feel 
that in a period of more than six 
to 10 years, Mercedes may drop 
all four-cylinder cars and go six- 
cylinder only. 

Auto-Union, which was not in 
competitive shape before becoming 
a Daimler-Benz enterprise, has a 
completely changed outlook. A 
short-term and long-term research 
programs are under way and the 
DKW 750, the real hit of 1960 in 
Germany in light cars, has proved 
to be a car with chances. 

Production will be 500 per day 
in 1961, which is still too few. How- 
ever, Daimler-Benz is a conserva- 


sales increases. DKW may add a 
smal] station wagon, There is also 
a rumor that DKW may revive the 
light forward-control delive van 
with front-wheel drive in 1961. 
Other studies concern separation 
of oil from the gasoline for the 
two-cycle engines and better idling. 
In other words, it looks as if the 
two-cycle valveless engine, at least 
at DKW, will continue in the future 
and with more success than ever. 
The larger Auto Union cars ap- 
pear to be due for a body change, 
and Auto Union may add a line 


working hours which forces Opel 
to look for more help. The Rek- 
ord comes ag two-door, four-door 
sedan and as a station wagon. 
Opel’s six-cylinder Captain may 
be restyled some time in 1960 and 


perhaps receive the compact-car| | 


Hydra-Matic transmission, Also it 
remains a question whether GM 
may import the six-cylinder offer- 
ing of Opel, which is building up 
to a potential of 700,000 units per 
year. Opel may have a surprise in 
store for the 1961 Frankfurt show 
in the fall. 

Opel dealers in Germany are 
mostly well to do and we have 
found only two desires on their 
part. One wish concerns the Rek- 
ord transmission. Hom e-trailer 
owners in Europe—and they are 
increasing—would like to have a 
four-speed unit at an extra price, 
just like Taunus is offering. 

The second thing Opel dealers 
would like igs a light delivery van 
of about one-ton load capacity as 
they had before the last war. 

There is no reason why Opel 
should not continue to offer profits 
to Buick dealers, or others if the 
network in the U.S. should be 
expanded. 

oe * 


Don’t Count Out Taunus 


At THE press conference in 
Cologne with Henry Ford II, 
it was brought out that the new 
Taunus 17-M might be imported 
into the U. S. despite Stateside 
statements to the contrary. 

Perhaps here, too, it may need 
another import dealer network to 
make this car a success in America. 

There is more to come from 
the expanding Ford plant in 
Cologne, After all, Ford is invest- 
ing about $360 million in the next 
two years in Europe, of which 
large shares will go to the British 
and the German plants. 

One thing seemg sure, Ford cars 
made in Cologne will be more com- 
petitive than in years past and 
quality also will be stepped up. A 
new engine plant is already under 
construction at Cologne, Naturally, 
there is no danger for a dealer to 
align himself with Ford-Cologne if 
the American management should 
decide upon further imports, 

” cd +” 
At THE Borgward Group, old 
man Borgward has just cele- 
brated his 70th birthday and his 
jubilee is being celebrated with the 
release of the six-cylinder Borg- 
ward with air springing. 

I¢ cannot be this writer’s pur- 
Pose to hurt Dr. Borgward at 
this time. However, the crisis 
which came over his plants was 
not quite unwarranted. Being 
known for coming out faster with 
new models than his competitors, 
self-made man Borgward has, at 
times, perhaps not paid as much 
attention to quality as he should 
have. 

The Isabella came out half-cock- 
ed but has now developed into a 
success without having any bugs 
in it. However, the Arabella came 
out again too rapidly, it seems. The 
first series had transmission trou- 
bles, and body leaks. That is the 
reason sales became sluggish. 

Now, all three plants, Lloyd, Go- 

(Continued on Page 52, Col. 1) 


of four-cycle, four-cylinder cars|. 


some day as it did before the last 
war. Import dealers will find that 
Daimler-Benz and Auto Union- 
DKW are franchises without risk, 
perhaps not for getting rich quick 
but for making a decent living 
without danger that the European 
make may become weak. 
+ * a 


COr™. the General Motors plant 


in Germany, is one of the few| _ 


fully integrated production plants. 
In other words, more of the car is 
made by Opel than is usual in 
Europe. Opel makes its own car- 
buretors, speedometers and many 
other items usually purchased. 
While this import is controlled 
by Buick in the U.S., it could 
be considered that GM would be 
able to set up specialized import 
dealers handling nothing in new 
cars but Opel. Opel at this time 
makes the successful Rekord 
four-cylinder, which has received 
an acceptance at a time when 
many makers have to reduce 
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Presto! Siesta— 


Standard equipment on the Lancia 
Flavia includes reclining seats, upholstered 
in cloth and vinyl. Flavia has cloth-and- 
vinyl trim panels, leatheret headlining and 
rubber floor mats. The seats are of full 
foam-rubber construction, with no metal 
springs. 
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Lancia's Latest—Unorthodox Flavia— 
A long-rumored “revolutionary” car, the Lancia Flavia, has been introduced in 


Europe. The Flavia has a flat-four cast aluminum engine combined with a cast aluminum 
“front transaxle” to provide front-wheel drive. Body styling is, on the whole, conven- 








tional. First Flavia is due in the United States this month. Engine picture on Page 17. 


Lancia 


* * 


Flavia Makes Debut 


With Everything Up Front 


7 long-rumored “revolution- 
ary” car from Lancia, the ven- 
erable Italian maker, has at last 
been unveiled in Europe. 

Called the Flavia, Lancia’s new 
car breaks completely away from 
Lancia tradition with its front- 
wheel drive and flat-four engine. 
In agility, speed, quietness, qual- 
ity, and unorthodox engineering, 
however, the Flavia is unmistak- 
ably Lancia. 

Without qualification, the Flavia 
four-door sedan can be termed the 
most unusual car to come out of 
Europe this year. 
M. E. Hoffman, president of Hoff- 
* 


* * 





Engine in Halves— 


Engine of Lancia Flavia is split vertical- 
ly in half and cast of aluminum. Each half 
carries two chrome cast iron wet liners, one 
of which is shown beneath the engine. 
The liners are held in place by the cast- 
aluminum cylinder heads. The 91.5-cubic- 
inch engine develops 78 horsepower. 

* * * 
man Motors Corp., importer of Lan- 
cia, told Automotive News he ex- 
pects to receive the first Flavia this 
month. Price, he said, will be $3,680. 

This includes heater, lined lug- 
gage compartment and windshield 
washers. 

~ an 

N ENGINEERING solutions, the 

Lancia stands apart. Styling is 
contemporary and conventional 
(aside from curved-glass windows), 
with crisp lines and lots of glass 
in the unitized body. Inside, the car 
features foam-rubber seating (no 
metal springs), a completely flat 
floor and reclining seats. Instru- 
ments are well placed—high on the 
padded dash. A console of control 
switches is conveniently located. 

Under the hood things get in- 

teresting. A rubber-insulated stub 
frame with five cross members 
carries the engine, transmission, 
differential and independent-sus- 
pension assembly. 

The Flavia’s “sawhorse” suspen- 
sion is based on a pair of A-shaped 
pillars, cast of aluminum, bolted to 
the stub frame at the base and con- 
nected at the top by a transverse 
leaf spring, which arches OVER the 
engine and transaxle assembly. 

Each A-frame supports two 
transverse wishbones, with outer 
ball joints to serve both as sus- 
pension pivots and steering swivels. 
The A-frame also carries the -tele- 
scopic shock absorbers, which are 
of hydraulic type and enclose a 
pocket of trapped gas. 

The transverse leaf spring carries 
the weight of the car, although it 
has no fore-and-aft loadings. The 


rear axle is a tubular steel beam, 
with suspension by longitudinal leaf 
springs and stabilizer bar. 

Eleven-inch Dunlop disc brakes, 
power assisted, are used on all four 
wheels. The system self-adjusts to 
compensate for pad wear. 

ok * * 


HE flat-four engine is mounted 

well ahead of the front wheels. 
The engine is split vertically 
through the middle with each half 
cast of aluminum and carrying two 
wet cylinder liners. The chrome cast 
iron liners are held in place by the 
cast-aluminum cylinder heads. 

The pistons have recessed 
crowns to clear the overhead 
valves, which are operated by 
rockers and pushrods from 
double, chain-driven camshafts. 

The halves of the crankcase 
form the oil sump, and main bear- 
ings are accessible through a cover 
plate on top of the engine. 

From a single-dry-plate clutch, a 
quill shaft runs over the left drive 
shaft, through the hollow center 
of the pinion in the differential and 
through the center of a hollow main 
shaft to the rear of the four-speed 
transmission. The transmission is 
fully synchronized and is also cast 
of aluminum. Like the engine, it is 
split in half, vertically. The trans- 
mission-differential case is cast of 
aluminum. 


* om * 

T drive shafts transmit power 
through constant-velocity U- 
joints and each whvel hub incor- 
porates a sealed, double-row ball 
bearing which needs no lubrication. 
The engine-transmission-differ- 
ential assembly is mounted on the 
stub frame with three flexible 
rubber mountings — fore, aft and 
above. One is at the rear of the 
transmission, one is under the fan 
pulley and one is above the clutch. 
The fan, incidentally, is mounted 
BEHIND the pulley to save space. 
Specifications of the Flavia are 
as follows: Wheelbase, 104.3 inches; 
overall length, 180.3 inches; overall 
height, 59.4 inches; curb weight, 
2,689 pounds; engine bore, 3.23 


inches; stroke, 2.80 inches; displace- 
ment, 91.5 cubic inches; compres- 
sion ratio, 8.3:1; horsepower, 78. 


—Rosert M, LIENERT 
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Flash for the Flavia— 


Heavy crankshaft of Lancia Flavia rides 
on three main bearings, which are sup- 
ported by integral webs in the cast-alu- 
minum block. Heavy counterweights are 
used. Visible in the slightly crowned tops 
of the aluminum alloy pistons are the 
valve-clearance cutaways. Twin sprocket 
behind the crankshaft pulley drives dual 
camshafts. 














SELL 


FIAT’? 


Why should an automobile dealer take on the Fiat franchise? 
What are the prospects—in sales and profits—this year 
and in the years ahead? How strong is the economy-car 
market? What does Fiat have to offer that other imports and 
American compacts do not? 


The tremendous surge of the import-car market changed the entire thinking 
of the automobile industry. 


It started as a mere trickle. As recently as three years ago American manu- 
facturers scoffed at the inroads import cars were making. They said it was 
just a fad. A passing vogue that appealed to the nonconformists. 


That import sales would never reach any appreciable proportions. 


They were dead wrong. 


Import sales climbed by the hundred thousand. And when American manu- 
facturers saw they couldn’t beat them, they joined them — introduced their 
own compact versions. 


But did this stem the tide? Not one whit. In 1959 import cars accounted for a 
whopping 609,534 units. 


The first six months of 1960 have shown the expected leveling off of import 
car sales. However, the fact that well over 500,000 import autos will be sold 
this year leads to a clear conclusion: A large and growing segment of the buy- 
ing public has found that American economy cars simply do not satisfy their 
needs and desires—in price, in gas mileage, in workmanship and in 
resale value. 


There is one point that should be made perfectly clear, despite the strong 
showing made by import cars: This is a tough market, and there is no auto- 
matic guarantee of success. 


However, there will always be a market for the service minded dealer who is 
— about an import line that offers the many distinctive qualities 
iat does. 


What about Fiat? What does it have to offer this economy-minded buyer? 
What does it have to offer the dealer who sells it? 


First, Fiat is now one of the top import sellers in this country. In only three 
years it has gained wide acceptance here. 


Next, Fiat is no Johnny-come-lately. It has been a leader abroad for over 60 
years as a product of continental Europe’s largest manufacturing concern. 


What about price? Fiat suggested prices start as low as $1098 P.O.E. New 
York. The largest selling Fiat, the 600, is priced about $200 less than com- 
parable models of the two leading French and German imports. (Import 
prices, generally, average from $300 to $800 less than U. S. compacts.) 


An exceptional economy story. The popular Fiat 600 averages about 40 miles 
to the gallon—other models even more. 


The widest selection of models and body styles and prices of any import: 
sedans, hardtops, convertibles, sun roofs and station wagons — eighteen 
models in all. A Fiat dealer can choose his own selection of models, can trade 
up or down, depending upon the wants of his prospects. 


High resale value. The Fiat returns a higher share of the original price, and 
because of its rigid quality control, there is less actual depreciation for the 
owner, less trouble for the dealer. 


What does all this mean? Simply this. There has never been a better time to 
become a Fiat dealer. Fiat dealers have the products and the prices to capital- 
ize on a big and steady market. 


If you are a dealer looking for a change, or an addition to your present line of 
cars, it will pay you to get all the facts and figures about the Fiat franchise. 
Right now there are some openings in all parts of the country, in both large 
and small markets. 


It is a Fiat policy, however, to limit the number of dealers in any one area, 
both to assure greater selling potential and to protect the investment of the 
dealer. For complete details write to: Dealer Franchise, Fiat Motor Company, 
Inc., 500 Fifth Avenue, New York 36, New York. 





Conclusion: It makes good sense to sell Fiat! 
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Economy, Quality, Comfort Claimed ... 
New Small Citroen Due in Spring 


N be the introduction period for 
the new Citroen small car, accord- 
ing to Charles Buchet, general 
manager of Citroen Cars Corp. 
This small car, which will re- 
tail in the $1,600 class, will be the 
“most comfortable small car on 





progress in design techniques which 
have been learned in the 12 years 
since the original introduction of 
the 2-CV, he said. 
* * * 

UCHET hinted that the war- 

ranty which will accompany 
this new, as-yet-unnamed car, will 


you. 

It is his feeling that.the Citroen 

does offer something different, and 

he added that the new car will con- 

tinue to execute that philosophy. 
* a * 








there is a place in the market for 


the market,” he said. It will have 
an air-cooled-engine, front-wheel- 
drive, four-door, four-passenger 
sedan, Beyond that, Buchet 
would reveal no details. 

One month after it is shown to 
the press and public it will be in 
dealer hands, Buchet promised. 

He added that it will embody 
most of the characteristics of the 
2-CV in quality and economy. How- 
ever, it will include all of the 


Imports vs. U. S. Makes... 




















High, Low and Median 


Imports 


$1,048 
(BMW Isetta 300) 


$15,655 
(Rolls-Royce Silver Cloud) 
$3,440 


$2. 
(Renault Caravelle conv, 
and Saab stat. wag.) 





68 Import Models List 


be something extra-ordinary as 


well. 

All of this confirmed the im- 
pression that Citroen is in the 
United States market to stay. 


According to Buchet, the philos- 
“As long as 
you have a product to offer the 
U. S. public which is different 
enough from those already being 


ophy of Citroen is: 
offered from domestic producers, 
. S. Makes 
(’61 Models) 


16 
244 





$1,845 
(Rambler American 
2-dr. Sedan) 
$9,748 
(Cadillac 75 limousine) 
$3,097 
$2,761 


(Plymouth 6-passenger 
Custom stat. wag.) 


© 1960, by Automotive News 
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Below U.S. Price Leader 


yas motorist who is shopping 
for an automobile on price alone 
can look at more than threescore 
models that carry a lower sticker 
than the least expensive American 
car. 

And if price is no object, he can 
try out another 18 models that 
most buyers can only dream 
about. 

An Automotive News study of 298 
models produced by 56 overseas 
manufacturers turned up the fol- 
lowing items about imported-car 
prices: 

There are 68 imported models 
(wearing 24 nameplates) priced 
below the $1,845 Rambler American 
Deluxe two-door sedan, which is 
the domestic industry’s price lead- 
er. ele ie 
— among those 68 mod- 

els are offerings of six of the 
Top Ten sellers in the import field 
— Volkswagen, Renault, English 
Ford, Fiat, Simca and Austin-Hea- 
ley Sprite. 

Two of those models—the Volks- 
wagen sedan and the Renault Dau- 
phine—account for nearly 40 per- 
cent of the imported-car sales in 
the United States. 

In the under-$2,000 bracket, 
there are 103 imported models 
and only 12 domestics. This is 34.6 
percent of the 298 imported mod- 
els available and 4.9 percent of 
the 244 domestic units on the 
market. 

Another 84 imported models (28.2 
percent of the total) are in the 
$2,000-$3,000 class. This is the most 
popular group for the U. S. makes, 
with 141 models (57.8 percent) fall- 
ing in that range. 

The imports seem to shun the 
$3,000-$4,000 category. Only 34 mod- 
els (11.4 percent) occupy that 
niche, U. S. makers have 55 models 
in that field, which is 22.5 percent 
of the units offered. 


* * * 


BU the imports like the heady 
atmosphere over $4,000. There 
are 77 imports in that strata, com- 
pared with 36 domestics, That 
amounts to 25.8 percent of the im- 
ports available and 14.8 percent of 
the domestics. 

The highest-priced U. S. car is 
the Cadillac 75 limousine, which 


lists for $9,748, including Federal 
tax and dealer prep. Port-of-entry 
prices of 18 imports are higher. 


The top-of-the-line imports in- 


clude several handsome Merce- 
des-Benz 300 and 300-SL models, 
sleek Aston-Martins, Maseratis 
and Ferraris and the stately 
Rolls-Royce and Bentley. 

The highest-priced model listed 


by Automotive News is the Rolls- 


Royce Silver Cloud standard steel 
sedan at $15,655. Rolls-Royce has 
more expensive models, of course, 
but they are custom-built cars. 
ok + * 

/-peetrts the preponderance of 

imports in the lower price 
ranges, the average price of the 
298 models studied is $343 above 
the average of the 244 U. S. offer- 
ings. The averages are $3,440 for 
imports; $3,097 for domestics. 

The wide selection of sports 
and luxury models priced above 
$4,000 accounts for the difference. 

The imports have an edge in the 
median price, however, Right in 
the middle of the import price lad- 
der are the $2,395 Renault Cara- 
velle convertible and the Saab sta- 
tion wagon. The median model for 
domestics is the Plymouth six-pas- 
senger Custom wagon at $2,761, 

o*” OK * 





How They Compare 


In Price Range 
No. of Models in Price Range 


Imported ’61 U. 8. 
Price Cars Models 

Under $1,400 ........ 13 0 
$1,401-$1,600 .......... 13 0 
$1,601-$1,800 .......... 39 0 
$1,801-$2,000 .......... 38 12 
$2,001-$2,200 .......... 22 19 
$2,201-$2,400 .......... 26 30 
$2,401-$2,600 .......... 14 35 
$2,601-$2,800 .......... 15 28 
$2,801-$3,000 .......... q 29 
$3,001-$3,200 .......... 9 21 
$3,201-$3,400 .......... 8 13 
$3,401-$3,600 .......... 5 10 
$3,601-$3,800 .......... 4 6 
$3,801-$4,000 .......... 8 5 
$4,001-$4,200 .......... 3 7 
$4,201-$4,500 .......... 11 8 
$4,501-$5,000 .......... 15 6 
$5,001-$5,500 .......... 17 10 
$5,501-$6,000 .......... 4 3 
$6,001-$7,500 .......... 6 5 
$7,501-$10,000 ........ 3 2 
Over $10,000 .......... 18 0 

TOU” socicsscduceee 298 244 
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URING 1960, Citroen’s dealer 

list shrank from over 200 to 
about 164, “We have actually jump- 
ed in sales per dealer,” Buchet 
said, “The Citroen dealer body is 
now more stable and of better qual- 
ity than it has been at any time in 
the past. ‘ 

“We believe,’ he continued, 
“that in 1961 we must push our 
efforts to help dealers as much 
as possible locally, Instead of 
promoting our product through 
national media, we are going to 
concentrate more in local adver- 
tising, such as newspaper and 
radio. 


“We believe that in the past five 
years, we have made the American 
public sufficiently aware of our 
product through our efforts that 
they now at least know ‘the name 
Citroen. Now we must let people 
know where they can buy a Citroen 
or have it repaired. Thus, our local- 
ized effort with dealers.” 

This local effort takes place in 
a cooperative atmosphere, with 
Citroen giving the dealer money, 
toward sharing the expense of local 
efforts, such as newspapers, radio 
and even in-showroom promotions, 
which may be stimulated to arouse 
public interest. 


* * * 


“WE BELIEVE that parts are 
not a problem, but we are 
going to do everything possible, 
through our mechanics training 
programs, etc., to get dealers to 
improve their ‘ability’ to service 
Citroens properly,” Buchet said. 

“Because of the introduction of 
our new car, this will become 
even more important to us dur- 
ing 1961.” 

Buchet also stated that his or- 
ganization will insist on a big dem- 
onstration program for the Citroen 
during 1961. 

“We have found that the prospect 
list of any dealer rises from one in 
10 people to eight in 10 people 
where proper demonstrations on 
the road are carried out. There- 
fore, we will do everything we can 
to encourage dealers in this area 
during 1961.” 

Dealers who keep a demonstrator 
available at all times will be “re- 
warded” by Citroen, as will those 
dealers who keep a car on their 
showroom floor at all times, 

*~ + + 


HE dealer search is a continu- 

ing one for Citroen, as for all 
other manufacturers, and this year, 
according to Buchet, much em- 
phasis will be placed on recruiting 
good used-car dealers, 

During 1961 there will be a big 
campaign on the part of Citroen 
to improve the standing of the used 
Citroen in the market. 

“We believe that the used-car 
market is the bosom mother of the 
new-car market,” Buchet stated. 
“Therefore, we feel that if we can 
make the Citroen an attractive 
used-car buy, we protect the sale 
of the new car and keep profits at 
both levels higher.” 


* * > 


O THIS end, Citroen will issue 

the “Citroen Seal of Approval” 
on used Citroens sold by Citroen 
dealers. This seal will bear the in- 
formation that the particular car, 
whose serial number igs written on 
the seal, is sold by an approved 
authorized Citroen dealer, has been 
serviced by the dealer to put it in 
top working order, with Citroen- 
approved and guaranteed parts. 

By April, 1961, the convertible 
Citroen will be available, he said. 


Right now, Citroen sales in the 
U. S. account for about 5 percent 
of the ID and DS-19 production of 
the factory in France. In total 
about 5,000 vehicles will be sold in 
this country during 1960. 

For 1961, minimum projections on 
the yet-unnamed small car call for 
a sale in the neighborhood of 3,000, 
with ID and DS sales expected to 
increase. 
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Rootes Motors’ Dealer of the Year— 


Hillman City, Houston, was selected as Rootes Motors Dealer of the Year, although 
it has been in business only since August. General Manager Louis Schwartzkopf, 


shown here with his office staff, boosted 


Hillman from 14th to fourth place among 


imports in Houston in his first month in business. Schwartzkopf, a former Pontiac dealer 
in Skokie, Iil., attributes his success to straight-forward selling, good service and 


“just plain hard work.” 





Luxury-Compact Pioneers .. . 





Jaguar Says lt Sells 
In a Market Apart 


NEW YORK.—Optimism based on 


confidence most nearly de- 
scribes the attitude of Jaguar as 
enunciated by Johannes Eerdmans, 


president of Jaguar Cars, Inc. 
Refusing to criticize American 
compacts and smaller cars in even 
a subtle way, Eerdmans feels that 
the Jaguar market is a small spe- 
cialty market which doesn’t in 
any way impinge on the domestic 
field. However, executives at Jag- 
uar are proud to point out that 
they were pioneers in the small- 
luxury-car market. 
Discussing the current import 


market as a whole, Eerdmans 


stated: “At the moment, it is my 
belief that we have reached the low- 
est ebb of the market. But, as in all 
other businesses, we see and live 
through many ups and downs. This 
is normal for any free enterprise 
system.” 

Everett Taylor Martin, vice-presi- 
dent of Jaguar, said that Jaguar 
“is not affected by recessions or 
slower periods of business. Because 
the Jaguar owner is a kind of spe- 
cialty owner, he is not as susceptible 
to the ups and downs of the econ- 
omy as a whole. Nor is he likely 
to base his purchases on current 
business conditions. Therefore, we 
have not felt the pinch as other 
people have recently.” 

* * * 


HIS year, according to Eerd- 

mans, Jaguar will deliver more 
ears than last, and as cars from 
increased production facilities in 
England become available, sales will 
continue to rise. 

Jaguar recently purchased the 
Daimler works in England and it 
is expected that the production 
facilities of this manufacturer 
will be added to existing Jaguar 
facilities sometime during 1961, 
with the effects being felt in in- 
creased Jaguar shipments here 
late in the year. 

Eerdmans stated emphatically, 
“If we had had more cars avail- 
able to us during 1960, our sales 
would certainly have been higher. 
Our big problem is the availability 
of cars. As a matter of fact, we 
anticipate that by the time of the 
International Show here in New 
York, (Easter Week 1961) we will 
have our entire 1961 production 
spoken for and sold.” 

* x i 

FOWEVER, Jaguar is not con- 

tent to rest upon its past per- 
formance, nor a relatively easy sal- 
ability. “During 1961 we are going 
to strengthen our entire organiza- 
tion in the United States,” Eerd- 
mans said. 

“We are going to support our 
good dealers in every way we can. 
The largest advertising campaign 
of our history will be available 


to our dealers through their dis- 
tributors, for one thing. 

“In addition, we are going to lend 
financial support to our dealers. We 
have found that because of the 
highly competitive conditions exist- 
ing in the compact import market, 
many of our dealers have the bulk 
of their available floor planning tied 
up in those cars. Therefore, we will 
step in where a dealer is deserving, 
and through his distributor, make 
financing available to him,” he de- 
clared. 

“We have found,” he continued, 
“that when our dealers have two 
cars a month on their showroom 
floor, they sell two. When they have 
four they sell four.” 

* * * 

) i ADDITION, Jaguar is putting 

six additional factory trained 
service engineers in the field to 
bolster dealer service. These men 
will be available to fly anywhere in 
the country at a moment’s notice 
to satisfy dealer and customer de- 
mands. 

Although details were not avail- 
able, a new direct-mail approach 
to the sale of Jaguars is about to 
be tested in one important U. S. 
market. 

Questioned about the recent 
sticky sales situation for Jaguar 
sports cars, Martin explained that 
it arose from rumors which crept 
into the American press from 
Europe which gave rise to specula- 
tion that Jaguar was ready to intro- 
duce a new sports car. 

Eerdmans noted that “Jaguar is 
always experimenting with new 
models and new cars.” However, it 
was apparent that both men were 
making the point strongly that a 
new car from Jaguar is still not 
in the foreseeable future. 

According to Martin, “We have 
not been hurt by the entry of com- 
pacts or even the newer smaller 
cars into the market. Our product 
is still a specialty.” 

“Nor have we ever had a car in 
stock,” Eerdmans pointed out, “in 

the many years I have headed up 
this organization, and we have 
never given a discount to our 
dealers or distributors as a selling 
inducement.” 

“We are very confident about our 
future in this country,” Eerdmans 
concluded, “So much go, that we are 
anxious to help our dealers in every 
way possible. 

“We, of course, for competitive 
reasons can’t divulge the many 
things we have in mind and in the 
stages of development for our deal- 
ers in 1961, but our program is ag- 
gressive and ambitious, and we are 
confident that we will continue to 
earn a respectable place in the mar- 
ket.” 

—Ep Brown 








oO 
Ever since the Rena ult brothers started making cars in 1898 the name Renault has been intimately connected 


with automotive pioneering. / The model shown here, one of the first Renaults, was made, as many old cars were, for the testing 


ZO 


of private theories and hunches rather than for sale to the public. / Renault theories, Renault research and Renault innovation 
are still an important part of the automotive scene: witness the phenomenal sales success of the rear-engined Dauphine through- 
out the world in the past five years; or the introduction of the sleek, low-priced Caravelle that looks like a special-design job; 
or the new line of Petit-Trucks that pack more value in a 14-ton truck than any other make—import or domestic. / All come 
from the world’s sixth largest automotive manufacturer; all from one of the world’s most advanced, most modern production 
lines; all constantly, consistently tested and researched. / For information about available dealerships in the U.S.’s largest 


import-car dealer network —over 800 strong—write to Commercial Division, Renault, Inc., 750 Third Ave., New York 17, N.Y. 
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Four Imports Improve Position . . . 





Sales Per Dealer Dip 


(Continued from Page 17) 
two of them—Borgward and Opel— 
dropped out of the select group for 
1960, 
* * * 

i ADDITION to Volkswagen, the 

only makes to improve their 
sales-per-dealer figures this year 
were Mercedes-Benz, Austin-Healey 
and Jaguar. Smaller dealer organ- 
izations contributed to the gains 
registered by the latter three. 


Renault and Fiat held second and 
third places in the sales-per-dealer 
standings, but neither was able to 
equal last year’s nine-month mark. 
Renault dropped from 81 to 68, and 
Fiat plunged from 69 to 37. 

No other makes held their 
year-ago positions. Biggest gain- 
ers were Mercedes-Benz, which 
jumped from ninth to fourth, and 
Austin-Healey, which climbed 
from 13th to seventh, 

On the other side of the ledger, 





Hillman and Taunus fell from sev- 
enth and eighth places last year to 
a tie for 13th position in sales per 


dealer. 
ok + om 


ee to the Top Twenty 
are Lloyd, in 17th place with 
13 sales per dealer, and Citroen, 


BMC Begins Assembling 
Cars in Rhodesian Plant 


LONDON.—Production has 
begun at the British Motor Corp.’s 
new assembly plant at Umtali, near 
Salisbury, Southern Rhodesia, the 
first car assembly plant to be es- 
tablished in the Federation. 

The first Rhodesian-assembled 
BMC car was an Austin A55 Cam- 
bridge. The corporation foresees a 
large and growing market for its 
vehicles in the rapidly developing 
Central African Federation, 





tied for 18th with 12. 

Lloyd actually sold fewer cars 
in the first nine months of 1960 
than in 1959, but a decrease in its 
dealer body enabled it to rise in 
the standings. More sales and fewer 
dealers helped Citroen join the Top 
Twenty. 

With the exception of Merce- 
des-Benz, every major captive 
make rang up fewer sales per 
franchise this year than last. (A 
captive is an import whose dis- 
tribution is controlled by a 
domestic auto company.) 

English Ford, Simca and Taunus 
were hardest hit. English Ford fell 
from 49 sales per franchise in 1959 
to 30 this season; Simca dropped 
from 39 to 22, and Taunus slid from 
28 to 17. Opel, Vauxhall and Metro- 
politan also declined. 

a *K * 
E Avtomortive News sales-per- 

dealer analysis covered 53 im- 


can do 


years.” 


Bendix-Elmira 


Eclipse Machine Division 
Elmira, New York 


ported makes and found that only 
five franchises averaged 30 or more 
sales during the first nine months 
of this year. They were: Volkswag- 
en, Renault, Fiat, Mercedes-Benz 
and English Ford. 

Four others—Volvo, Austin- 
Healey, Simca and Triumph— 
were in the 20-to-30 category. 
Thus, 44 of the 53 makes aver- 

aged less than 20 sales per fran- 
chise. Seven makes accounted for 
15 to 19 sales per dealer, and five 
were in the 10-to-14 range. 

Twelve nameplates registered six 

to nine cars per franchise during 
the period; 12 were in the three-to- 
five-car bracket, and eight makes 
averaged two or less sales per 
franchise. 

* ok + 

HE sales-per-dealer figures em- 

phasize the importance of dual- 

ling in the imported-car field. By 
handling several makes, a dealer 
can increase his volume and reach 
a broader segment of the market. 

For example, every Peugeot 
dealer handles Renault. Those 
makes totalled 87 sales per fran- 
chise in the first nine months of 
1960. A British Motor Corp, deal 
stocking Austin, Austin-Healey, 
MG and Morris could have aver- 


STROMBERG 


CARBURETOR 


HELPS KEEP 
HAPPY OWNERS 
HAPPY 


“You know—there’s just one 
way to keep a satisfied car owner 
satisfied. And that’s to provide 
him with carefree, trouble-free perform- 
ance. What he wants is dependable 
operation, good gas mileage, and easy 
starting.” 

“That’s right—and one easy way we 
it is by specifying 
STROMBERG*—the carburetor 
that’s built by Bendix—a pioneer 
of better fuel systems for over forty 
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Sales Per Dealer 


9 Mos. 1960 9 Mos. 1959 
Sales Sales 
Per Per 
Pos. Dealer Make Dealer Pos. 
1 $222. Volkswagen 1389 «61 
2 68 Renault 81 2 
3 37 Fiat 6 3 
4 31 Mercedes-Benz 27 «(69 
5 30 English Ford 49 4 
6 2% Volvo 45 5 
7 23 Austin-Healey 20 13 
8 22 Simca 39 «6 
8 22 Triumph 26 10 
10 19 Saab 22 il 
10 19 MG 21 12 
10 19 Peugeot 20 13 
13 17 Taunus 28 «68 
13 17 Hillman a. = 
15 16 Porsche 16 16 
16 15 Morris 17 15 
17 13 Lioyd . 
18 12 DKW 13 17 
18 12 Citroen s 
18 12 Jaguar 10 20 
* Borgward 12 18 
® Opel 11 19 


*—Not in Top Twenty. 
@© 1960, by Automotive News 





aged 64 sales for the period, 

The dualling theory doesn’t apply 
to Volkswagen, however. About 70 
percent of the 520 VW dealers 
handle only the one make. 

And with a projected annual vol- 
ume of 300 sales per franchise, 
Volkswagen has an average that 
even Chevrolet and Ford can’t 
match. 


Renault to Set Up 
Dealer Council, 


Bosquet Reveals 


NEW YORK.—Establishment of 
dealer councils by Renault is one 
of his firm’s most important inno- 
vations scheduled for 1961, accord- 
ing to Maurice Bosquet, president 
of Renault, Inc, 

The councils, he said, are intend- 
ed to “broaden the avenues of com- 
munication between the factory 
and the dealer.” 

They will consist of representa- 
tives elected by the dealers and will 
meet two or three times a. year, he 
said. 

Dealers will elect a member from 
each state to a distributor-level 
council, which in turn will elect a 
representative to a national body. 

Bosquet said the national body 
should be “truly representative” of 
dealer problems at the national 
level. 


Saab Attias 
13 New Dealers 


NEW YORK.—The following 13 
dealerships have. been awarded 
Saab franchises: 

Wilton Imported Car Center, Inc., 
Danbury Rd., Rt. 7, Wilton, Conn.; 
Southeastern Sports Cars, Inc., 500 
Peachtree St: N. W., Atlanta; 
Strickler Motors, 4502 S. Main St., 
Elkhart, Ind.; Schwartz Motor 
Sales, 144 Mill St., Liberty, N. Y.; 
Moore Motor Co., 415 E. Frank 
Phillips Blvd., Bartlesville, Okla.; 
Fowler Motors, Ltd. 1614 Fort 
Myer Drive, Arlington, Va.; Dal- 
ton’s Motor Sales, 110 Wooding 
Ave., Danville, Va.; Post Imported 
Cars, Inc., 667 W. Boston Post Rd., 
Mamaroneck, N. Y.; Lance Motors, 
9101 Church Ave., Brooklyn, N. Y.; 
Saab Motor Car Co., 1573 S. Broad- 
way, Denver; Ladd Motors, Inc., 
1224 Cumberland St., Lebanon, 
Pa.; Foreign Car Village, Ltd., 3126 
E. Washington Ave., Madison, Wis., 
and William Berg, Inc., 1126 Union 
Bivd., Allentown, Pa. 


Suit Over Imported Cars 
Settled for $4,500 


FLINT.—A consent judgment of 
$4,500 was ordered in Circuit Court 
here for Freedman and Slater, Inc., 
New York, which had sued Con- 
tinental Cars, Inc., here for pay- 
ment for six imported cars. 

The New York firm had asked 
for $7,500 and costs. It charged that 
it sold the autos to Continental for 
that sum in March, 1958. Conti- 
nental issued a check for that 
amount but then stopped payment, 
charging the shipment was incom- 
plete because it did not include cer- 
tain parts. 
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Confused Market Cited in New York... 





Dealers See Further Shakeout 


tell you we won’t be in this business| he was of the opinion that the re- 


NEW YORK.—Contrary to the 
feeling in many import factory cir- 
cles, the retailer of imports doesn’t 
feel that the so-called “readjust- 
ment” period is over yet. 

He bases his feelings on retail 
sales, and counters that since July 
they have been less than satisfac- 
tory. Many reasons for the contin- 
ued slide are offered, but the end 
result of all discussions is that sales 
have not yet given any indication 
of improvement and the retailer, 
with the exception of a few isolated 
dealers, is quite pessimistic at this 
time. 

Said one import dealer, whose 
line is not adulterated with a do- 
mestic line, “I lost $6,000 in Octo- 
ber. I recently won a trip to Ber- 
muda, but I can’t afford to take 
advantage of it. Things are really 
bad. Last week we sold two used 
cars. You know I can’t operate 
this place with things as slow as 
that. 


“T’'ve got a friend,” he continued, 
“who has a bigger place than this 
a couple of miles away, and he tells 
me he lost $10,000 in October. I can 


much longer at this rate. Why stay 
in?” 

These cases are not extreme. Nor 
are they much different than stories 
being related in the domestic retail 
outlets either. Both import and do- 
mestic seem to be experiencing a 
general slowdown. 

One thing most dealers say about 
this period is that it will eliminate 
the fringe dealers and importers. 
To this they offer a silent prayer of 
thanks, but if conditions continue 
along this way for much longer, 
many more dealers will join the 
fringe ranks than had been sus- 
pected several months ago. 

Another big import retailer said 


Colorado Registrations Up 


DENVER.—Colorado motor-ve- 
hicle registrations are expected to 
hit 918,000 this year, the United 
States Bureau of Public Roads pre- 
dicts. This would be a gain of 
33,303, or. 3.8 percent, over 1959 reg- 
istrations and .5 percent ahead of 
the average gain across the nation. 











PRINZ 


PRINZ 30 





SPORT 


PRINZ 


Winner of 1960, Little LeMans, at Lime 
Rock, 1960 Mobil Mileage Rally (with 62 
M.P.G.), Grand Prix of Argentina, Tour-de 
France and Nuerburgring . . . plus count- 
less other wins all over the world. 


NSU Motorenwerke of West Germany is 
the developer of the NEW NSU Wankel 
R.C.E. (Rotating Combustion Engine) 
which will be available but not prior to 


1962. 


COAST TO COAST 


Sole U..S. 


Importer 


TRANSCONTINENTAL MOTORS, INC. 


230 Park Avenue, Suite 1416 
New York 17, New York 
MUrray Hill 9-2710 


adjustment is just about over for 
him. 


“We, of course, handle the 
sports car lines, and they are al- 
Ways seasonal,” he said. “I sus- 
pect. though, from the reaction we 
have seen lately, that things are 
going to start upward for us in 
the near future. I see a lot of in- 
terest in our cars again, and 
many people are turning to our 
bigger sedans, because they just 
don’t like the domestic high- 
priced cars this year.” 

The market appears to be con- 
fused, and dealers seem almost as 
confused. The public still hasn’t 
given a clear indication of its pref- 
erence in ’61 models, and many 
dealers feel that this is due to 
great confusion on its part. People 
like the new smaller offerings from 
Detroit, but they don’t appear to 
be impressed, unless adversely, by 
the price tags. 

Importers report that after look- 
ing at the new smaller cars, the 
prospect often wanders into an im- 
port showroom to look around and 
consider buying, but often wanders 

out again, unsure of his choice or 
desire. Multiplicity of choice has 
its pitfalls, too. 

In addition, the confused and 
hesitant used-car market is having 
a striking effect on the buyer. An 
import buyer recently decided to 
trade in his $2,400, 2%-year-old im- 
port for a newer, more expensive 
vehicle. When the dealer told him 
his car was worth exactly $800 in 
today’s market he decided he would 
own his 2%-year-old car for an- 
other five years, at least. 

The reluctance of dealers to 
trade on almost any used car be- 
cause of the uncertainty of the 


Costs on Compact, 


Big Car Compared 


o 
By Runzheimer 

CHICAGO. — Cost information of 
special interest to business auto- 
fleet managers considering the use 
of compact cars is presented in 
“How Much Less to Run a Com- 
pact,” a new booklet published by 
Runzheimer & Co., Inc. 

Runzheimer, a specialist en gi- 
neering firm, presents in chart form 
the basic cost information on two 
standard cars and two compacts. 
The cars are the Chevrolet V-8 and 
6, the Falcon and the Volkswagen. 

Twelve separate cost figures are 

shown for each make, Figures pre- 
sented for the two compacts show 
substantial savings, a spokesman 
said, although Runzheimer points 
out that there are many factors in 
addition to cost which influence 
selection of cars for business auto 
use. : 
The chart also emphasizes the 
need for an accurate method of 
driver payment on compacts, rath- 
er than using approximations of 
allowances previously established 
for standard cars, he said. 

Per-mile operating allowance on 
the Falcon, for example, is 2.70 
cents, the spokesman added, about 
25 percent less than the per-mile 
figure of 3.55 cents for the Chevro- 
let 6. The total annual] fixed allow- 
ance for the Falcon -is $739, about 
10 percent less than the $834 shown 
for the Chevrolet 6, he said. 

He. said copies of the booklet are 
available free from: Runzheimer & 
Co., Inc., 332 S, Michigan Ave., 
Chicago 4, Ill. 


Rayco.Ends Franchising, 


To Own New Stores 


PARAMUS, N. J.—A major 
change in company policy, the first 
since its founding in 1946, has been 
instituted by Rayco Mfg. Co. Since 
its inception the company has based 
its retail operations on the fran- 
chise system, but from now on it 
will own and operate all additions 
to the present 162-unit chain of 
Rayco auto accessory stores, ac- 
cording to Joseph Weiss, president- 
founder of the company. 

Weiss revealed plans to open be- 
tween 30 and 40 new retail units 
during the next 12 months, to be 
managed by company executives. 
Corporate goal is 300 retail units 
by 1965. 


market, since the entry of the 
smaller cars into it, has created 
an extremely sticky situation, 
which makes both dealer and cus- 
tomer reluctant once the real bar- 
gaining begins. 

Import dealers all feel that the 
present market situation is liquid, 
but that it is moving toward a new 
kind of stability. Almost everyone 
queried felt that the import is here 
to stay—that, as an adjunct of the 
auto business, imports had won a 
place in the hearts of Americans 
and will remain. Selection is bound 
to be reduced, because of the exit 
of many fringe operators, but all 
dealers agreed this is to the good. 

However, many dealers feel that 
the import representatives in this 
country have not yet completely ful- 
filled their obligation. 

Strangely enough the first thing 
every dealer, bar none, asked for 
from his import representative, dur- 
ing Automotive News’ survey, was 
more advertising. 

In every case, the dealers inter- 
viewed, and they were dealers in 
every category—from Austin to 
Volkswagen—felt that advertising 
support must be increased. In some 
cases dealers were even more spe- 
cific in their criticism, asking for 
more specific local help, for in- 
stance. 

—Ep Brown 


Seaway Shipments 
Top VW Goal 
By 30 Percent 


ENGLEWOOD CLIFFS, N. J.— 
Volkswagen of America says it 
was able to deliver 30 percent more 
vehicles to Great Lakes ports than 
it planned at the start of 1960’s in- 
land shipping season. 

The company had hoped to de- 
liver 16,000 Volkswagen sedans, 
trucks and station wagons at inland 
U. S. ports during the St. Lawrence 
Seaway’s spring-to-fall season. But 
with increased demand for the cars 
from midwestern buyers, Volks- 
wagen of America actually put 
ashore 21,495 vehicles in Toledo, 
Chicago and Detroit. 

This represented 41 shiploads 
moved across the Atlantic aboard 
specially-designed automotive trans- 
ports operating out of Hamburg, 
West Germany. VW ships regularly 
operate all year round into 13 addi- 
tional U. S. ports on the Atlantic, 
Gulf and Pacific Coasts. 

Carl H. Hahn, general manager 
of Volkswagen of America, said the 
company intends to continue to 
“take full advantage of the Sea- 
way’s potential in the years ahead 
and pass its economies along to VW 
purchasers.” 





BMW 








"700" COUPE 





"700" SEDAN 





“600” 


Also makers of 
BMW Isetta 300, 
BMW 700 Sport Coupe, 
501, 502 and 507 


COAST TO COAST 


Sole U. S. 


Importer 


FRONTEK CORPORATION 


(formerly BMW-Fadex Corp.) 


230 Park Avenue, Suite 1416, New York 17 
MUrray Hill 9-2710 
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What Each Maker Plans... 


Europeans Appraise 
Market in America 


(Continued from Page 44) 


liath-Hansa and Borgward, have; will switch to a larger engine or 
been combined into one group/|do something else. 


under the personal management of 
ota, arene dai ta The English Picture 
ere is no dou a $s group 

will pull through and quality win| W/71% the picture in England 

be watched much more closely, The} ¢.., month & ‘ aka ce be 

Isabella may, during the second| oh 00 in sade s py ae Bi 

half of 1961, get a slightly larger! 56 in. B sition ean hm dunes ecline 

engine and some styling changes. : 

However, this is not a certainty at Perhaps relying too much on the 

this time. The import dealer should|U. 5. market and expanding pro- 

benefit from the changes in the| duction somewhat faster than buy- 
ers could collect the money to buy 
cars has brought on some of the 

slowdowns reported. 


Borgward organization. Perhaps 
also Borgward had relied too heav- 
But the British products and 
the British automotive business- 


ily on export sales to the U. S, and 
did not sufficiently build up his 
men are much too good to be 
U. 8. import 























































dealer force at home. 

In the Borgward group the new 
Arabella deluxe and the Isabella 
are the money makers. 

Goliath’s Hansa has been body- 
wise, the Cinderella of the group 
and has been in small production 
so far. However, insiders expect 
something to happen at Goliath 
rather soon. ‘ 


British Motor Corp., consisting of 
Austin, Morris, Austin-Healey, MG, 
Riley and Wolseley offers so much 


* * 


a is something not to 
worry about. When Ferry 
Porsche, owner of the Porsche fac- 
tory, goes to bed, he has his Amer- 
ican dealers on his mind. When he 
gets up, the same can be said. 

While being a smal] firm, 
Porsche is in top-notch shape. 
Porsche manufactures for his 
American dealers and if changes 
are needed, the Porsche organiza- 
tion is capable of making them. 

For the sports-car dealer without 
mass sales, Porsche remains a good 
bet. New patents and new body 
studies point to more, much more, 
to come—of course, not in the low- 
priced field. 

BMW is coming up slowly but 
surely. The Bavarian Motor Works 
has long been on rough seas, not 
even certain if they would make 
“terra firma” once more, However, 
BMW did not sink and is once 
more on an even keel. BMW does 
not want to be a large-volume 
make. It will offer to the import 
dealer quality cars with elegance 
and sport-like performance, A me- 
dium-sized four-door sedan may 
come later in 1961, while the 700 
line will be expanded to cover a 
wider range of sizes and engines. 
BMW is a make to be represented 
by a dealer who likes fine cars for 
those looking for something differ- 
ent and who don’t count the pen- 
nies too stingily. 

NSU is a solid make but is noth- 
ing to get rich on. NSU makes the 
tiny Prinz and has the Wankel 
engine, the turn-piston job, in prep- 
aration. NSU is a well organized 
enterprise and may add slightly 
larger cars to its program. 

Only the future will prove if 
Hans Glas, maker of the two-cylin- 
der Isar cars (ex-Goggomobil) can 
keep going along in this more-and- 
more-competitive game, Glas has 
lived in Detroit and knows the 
U. S. market very well. Perhaps he 
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M. H. BURY"s 
newspaper advertising column 


Rolling Wheels 


syndicated by 
A. M. Beitier + Advertising 
1912 Delancey Place, Phila. 3, Pa. 
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AUTO TURNTABLES 


Low priced, Portable, Move anywhere. Plug in. 
For indoor or outdoor display. Set up in 20 
minutes, Write for free illustrated literature. 


Alse Available 
POSTS and 
’ ROPE RAILINGS 


AMER-STAGE CO. 
805 East 134 St. 
New Yerk 54, N. Y. 


and has invested so much in the 
U. S. sales organization that it 
cannot but continue to market cars 
in the U, S. 

BMC produces economically and 
should have adequate price flexibili- 
ty when this feature may count 
most. The research program has 
a@ great number of projects under 
study—among those the chances 
for more front-wheel-drive cars for 
the future. 

Rootes Group, Hillman, Humber, 
Singer and Sunbeam, is going 
strong since the improved Hillman 
and the Sunbeam Alpine sports 
car are finding more buyers. Rootes 
is engaged in a large project for 
a very small car which will be 


mass-produced in new facilities. 
* ” ad 


6 lye Standard-Triumph organiza- 
tion based its successes on two 
facts, good sports cars and regular 
cars of advanced design. The Her- 
ald especially appeals to the lovers 
of progressive cars since it has in- 
dependent rear wheel suspension, 
no grease fittings on the chassis 
and other innovations. 

A strong British firm with ex- 
pansion written all over the fac- 
tories is Jaguar, now combined 
with Daimler (British Daimler, 
that is), Jaguar dealers have 
found that they can make money 
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3. More Dealerships 
Cross Over to Rover 


NEW YORK.—Rover Motor Co. 
of North America has appointed 
three more dealerships in New 
England for British imported 
Land-Rover four-wheel drive ve- 
hicles. One of the dealers also will 
sell and service Rover sedans. 
The new trio: Land-Rover—West 
Townsend Garage, West Townsend, 
Mass.; Fred R. Carpenter Co., Inc., 
25 Boston Rd., Lynn, Mass., and for 
both Rover sedans and Land-Rover 
Resnik Motors, Inc., 560 Elm St., 
Manchester, N. H. 





in the U. S, and the planning by 
Jaguar points that way for the 
future. 


Insiders claim that Jaguar’s styl- 
ing continuity may be broken in 
1962 when new body styling may 
be introduced. However, it is not 
confirmed whether that event may 
not be postponed until well into 
1963. 

The GM plant in England is 
Vauxhall of Luton. Vauxhall has 
been called recently in a German 
trade publication the “stepchild of 
GM in Europe.” However, one eas- 


ily forgets that Vauxhall is a truck 
factory in the first place and a 
car maker in the second place, and 
the styling in the passenger line 
may be a bit old. 

The four-cylinder cars offering 
four-door sedans and four-door sta- 
tion wagons have been sold in the 
U. S., but the six-cylinder cars have 
not. Those who know the six-cylin- 
der Vauxhall cars, especially since 
the engine has been enlarged and 
equipped as extra item with the 
new compact Hydra-Matic trans- 
mission, believe that it would be 
a money maker for some import 
dealers in the States. 

of * * 
roe OF ENGLAND in Dagen- 
ham is “big” as the word goes. 
The Anglia has been THE suc- 
cess in 1960, and the engine, a 
powerful little rascal, is being used 
in sports cars by other makers. 


The new Lea-Francis sports 
car—a revived, assembled make— 
uses the Ford Zephyr six-cylinder 
engine. Imports from Ford of 
England should have profits in 
them for American dealers. 

The other British makes—Rover, 
Rolls-Royce and numerous sports 
car makers—usually have such 
small production that one cannot 

(Continued on Page 53, Col. 1) 


SELLING SLANTS 


ice crusher 


TAKE 
YOUR 


PICK 


1—2—3—4 and 5 Star Awards 


This is just a sampling of the 30 
valuable prizes you can choose 
from in the AC-Guide Parade of 
Prizes. Read how you can get 
one or more of these exciting 
prizes—and make extra profits 


besides! 


*x*kx* Sportline 
sleeping bag 


* Silex 
Starburst 
Carafe 


%& Coleman 
insulated 


jug 


Kk kkk Shakespeare 


spinning outfit 


* Airguide 
auto compass 


kkk Electric 


can opener 
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believe that dealers can live by 
handling just one of these makes 
alone. Rover, by the way, now fea- 
tures power steering. 

* cd 


The Fiery French 


‘_ French auto industry in 
general has been going like a 
house on fire. Only lately, some 
price reductions in foreign markets 
have been made, mostly by Renault 
for the Dauphine and some slow- 
down has occurred in Dauphine 
production. 

Some further concentration of 
the industry has been talked 
about, Especially, between the 
Simca group and Citroen, some 
arrangements on production have 
been made. 

Dealers of import cars will find 
that there is money left in the sale 
of French cars. 


in France, nationalized Renault, will 
continue to push the Dauphine, 
which has been seller No. 2, after 
Volkswagen, on the various mar- 
kets. It is not feared that Renault 
may lose this position. Renault is 
well aware of the trends and when 
the time may come that revised 
styling, a larger engine or a slight- 
ly larger car is needed, there is no 
doubt it will be offered by Renault. 
A letup is impossible, and the deal- 
ers shouldn’t have to fear the fu- 
ture. 

Peugeot does not sell in large 
amounts but is gaining friends 
since the car is good throughout. 
The new 404 has proved to be a 
hit in the smaller compact class 
of extra quality. 

Perhaps Peugeot may, at an extra 
price, offer a hydro-pneumatic 
spring system one day for the new 


To begin with, the largest maker' 404. Since Renault does not make 


OF THE MONTH ! 


the Fregate, the larger car, any- 
more, Peugeot may be sold by Re- 
nault with more emphasis, since 
both organizations cooperate in the 
sales setup. 
ea + 

Ce is not only counting 

on the uniqueness of the DS-19 
and the ID-19, but also has an 
adequate amount of ideas in store. 
What the outcome will be of the 
new smaller Citroen one does not 
know at this time, The import 
dealer will find that Citroen will 
back him and Citroen is a stable, 
solid enterprise. 

Simca is a proposition hard to 
judge. While the Aronde series 
with various slightly different 
versions offers a fine new four- 
cylinder engine, styling has been 
left alone for quite some time. 
Simca is said to have a nice new 
car, smaller than the present 
Simcas, in preparation. The larg- 
er Vedette come either with 
the new four-cylinder engine, as 
Ariane, or with the somewhat 
antique V-8 engine. 

Simca is related in some ways 
with Fiat, other ways with Citroen 
due to a new deal, and after all 
with Chrysler, How happy all these 
marriages turn out to be, only time 
can tell. Those who expected Chrys- 
ler Corp. to take a more active 
hand in Simca and influence styling 


or other features are somewhat dis- 
appointed, but still Simca is one of 
the really big French producers 
and there seems to be no lack of 
quality. 

Panhard, with front-wheel drive 
and two cylinders, is offering a 
good product, However, how it 
will appeal to the American buyer 
remains still to be seen. It isn’t 
the easiest car to be driven, which 
may make it hard to sell to women. 
And, basically, two-cylinder en- 
gines, no matter how good, just 
have two cylinders too few for the 
ad - Citroen cooperates with Pan- 


* * 


Italy Going Strong 
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New VW Site for Adams 


BANGOR, Me.—After 15 years in 
his present Haymarket Square loca- 
tion, Jim Adams, Inc., ig planning 
to move his auto agency across the 
river to Brewer. Three years ago 
Adams opened a Volkswagen deal- 
ership after representing Nash- 
Rambler for nearly 17 years. His 
new building will be on a lot 400 
foot wide by 300 deep. It will be of 
all-steel rigid frame, cement block 
and glass, Estimated cost of build- 
ing and land is $125,000. Jim Adams 
is past president of the Maine Au- 
tomobile Dealers Assn. 





— Italian industry has not/has American ties, Fiat is practic- 


been affected by a slowdown. 
There is but one real mass pro- 
ducer with a complete program, 
and this is Fiat. 


have a special appeal 
can car buyers. The 600-D 
been improved, and is now a 
quick and agile little car, and 
the six-cylinder types are we! 
liked and appear to be without 


any bugs. 
Fiat buys tooling in Detroit and 





ner 





Hurry—Hurry—Hurry! It’s Pick-Your-Prize Time in the 





Parade of Prizes 


Yours with the GLM-79 Merchandiser Package 


Used as an incentive, such prizes can quickly build 


What an assortment of prizes! If you're an outdoor 
lamp sales and profits. 


man, you might like a deluxe sleeping bag. . 
man lantern or camp stove... 
Shakespeare spinning outfit. Or why not thrill the lady 
in your life with an electric blanket... an electric can 
opener... or a deluxe hair dryer. There are gifts for the 
whole family, too—30 in all. And now you can get one or 


more of these wonderful gifts 


selling “Guide” Lamps—the sealed-beam lamps that 
are used on more new cars than any other brand. 


How to get your ‘‘Parade of Prizes'’ Awards 

Each GLM-79 Merchandiser Package you buy contains 
a 1-star Award Certificate—redeemable immediately 
for one of several 1-star gifts. The more packages you 
order—the more 1-star certificates you can accumulate 
for more expensive 2—3—4 or 5 Star Awards, as 
shown here. To order your prize or prizes, just fill out 


the certificate and send it to 


Headquarters. You pay only $28.35 for each GLM-79 
package containing 16 fast-moving AC Guide sealed- 
beam lamps. The profit from three 6000 series lamps 


is your only investment in the 


certificate. You get full profit on the 13 remaining 


lamp units. 


Get on the beam for more sales, prizes and profits 


Give your lamp sales a real boost by offering your 
GLM-79 prize certificate as an employees’ sales award, 


. a Cole- 


a tackle box...ora 


just by stocking and 


AC Parade of Prizes 


valuable 1-star award 


GLM-79 CONTAINS 


16 FAST-MOVING 
AC GUIDE LAMPS 


Each package contains a bal- 
anced inventory for both 2- 
and 4-headlamp cars. The 
assortment consists of the 
following types: 5—6006; 5— 
6012; 2—4001 ; 4—4002, 


VALUABLE 1-STAR 
AWARD CERTIFICATE 


A 1-star Award Certificate 
comes in each GLM-79 Pack- & 
age. it can be redeemed im- 
mediately for a 1-star award 

by completing the reverse side 
and mailing to AC Parade of 
Prizes headquarters. Award 
Certificates may also be 
accumulated for larger 2- to 5- 
star awards. 


AWARDS FOLDER 

<q Fully illustrated, this folder 
shows all of the prizes avail- 
able and how many star certifi- 
cates are required for each 
prize. There are 30 valuable 


prizes in all. 





ORDER GLM-79 PACKAGES FROM YOUR & SUPPLIER TODAY 


ally Italy and as long as there will 
be an Italy, there will be Fiat. 

Lancia, perhaps before Alfa Ro- 
meo, when production figures are 
concerned, appeals to the buyer of 
differently designed, fine cars. Only 
Lancia has the little V-4, only Lan- 
cia has the V-6, and only Lancia 
has the new Flavia with front- 
wheel-drive and disc brakes all 
around. The import dealer not out 
for mass sales will find Lancia on 
the way back to more business. 

Alfa Romeo is the make from 
Milano which offerg sports cars in 
two series—sports cars which have 
a prestige giving name, While not 
in the class of big sales, Alfa- 
Romeo will always sell to lovers of 
particular cars. 

Other Italian makes are usually 
not able to sustain a dealer who 
would carry nothing else. This ap- 
plies to Ferrari as well as to 
Maserati and to other smaller 
makers. We should not fail to no- 
tice that Moretti, Abarth, Osca and 
a few other makers are also around. 
Most of them make bodies and at 
the same time cars derived from 
units made available by Fiat, us- 
ually souped up for more power 
and speed. 

* * 
N THE Netherlands, DAF is a 
well-organized, w e11-financed 
organization. In the small-car field, 
the two-cylinder DAF seems to be 
lacking the type of pickup one 
needs in today’s fast-moving traf- 
fic, The belt drive seems to have 
worked out quite well in this little 
car, but the two-cylinder engine 
— seems to be a bit underpow- 
ered. 

On the Swedish scene, Volvo 

cars have been so far a success. 


sports coupe 
England with units shipped from 
Sweden. Volvo is planning to 
make 6,000 coupes available for 
shipment to the U. S, in 1961, and 
will in addition continue to sell 
the sedans. Volvo’s share of sales 
to the U, S. is perhaps a bit too 
large in regard to total sales. 

Saab comes from a well-financed 
airplane maker, Styling is odd, but 
workmanship is Swedish, which 
means good. The engines reminds 
one of the German-made DKW 
two-cycle type, Selling may be an 
uphill fight. 


U. S. Court Rules L. A. Firm 


Can’t Use ‘Polyfoam’ in Name 


AKRON.—District Judge Ross 
Rizley has sustained the validity of 
General Tire & Rubber Co.'s regis- 
tration and exclusive rights to use 
the trademark “Polyfoam” in a 
judgment against Cecil Greenwold, 
doing business as Polyfoam Prod- 
ucts Co. in Los Angeles. 

Polyfoam is the trademark used 
by General Tire in connection with 
sales of polyurethane foam used for 
cushioning in automotive and other 
applications. Greenwold and his 
Polyfoam Products Co. were re- 
strained by the court from using 
the word Polyfoam or any word 
confusingly similar as the whole 
or as a part of the trade name. 





Approximately 70,000 motorcycles/ 
motor scooters are registered in 
California. MRN can furnish you a 


complete list of owners, to help you 
sell this important market. For book- 
let, write Dept. N, Motor Registration 
News of California, 523 East 14th 
Street, Oakland 6, California. 
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ments are styling, economy and 
roominess, with its full-length 
safety frame, pick up and weight— 
it weighs 100 pounds more than 
other imports in the same field— 

getting special emphasis. 

* * + 

ENGLISH FORD 
|, pa nigral gyeaye will get the big 
play, but magazines, including 
Time, Sports Illustrated and Satur- 
day Evening Post, will be used ex- 
tensively to promote the 1961 line 
of English Ford, 

Sold 


through Lincoln- 
Mercury dealers, least expensive 
of the line—the Anglia—is being 


promoted as the car that “Saves 
More Than U. S. Compact; Gives 
More than Other , 
Lincoln-Mercury is planning to 
place the most emphasis on the 
Anglia line this year, with the 
other members of the English Ford 
family—the Prefect, Consul, Zephyr, 
Zodiac, Escort and Squire station 
wagon—being sold on order. 
Features of the Anglia include 






lower maintenance costs, a larger 
trunk capacity and “engine up 
front.” 

Size of English Ford advertising 
budget for 1961 had not been deter- 
mined at press time, 

* * * 


FIAT 
QE of the few import makes 
that carries on a cooperative 
advertising program with its deal- 
ers, Fiat will hit hard with print 
media in 1961. 

Using a heavy schedule of na- 
tional magazine promotions, Fiat 
will put plenty of emphasis on its 
sports models —the Spyder 1200 
and 1500 series. Major emphasis 
will be put on economy, low price 
and roominess. . 

Handled by Grant Advertising, 
Fiat's promotions in 1961 will carry 
the slogan: “Carries You in Style 
for Less Than a Penny a Mile.” 


JAGUAR 
ORKING with a budget in the 
neighborhood of $500,000, Jag- 
uar will hit heavily in print media 


in 1961 to promote what it terms 
“the finest car of its class in the 
world.” 

Handled by Cunningham & 
Walsh, approximately 75 percent 
of Jaguar’s advertising will go 
into newspapers and magazines. 
Direct mail also will be used on 
an area-wide basis—New York to 
get the first promotions — and 
local radio will be used by its 
distributors. 

Jaguar also will watch for special 
events that may keep with the im- 
age of the car, officials said, but no 
special promotions had been sched- 
uled at press time. 

Two slogans will highlight Jaguar 
advertising in 1961: “Engineered 
without Compromising Motoring 
Excellence,” and “Elegant without 
Affectation; Distinctive but Not 
Selfconscious.” 

* * * 
MERCEDES-BENZ 
yO emphasis will be placed 

on print media in telling the 


mately 80 percent of the $500,000 

appropriated for advertising and 

promoting the car in the United 

States during the 1961 model year. 

Newspapers will get approximate- 

ly 10 percent, and miscellaneous 

media will receive the remaining 

10 percent of the budget. 

The German-made car is sold in 
the U. S. by Mercedes-Benz Sales, 
Inc., a .subsidiary of Studebaker- 
Packard Corp. Advertising for the 
ear is handled by the New York 
and South Bend offices of D’Arcy 
Agency. 

Craftsmanship will get the big 
play in Mercedes-Benz advertise- 
ments. Salon advertising promo- 
tions and special fashion promo- 
tions will highlight the year’s pro- 
motional activities, officials said. 

* * * 
PEUGEOT 
EEDHAM, LOUIS & BRORBY 
advertising agency will handle 
Peugeot promotions that will fall 
entirely in magazines in 1961. 

Although the budget for 1961 
has not been finalized as yet, of- 
ficials said it undoubtedly will be 
larger than that allocated for 

1960. 

Price will get the biggest play in 


Mercedes-Benz sales story in 1961.| Peugeot advertising as the company 


Magazines will receive approxi- 


How to tame 
“bearish” 
customers 


Give them the richest, 
most complete multi- 
viscosity oil in the world— 
Pennzoil 10W-30 with Z-7. 
So rich, it gives double the 
protection demanded. 

So complete, you never 
need extra additives. 


You can depend on this 
multi-viscosity oil for both the 


starting advantages of 1OW 
and the wear protection 

of S.A.E. 30 grades. This all- 
weather oil contains 100% 
Pennsylvania bright stocks 
to minimize wear—doesn’t 


depend on neutrals and 
chemicals alone. 


You’ll increase winter 
service business, boost sales 
and profits on all your services 
and products. And safe- 
guard your good reputation 
for customer satisfaction. 

For more winter business, 
keep track of customer 
service needs and sell them 
when they’re needed. It’s 
easy with Pennzoil’s 
exclusive Kontax System, 
4-to-| favorite among 

dealers nationally. 

Call your Pennzoil 
distributor today about 
Pennzoil 10W-30. He's 

listed in the Yellow Pages. 


Member Penn. Grade Crude Oil Assn. 
Permit No. 2, Oil City, Pa. 





pushes its slogan of “La Qualite 
































Qu’on ne Discute Pas (Quality that 
Cannot be Questioned).” 
* a * 
PORSCHE 
P ORSCHE, handled by Mann- 

Ellis, Inc.. New York adver- 

tising agency, is another make that 
will use magazines entirely to pro- 
mote its 1961 line of cars. 

The size of its advertising budg- 
et for 1961 will depend on in- 
creased production facilities and, 
in turn, increased shipments of 
cars to the United States, officials 


Operating with a slogan of “All 
it Shares with Other Cars is the 
Road,” Porsche promotions in 1961 
will stress performance, quality, 
— construction and roadabil- 
ty. 

No special promotions have been 
planned. Outside of its national 
magazine advertising program, 
Porsche will depend somewhat on 
dealers’ promotions through adver- 
tising kits supplied them by the 
parent company. 

* * ok 
RENAULT 

AitHovugs advertising plans for 

1961 have not been solidified due 
to a change in management, print 
media will be used most extensively 
to promote the new line of Renault 
cars. 

Economy, styling, ruggedness, 
price, maneuverability and roomi- 
ness will get the play in Renault 
advertisements, which are han- 
— by Needham, Louis & Brorby, 

ne. 

Renault officials also are working 
on plans for cooperative advertising 
between distributors and dealers. 

Size of the company’s advertising 
budget for 1961 has not been final- 
ized, but is expected to be about the 
same size as that allocated for 1960 
promotions, officials said. 

ok * * 


ROOTES MOTORS, INC. 
1 tye ehgiecers will completely reverse 

its policy of placing equal em- 
phasis on national magazine and 
newspaper advertising in the past 
by placing its advertising almost 
exclusively in newspapers in 1961. 
This effort, however, will be supple- 
mented by radio at the local level. 

John Panks, managing direc- 
tor of Rootes Motors, explained 
that in his opinion the product 
image over the previous years 
has been well established by 
Rootes in its advertising efforts, 
and the change in policy indi- 
cates a feeling on the part of 
Rootes that it is now necessary to 
get the point of sale over to the 
public in a more definite man- 
ner, rather than creating an 
image of the product. 

A dealer needs this kind of sup- 
port at the local level, Panks said, 
so that his trading area begins to 
identify the dealer with his loca- 
tion more closely. 

Mogul Williams & Saylor recent- 
ly wag appointed as Rootes’ adver- 
tising agency. Rootes officials said 
that it was MW&S experience in 
merchandising at the dealer level 
that prompted the appointment. 

Rootes will concentrate its pro- 
motional efforts on the two mod- 
els which have the greatest mar- 
ket potential in the United States— 
the Sunbeam Alpine sports car and 
the Hillman Minx with automatic 
transmission. 

a cd * 
SIMCA 
ERATING under a dual mar- 
keting setup and declaring that 
it’s “in the market to stay,” Simca 
will go heavily for newspaper and 
mass circulation magazines in pro- 
moting its Etoile, four-door sedan 
in 1961. 

Working with a slogan of “Im- 
ported from Paris by Chrysler,” 
Simca also will use promotions in 
key market areas and tiein co- 
operative advertising with deal- 
ers. 

Tied in with another slogan— 
“Biggest Car in Its Price Class”— 
Simca will feature unitframe con- 
struction, low initial cost, four- 
speed transmission and economy in 
its 1961 promotions. 

+ Bd * 

TRIUMPH 
j= nearly all media, Stand- 
ard-Triumph Motor Co., Inc., 
manufacturer of Triumph _ sports 
cars, sedans and station wagons, 
again will emphasize economy and 
engineering advances in promoting 

its line of cars. 

Doherty, Clifford, Steers & 
Shenfield, New York advertising 
representative for Standard-Tri- 

(Continued on Page 55, Col. 1) 
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umph, will utilize newspapers and 
magazines on a national basis 
and radio, television and news- 
papers locally to promote the 
Triumph Herald and Triumph 
TR-3 in 1961. Direct mail also 
will be used to promote the Cars. 
Merchandising programs with 
magazines and newspapers also will 
be utilized throughout the model 
year. Although it has not been final- 
ized, the advertising budget for 
1961 is expected to be somewhat 
larger than that used in 1960. 


The Triumph Herald will be pro- 
moted as the “Economy Car That’s 
Years Ahead in Engineering.” The 
Triumph TR-3 has a slogan of 
“America’s Most Popular Sports 
Car and $500 Less than any Com- 
parable Sports Car.” 

Herald copy will stress economy, 
unique safety features, handling 
ease, and low purchase price. TR-3 
copy will stress its “classic sports 
car styling, disc brakes, four-speed 
transmission and other safety fea- 
tures.” 

* * * 
VAUXHALL 
AGAZINES will again carry the 
bulk of Vauxhall advertising 


Miami Market: 
A Depression 
In Paradise 


(Continued from Page 29) 


for imports. We think foreign cars 
will come back, perhaps not up to 
’59 sales, but substantially better 
next year. We are opening up a 
new deal for the Rootes line. We 
have no price competition from the 
compacts.” 
+ oe 

ad owas import market is bound to 

improve next year,” said Char- 
ley Grentner (English Ford). 
“We've shaken out some operators 
who sold nothing but price. We 
plan to expand our facilities.” 

Bob Ussery jr. (Renault and oth- 
ers), said, “We're going to get more 
aid from the factory and more ad- 
vertising. I look for a fairly good 
year. Another thing that encour- 
ages me is the really good used-car 
market in imports. 

“Most domestic dealers don’t 
like to bother with used imports, 
principally because they don’t 
know their value. We do, and we 
sell quite a few at a profit.” 

Of the 42 import makes sold this 
year in Miami, 19 makes sold fewer 
than 10 units and seven makes reg- 
istered only one each. One would 
think in this city of millionaires 
Rolls-Royce would be popular, Last 
year, only two were sold and so far 
this year, three. 

* ce 7” 
OLKSWAGEN is second in vol- 
ume to English Ford, John 
Rinehart, Monarch Motors, attrib- 
utes the success of Volkswagen to 
service. 

“There is a maximum of ac- 
ceptance for Volkswagen,” he 
said. “I’m sure this is due to bet- 
ter service, Of course, we have a 
fine product with proven experi- 
ence. We still have a 90-day order 
list on some models, not quite as 
large as this time last year, The 
compacts have hurt a little, but 
our business is good and I think 
it will get better. We can sell all 
our Volks tradeins. It’s not so 
easy with other makes.” 

* * * 

LL in all, one can’t get away 

from the disappointing sales 
figures this year for imports in 
Dade County. There’s little doubt 
most of this is due directly to the 
domestic compacts, A contributing 
factor is the general letdown in 
total automobile sales for the year 
to date. 

An import dealer is somewhat 
dedicated to this type of car, and 
those dealers who have survived 
@ very rough summer are still 
optimistic. 

As one (anonymous) dealer said, 
“Business must go up, there’s no 
more room down.” 








with a small portion of the budget 
also going into newspapers. No 
special promotions are planned at 
the present time. 

Vauxhall advertising will put 
special emphasis on economy, 
price position, and the “fine car 
features available on the car,” of- 
ficials said. 

Vauxhall’s advertising budget for 
1961 is expected to be somewhat 
smaller than that used in 1960. Ad- 
vertising for the car, sold through 
Pontiac dealers, is handled by Mac- 
Manus, John & Adams, Inc., Bloom- 
field Hills, Mich. 

* * * 
VOLKSWAGEN 
Ga on a $2.2 million 


general consumer and trade maga- 
zines exclusively in 1961, but a mil- 
lion dollars is to be spent in pro- 
viding dealers with necessary mate- 
rials for local advertising in other 
media. The 1961 budget is $1 million 
larger than that allocated for 1960. 

In addition to the factory pro- 
gram, dealers and distributors 
have a cooperative advertising 
program in which the factory 
does not participate. 

Handled by Doyle Dane Bern- 
bach, Inc., New York, Volkswagen 
car advertising again this year will 
stress economy and quality. No spe- 
cial slogan has been created to pro- 
mote the cars, the largest seller 
among all imports to the United 
States. 

Truck advertising will go entirely 
into magazines, with direct mail 
and selling promotions being used 
throughout the year, officials said. 
Volkswagen truck advertising is 
centered around the theme, “Own- 
ers of Over 120,000 Volkswagen 
Trucks Say It’s Economical.” Work- 
manship also will get important 
play in VW truck advertisements. 

Volkswagen truck, service and 


budget, Volkswagen will use'used-car advertising currently is 


Innocenti Building 


Austin A-40 in Italy 


MILAN, Italy.—Innocenti, manu- 
facturer of the Lambretta scooter, 
is building the Austin A-40 in a new 
plant here under license of British 
Motor Corp., Ltd. The plant has a/| 
capacity of about 50,000 units a 
year. 

The cars, available in sedan and 
station-wagon models, are similar 
to the Farina-styled A-40s produced 
in England, with the exception of 
some minor modifications required 
under new Italian road regulations, 
a spokesman said. 

The cars were introduced in deal- 
er showrooms all over the country 
during the last week in October. 


handled by Fuller & Smith & Ross, 
Inc., but Doyle Dane Bernbach will 
become advertising representative 
for both cars and. trucks beginning 
May 1, 1961. 
* * ok 
VOLVO 
OLVO’S factory and distributor 
advertising, public relations and | 
promotion plans for 1961 call for a| 





total expenditure of about $1 mil- 
lion, or slightly more than was 
alloted for this purpose in 1960. 

Most of the increase will be 
used to push the new Volvo P1800 
sports coupe due to bow in the 
United States in March. 

Approximately 35 percent of these 
advertising funds will go into trade, 
fan and consumer publications, 
Newspapers, however, will get 
about 50 percent of the budget. 
Another 10 percent will be split 
between radio and television and 5 
percent will go for miscellaneous 
use, 

Volvo plans to put heavy empha- 
sis on local advertising and promo- 
tions wherever possible, working in 
conjunction with individual dealers. 
The program also includes the con- 
tinuation of dealer coop advertising 
between distributors and dealers. 

Although the 1961 consumer cam- 
paign is currently in preparation, 
Volvo executives refuse to reveal 
campaign ideas or themes except 
to say that much of the advertising 


|and promotions will be heavily cen- 


tered around the P1800, which will” 
feature “quality engineering and 
craftsmanship from. Sweden.” 

Volvo is aiming for 4 percent of 
the import market in 1961. 





IN BUFFALO Car Dealers Start the 
Day Right...in the Morning 


Buffalo’s franchised car dealers know where their advertising produces 
of their 1959 new and used car daily 
linage in the Morning Courier-Express — 61.5% when Sundays are 


the best results. They ran 51% 


included. 


Other classifications also testify to the in-the-morning selling power 
of the Courier-Express. Men’s stores, for example, placed 72.5% of 
their daily linage in this influential paper. The figure for women’s 


stores was 66.9%. 


You, too, will find the Courier-Express your most productive Buffalo 
newspaper. It’s a must to insure your full share of this great metro- 


politan market. 


TWO WAYS TO SELL WESTERN NEW YORK 


FOR MORE ADVERTISING FOR YOUR DOLLAR concentrated 
on those with more money to spend use the Morning Courier-Express 


to reach Western New York’s top 160,000 households. 


FOR SATURATION use the Sunday Courier-Express, the state’s 
largest newspaper outside of Manhattan, to blanket the 489,103 families 


in Buffalo and the eight surrounding counties. 


*For Total Selling in this Great Market 


Buffalo 
Courier- 
Express 


ROP COLOR 7 DAYS 
Represented Nationally by 


NEWSPAPER MARKETING ASSOCIATES 


SCOLARO, MEEKER & SCOTT DIVISION 
New York, Chicago, Philadelphia, Detroit 


DOYLE & HAWLEY DIVISION 


los Angeles and San Francisco 








FORD FAMILY OF FINE CARS CLEARINGHOUSE «+ NO. 217 OF A SERIES 
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New FORD ECONOLINE TRUCKS 


outvalue them all! America’s newest commercial 


_ compacts cost buyers HUNDREDS OF 
~$$$$$ LESS to buy, operate and maintain! 


ECONOLINE — | 
VAN 


Ford’s smart-looking, versatile 
Econoline van has advantage of 
side and rear load < : 
Cargo volume is 204.4 eubic feet.’ 
Payload is more than 900 Ibs. with 
standard equipment; nearly 1,700 
lbs. with optional equipment. 


Ce 





j 
ECONOLINE TRUCKS are easier to load and unload! Load area is accessible 


ECONOLINE~—a new concept in compact truck design—places Ford dealers in 
through both side and rear doors in van and Station Bus. And Econoline’s 


a position to outsell a/l major competition in one of today’s biggest and most 
extra payload volume is the key factor in sales to many trades. 


ECONOLINE TRUCKS are easier to service! Ford’s proved, economical 


profitable commercial vehicle markets! 
Engineered by Ford Division to the expressed needs of light-duty truck 





operators, the new compacts offer all these features and advantages: 
ECONOLINE TRUCKS, consisting of a pickup, van and eight-passenger 
Station Bus, are not only priced lower than similar-type imported small 
trucks but as much as $500 below the closest American-produced competitor! 
ECONOLINE TRUCKS carry a-volume and load comparable to conventional 
pickups or panels; yet they are lighter, more maneuverable,. take up less 
space, and are far more efficient to operate and maintain. 


85-h.p. Falcon engine is mounted forward beside the driver’s seat where it 
is easily serviced without unloading vehicle. Position of engine also means 
unobstructed load’ space in rear. 

Like the Ford Faleon Ranchero—first compact truck ever offered by a major 
U. S. manufacturer—Econoline trucks reflect Ford’s desire to serve both 
the interests of its dealers and truck users by continuing to offer the best 


in commercial transportation with maximum economy. 
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ECONOLINE 
PICKUP 


Econoline pickup, with standard 
seven-foot cargo box, is lowest- 
priced, full-capacity pickup offered 
lbs., it provides room for extra 
passengers or storage of tools. 


FOR THE AMERICAN ROAD; THE FARM; AND INDUSTRY 
Ford « Faicon « Thunderbird e Comet « Mercury « Lincoln Continental « 
English Ford.Line « Ford Trucks « industrial Engines « 


Farm and induStrial Tractors and Equipment « 
Aeronutronic—Products for the Space Age « Ford Motor Credit Company « 


The American Road insurance Company 





MOTOR COMPANY 


ECONOLINE 
STATION 
BUS 


Seats eight with ease! Cargo 
volume of 204.4 cubic feet with 
rear seats removed. With seats in 
place, there’s still 32.4 cubic feet 
behind third seat. 





The American Road, Dearborn, Michigan 
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NEW PRODUCTS 











been announced by Superior Indus- 
tries, 7260 Atoll Ave,, North Holly- 
wood, Calif. 

























to old antifreeze. 
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TOOL STAND—A drawer tool stand, fea- 
turing four drawers with sliding trays and 
a heavy-duty work top, has been announc- 
ed by Lyon Metal Products, Inc., 11 Plant 
Ave., Avrora, Ill. The stand is mounted on 
swivel-type casters with composition rubber 
wheels 5 inches in diameter. The top may 
be reversed to provide a working tray with 
Y_-inch flange on all sides. Drawers have 
recessed handles and individual padlock 
attachments. Drawers are 21%, inches 
wide, 20 inches deep, 6% inches high. 
Overall size of unit is 22% inches wide, 
20% inches deep, 34 inches high. Finish 
in durable gray baked-on-enamel. 

ee tog 


HEATERS—South Wind “Instant” heat- 
ers for. every 1956-61 Volkswagen, has 
been announced by South Wind Division, 
Stewart-Warner Corp., 1826 Diversey Pkwy., 
Chicago 14, lil. These aircraft-type combus- 
tion heaters operate automatically through 
a combination on-off switch and thermostat 
control mounted on the Volkswagen instru- 
ment panel, and are independent of the 
vehicle engine and standard Volkswagen 
heating system. Combustion air and heat- 
ing air are drawn from outside and cir- 
culated through separate systems, it is 


“Penray All-Season Guard,” the 
product is designed to be added 







Krylon Unveils Primer 


A primer that can be used as a 
regular automotive paint under- 
coater or as a one-coat finish, has 
been marketed by Krylon, Inc,, 
Norristown, Pa. 
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STEAM CLEANER—According to Choldun 
Mfg. Co., 331 East St., New Haven, Conn., 
the “Iron Horse” steam cleaner is said to 
have a specially designed dual-piston 
water pump which delivers full volume of 
water at all times regardless of operating 
pressure, and cannot be harmed by hard 
water, lime, rust scale or any kind of 
chemical, including powder. Choldun steam 
cleaners come in three models, with ca- 
pacities of 60, 100 and 120 gallons per 
hour. 





SPRAY GUN NOZZLE—A spray gun noz- 
zle for reaching hard to get at places with 
the Idico Piston type Sprayers has been 
developed by Idico Products Co., 18 W. 
125th St., New York 27, N. Y. This nozzle 
has a flexible swivel joint which allows 
it to bend in any desired direction, it is 
said. A feature is said to be the self-clean- 
ing reversible tip which can be removed 
and put on in the opposite direction. When 
this is done the tip cleans itself out be- 





CAR WASHER—The Modern Pow-R- 





CAR RADIO—Autovox Corp. of America, 
250 W. 57th St., New York 19, N. Y., has 
introduced a transistorized car radio that 
is said to receive the standard broadcast 
and the international shortwave bands. 
The radio, called the Transmobil, slides 
into its mounting sleeve which is installed 
in a few minutes, it is said. A safety lock 
is said to prevent theft from the sleeve. 
The unit is powered by the engine battery, 
six or 12 volts, negative or positive polar- 
ity, and a standard car antenna. 

to-8 2 





STARTER SWITCH—A remote starter 
switch has been developed by the Kal- 
Equip Co.. Otsego, Mich. Featuring a built- 
in light bulb, the switch puts a trouble 
light at the mechanic's finger tips, making 
it ideal for tight jobs like working on 
distributor points, it is claimed. The Kal- 
Remote Starter Switch is said to handle 
even the big ones. The switch contacts are 
heavy duty and double silver plated for 
extra reliability. It comes supplied with 
heavy duty connecting leads for trouble- 


free operation, it is said. 
* * * 





POLISHER-S AND ER-BUFFER — Buff 'N 
Sand, a combination polisher-sander-buffer, 
has been announced by Ram Tool Corp., 
411 N. Claremont Ave., Chicago 12, Ill. 
The model R-900 is designed to run at 
500 revolutions per minute to avoid high- 
speed heat and friction on working sur- 


faces, it is said. The unit features a 
110-velt AC/DC air-cooled motor with 
thrust ball bearing. Individual packages 


include 7% -inch outer diameter lambswool 
bonnet and 24 sanding discs. 


* * * 


Antifreeze Additive 


A chemical additive that is said 
to convert any glycol base anti- 
freeze into an allweather coolant 
lasting 24 months, has been an- 
nounced by Penray Co., 1532 W. 
Fulton St., Chicago 7, Ill. Called 















said. 
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EXHAUST EXTENSION—An exhaust ex- 
tension designed especially for the com- 
pact car has been added to the “Thunder- 
tone” line of automotive accessories manu- 
factured by Durachrome, Inc., 3498 14th 
St., los Angeles 23, Calif. Called the 
“Compact Car Special,” this heavily 
chromed exhaust extension's curved design 
is said to eliminate bumper smudge and 
corrosion by directing exhaust away from 
the body of the car. Six inches in length 
and adjustable to tail pipe sizes from 1% 
to 1% inches, this extension is adaptable 
to all the compact cars, it is claimed. 


DRIP MAT—Greas-Gard, a drip pad de- 
signed to keep oil and grease spots off 
garage floors, has been announced by 
Progressive Products, Stevens Point, Wis. 
The 36-by-48-inch disposable, carpet-like 
mat is said to have 10 layers of absorbent 
material laminated on top of a grease- 
proof backing. It is said to soak up oil, 
grease, acid, brake fluid and antifreeze. 


* Ba * 





POWER FILE—The Rotofile. is oapproxi- 
mately 11 inches long, weighs eight 
pounds and is powered by a compact air 
motor. The unit uses a steel cutter for 
work on metal and lead, and abrasive 
grinder tubes on plastic body fillers. The 
cutter is said to require sharpening at 
six-month intervals, The machine has an 
adjustment for depth of cuts and contours. 
Rotofile Co., 3101 Washington, Waukegan, 
Hi. 








FLUORESCENT LIGHT—An 18-inch, port- 
able fluorescent light that plugs into cig- 
aret lighter has been announced by Ed- 
mund Scientific Co. The unit can be used 
continuously for 15 hours without having 
to drive the car, it is claimed. The alumi- 
num lamp comes with light fixture, power 
pack, 15-watt fluoro, 35-foot cord. Avail- 
able for six or 12-volt systems. Walter S. 
Chittick Co., 1212 Chestnut St., Philadel- 
phia 7, Pa. (Will not work on household 
current.) 





FUEL FILTER—An in-line fuel filter for 
1961 Volkswagen engines has been an- 
nounced by European Motor Products, Inc., 
P. O. Box 668, Riverside, Calif. The product 
utilizes a sintered bronze filter element 
which removes water as well as other for- 
eign matter from fuel. EMP! states that this 
element eliminates the problems of water- 
logging and constant replacement associ- 
ated with paper filter elements. The filter 
is cleaned by reverse flushing with gaso- 
line and will render good service for the 
life of an engine, it Js claimed. 

* 
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TRANSMISSION BANDS — Automatic 
transmission lined bands for Cruis-O-Matic, 
Dyna-Flow, For d-O-Matic, H y dr a-Matic, 
Merc-O-Matic, Powerflite, Powerglide, Tele- 
touch, and Turbo-Drive automatic transmis- 
sions have been announced by Raybestos 
Division, Raybestos-Manhattan, Inc., P. O. 
Box 1021, Bridgeport 2, Conn. The lining 
on these bands is said to be the same as 
the lining supplied by Raybestos to ori- 
ginal equipment manufacturers. Seven dif- 
ferent tested linings, properly bonded to 
steel cores, insure optimum service in each 
type transmission, it is claimed. 





Wash, designed for fast car washing and 
motor cleaning, has been announced by 
Slifer Mfg. Co., Inc., Gowrie, la. The unit 
is said to produce 400 pounds of pressure 
from its Y2-horsepower motor. Made of 
16-18 gauge steel, the washer is equipped 
with casters for easy moving. The unit is 
said to hold 17 gallons of solution, enough 
for three wash jobs. | 
* 





SPARE TIRE LOCK—A spare tire lock has 
been introduced by Parts, Inc., 1971 E. 
119th St., Cleveland 6, O. The Stop-Theft 
lock is said to feature a foolproof mech- 
anism and can be installed or removed in 
seconds. The patented concentric tube 
device cannot stick, jam or freeze and 
relocks without the use of a key, it is 
claimed. 





SAFETY BRAKE DEVICE—A “spare 
brake" which starts to function when any 
half of the hydraulic brake system fails 
has been announced by Alex Mfg. Corp., 
New York International Airport, Jamaica 
30, N. Y. The patented unit is called the 
SBD In-the-Line Safety Brake Device and, 
according to the manufacturer, it converts 
the brake system into a dual system, taking 
over automatically and safely when brake 
failure due to leakage in hose, wheel cyl- 
inder cups or brake tubing occurs. The 
front part of the brake system continues 
to function when the rear part fails and 
vice versa, it is said. Braking power is 
maintained on the two remaining wheels 
not affected by the brake failure. The unit 
is connected in-the-line of any hydraulic 
brake system, and becomes part of the 
master cylinder with absolute control over 
the lines leading to both rear and front 


wheels, it is claimed. 
* a oe 


Air Director 


A single roof mount air director 
for station wagons and pickups that 
is said to keep out exhaust fumes 
and keeps rear window clean, has 









cause the pressure, coming through the op- 
posite way, blows away residue, it is 
claimed. 


KEY CONTROL PANEL—A simplified key 
control panel has been announced by 


A. N. Hanna Co., Inc., 171 First Ave., At- 
lantic Highlands, N. J. The board will hold 
48 sets of keys on an area 8% by 16 
inches. The size permits the board to be 
locked up in a desk or carried home at 
night. The unit is available in a steel box 
enclosure with lock. 


* 





SHELF—The Powers Handy Shelf is de- 
signed for use in Volkswagen sedans. 
Made of heavy hardboard covered with 
a stainproof vinyl, the shelf does not inter- 
fere with the operation of the car, it is 
said. The unit is 42 inches long and 10 
inches wide. Powers Mfg. Co., 3632 Mont- 


gall, Kansas City, Mo. 
os @ 
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BODY REPAIR TOOL — Seven tons of 
pulling power and an eight-foot beam are 
key features of the EK-20 Power-Dozer. 
Capable of handling body sections and 
unitized construction, the unit enables the 
bodyman to repair every type of reinforced 
sheet metal damage, it is said. A self- 
locking, adjustable anchor post speeds 
hook-ups. The EK-20 weighs 209 pounds, 
has dual swivel casters and is equipped 
with four and six-foot chains, EK-25 body 
anchor clamps, an EK-235 |-bolt and pull 
plate, and on EK-233 13-inch pull clamp 
with an EK-236 O-ring. Blackhawk Auto- 
motive Division, 5325 W. Rogers St., Mil- 
waukee 46, Wis. 
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Five Dealers Size Up 
Outlook for Imports 


(Continued from Page 20) 


wagen (I don’t care too much for 
their automobile), but I think 
they’ve done a marvelous job. If 

they continue, they will be a 
profitable dealership to have. 

“I think the same about the im- 
ported car business, There’s going 
to be the top eight or ten stay in 
the country. When they get on the 
bandwagon and do business as we 
do here in America, I think we'll 
have a good business in a year’s 
time. Much better than it is today.” 

Bob: “We don’t have to contend 
with price shopping on the VW se- 
dan line at all. The exceptionally 
good response to our ’61 filled our 
waiting list up again; even with in- 
creased numbers of cars coming 
through, it doesn’t look like we'll 
have anything but a waiting list 
for the next 12 months.” 

ok * * 


‘Sell the Place’ 


OHN: “All you can do is try to 

sell them on the place and try 
not to give them a price. At least 
that’s the way we try to do it. 
Usually it works.” 

Omar: “I had a call from one of 
the larger leasing outfits this week. 
Our salesman had given them a 
good selling on buying Peugeot 
from us. So they wanted a price on 
the car, 

“The leasing outfits are used to 
buying for $25 or $50 over cost. 
They had tried to shop around and 
mentioned a dealer they could buy 
from for not too many dollars over. 
We wouldn’t go the route. 

“I think they’re going to have 

a hard time on Peugeot, Especial- 
ly when you’ve got the large 
amount of money we have invest- 
ed in Peugeot tools. If we’re 
going to let one go out the door, 
we're going to service it and keep 
that guy happy. We aren’t letting 
one go out for $100 over cost, for 
sure,” 

Carroll: “How important are ac- 
cessory sales to your selling?” 

Omar: “We’re one of the few 
Renault dealers that underseals 
every car. We've always tried to 
sell accessories. It gives you some- 
thing to work with. You’ve got an 
overallowance, or you've a fellow 
who wants to buy the car some- 
place else, you’ve got something to 
work with. You normally wouldn’t 
have, unless you sold the people on 
these particular accessories.” 

Lee: “Like Omar, we underseal 
the car with a little profit in it. 
The radio is a problem. If you have 
the radio in them, it’s awfully hard 
to make a profit on it. So we just 
don’t put any radios in until the 
customer wants one.” 

+ * om 


OB: “Accessories are even more 

important to us, because we get 
such a limited number of cars 
(VW). With no stockpile in this 
country and a long boat-head to 
Germany, it’s a real problem, So 
we only try to sell accessories that 
have real usefulness. 

“If a man wants a car without 
accessories, we don’t lead him to 
believe it came in with accessories 
on it. I think that day is long gone, 
and a lot of people are losing busi- 
ness because they do that. We try 
to sell them accessories, but we 
don’t artificially load the car when 
it comes in. 

“I don’t think you can do that 
anymore, successfully, and hold 
your customers.” 

John: “I don’t put anything on 
the car until after it’s seld. Then 
the customer is introduced to the 
service manager who teams with 
the salesman to sell the accessory 
line. They split the cemmission 
on all they sell.” 

Carroll: “How do you pay your 
salesmen ?” 

Lee: “We pay them on a flat $50 
per car, plus $5 for a contract and 
$5 for a radio. When they hit a 
certain number of cars, we give 
them an override, such ag $10 or 
$12 per car, At the present time 
we give $25 extra on a Renault. 

“On Volvo, they get $50 from the 


factory, if they sell one P544, On 
the other one (1228S) it’s $25. That’s 
a real incentive for the salesman 
to go to work. 


“But I’ve tried everything for| 


salesmen. You can give them $100 
a car and they’ll sit on their seat 
and only sell five cars, I don’t 
know what it is.” 

Tom: “We pay on a straight com- 
mission basis with an incentive and 
bonus arrangement, Our bottom is 
$40 on new cars, up to $100, plus 
a@ percentage of accessories. We 





start at $5 and grade up as to per- 
centage of financing arranged. 

“We pay 10 percent on acces- 
sories. This is limited mainly to 
the radio. Heater is standard, and 
we automatically underseal them. 
We don’t pay on underseal as that 
is part of the car.” 

* + + 
OB: “Our place is not a place 
to judge by, as we have a real 
individual situation. I have a sal- 
aried shop, and I don’t know of 
any other large shop in town that 
operates on a salary basis. 

“There are only three salesmen, 
because as I mentioned, I sell part 
of the time myself. We recently 
went to a pool arrangement with 
the salesmen, because the newest 
man has been there three years. 
I've never had a salesman leave. 

“Overall average (sales com- 
mission) is about $70 per new and 
used unit sold. We average about 
$50 to $55 per new Volkswagen. 
Commissions for all sales are 


pooled and then divided among 
the salesmen. 

“IT have a man who acts as sales 
manager when I’m not there. He 
takes 40 percent, and the other fel- 
lows, 30 percent each, of the pool. 

“In addition, we pay a very lib- 
eral financing commission, The bot- 
tom is $5 with no top. We also pay 
on accessories. 

“I don’t think there are two 
Volkswagen agencies that have 
the same sales commission plan. 
We pay pretty much on the basis 
that if it’s hard to sell, we pay 
for it. If it’s easy to sell, we don’t 
pay much for it. I don’t think 
there’s any point in giving money 
for other than genuine effort put 
out.” 

John: “I have about the same 
deal as Lee. The harder it is to 
sell, the more I pay for that par- 
ticular car. It starts at $50. 

“If the car is higher priced, it 
goes to $75, and some of the harder 
cars to sell, run as much as $100. 


59 
Used cars are the same way. 
There’s a top of $100 on the used 
cars. We also pay $5 for a contract, 
and 10 percent on all accessory 
sales.” 

Bob: “With such a long waiting 
list, we’ve always had quite a time 
selling financing. We thought it 
was because the length of time 
people had to shop for their financ- 
ing. (It’s not as easy to sell a car 
on an order list as people think. 
You have to sell it three or four 
times). 

“So we tried an experiment, As 
we had been running about $300 or 
$400 worth of financing on a month- 
ly average of 20 new cars, I over- 
hauled the finance commission 
schedule and made it very-very 
liberal, The first month we showed 
$1,100 financing reserve. Next 
month went to $1,600. We now 
maintain that type of financing re- 
serve on 20 to 25 cars a month. 

(Continued on Page 60, Col. 1) 
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“We match foreign ear colores 


in 5 minutec” 


‘Foreign cars and foreign colors present no problems to us 
because we’ve set ourselves up with an R-M Tintometer 
Color Matching System. We can match foreign colors with- 
out delay and give our customers the prompt service they 
expect. The R-M System includes thousands of car color 
formulas (kept up-to-date with direct mailings to us)... 
PLUS standard colors for foreign cars, sport cars, farm and 
road building equipment, outboard motors, appliances and 
many other products... for added business, added volume!” 


Ask your R-M Jobber, or write us 


RINSHED-MASON COMPANY 
DETROIT 10, MICHIGAN + ANAHEIM, CALIFORNIA + WINDSOR, ONTARIO, CANADA 


Manufacturers of automotive paints, lacquers, enamels, acrylics and other refinishing products 
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‘**With a minimum investment we stock a limited number 
of base and tinting colors in R-M Lacquer and Permax 
Enamel. This is our basic inventory, which does not 
get out of hand. No obsolescence problem. We have 
eliminated the old-time confusion, clutter and waste of 
half-filled, half-used paint cans!” 


Protection in paint... 


perfection in color 
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If you pay the salesman for it,| month. So we are pretty flexible. 


you'll get it.” 
* * a7 


No House Deals 
CME: “We are quite flexible, 
starting with what we call a 
minimum deal. It’s $40. We don’t 
have any house deals, We do have 
a few other incentives, so a more 
sensible deal is usually worth $50. 
It can go as high as $75. 

“When the factory is participat- 
ing in some kind of a program, 
which they’ve done quite a bit late- 
ly, we usually pass it on by gradu- 
ated scale. We start with the first 
two cars, at maybe $10. The next 
two, $12.50, and so on. This would 
be above regular commissions. This 
goes into a pot, and salesmen di- 
vide it according to the number of 
sales they had at the end of the 


“Lately, we’ve had a lot of $40 
commissions. We don’t pay any- 
thing extra on accessories, That’s 
taken into account on the whole 
deal. Financing is the same thing. 

“On our Renault line, I've been 
sold on the people to where we 
write most of our contracts on a 
minimum down, at 7% percent, On 
a minimum down, that’s the figure 
we feel we are entitled to. 

“The salesmen know we are help- 
ing, then, by taking minimum 
downs. When they get a good 
healthy down, I feel they are not 
entitled to a commission on that 
end of it. At least, not in our line 
at this particular time. I can ap- 
preciate your thoughts on other 
lines, 

“It’s (financing commissions) a 


real business incentive and I be- 
lieve a person should use it.” 
ca o* 


ARROLL: “What is the best way 
to handle a domestic tradein?” 
Omar: “I’ve always been real sold 
on wholesaling any domestic trade. 
I don’t feel that an average buyer 
is going to.come to an imported-car 
dealer looking for a domestic car, 
unless it’s an unusual car they 
can’t find too many places. 

“If you’re going to handle do- 
mestic trades, I think you have to 
set up a separate facility. When 
you can’t sell them a ’57 of some 
model, you’ve got a '55 or ’56 or 
something to show. 

“You've either got to be in it or 
out of it. I feel very definite about 
it. We wholesale everything.” 

Lee: “I’m of the same opinion as 
Omar, with an exception. If you 
can pick up extra money on a 
used-car tradein, I don’t see the 
point of wholesaling it. We make 
good money on used cars. 

“We keep Detroit stuff on one 
sales lot and imports on the 
other. We’ve had very few prob- 
lems with American cars lately. 
But it really was stacked up in 
March. Nobody wanted to buy, 
wholesale, or retail, or anything 
else. 

“They could steal ’em. We had 


about 60 cars on the lot. We wash- 


auto show in our showroom. Con- 


ed that down to three cars about| sider a highly advertised product, 


three months ago, Now we’re back 


like Renault, or Volvo. The person 


up to 20. But I think you miss out| comes in; he’s interested in a Dau- 


on some extra profit on a used 


phine. You go to work on him be- 


American car if you wholesale| cause he can compare cars while 


them all.” 

Bob: “I have to go along with 
Omar, that you have to be geared 
to an operation to handle domestic 
tradeins. I don’t think it can be 
half and half. 

“In the main, to do it successful- 
ly, over a period of time, you have 
to be either a full-line used-car 
dealer, or else you have to whole- 
sale it. 

“T’d like to add one thing, though. 
I think if you wholesale, you have 
to wholesale fast, and that’s what 
we do. 

John: “T’ll keep any good clean 
car. The rest of them, I get rid of.” 

Tom: 
can cars within 24 hours. We keep 
one or two around, and if they 
don’t go in a week, we let them 


go.” 
* * * 


Showroom ‘Show’ 


ARROLL: “In your opinion, 
what’s the major advantage of 
handling a number of different 
makes of different cars?” 
Lee: “I believe that we have an 





Now! Play it wé4 


THIS BIG 
ELECTRIC BLANKET DEAL! 


It’s yours from Delco Battery and Packard Cable, and it’s a beauty . . . a CASCO Electric Blanket, the perfect 
gift for the lady of your house! This wonderful blanket, available in twin or double bed size, features contour 
design with thermostat control, and arrives just in time for cool weather comfort . . 


replacement battery and cable sales. 


All you do is order six Delco batteries, three of which are DC-12’s (or batteries of higher capacity), or a $20.00 
selection of any Packard Cable products, and you get this lightweight, high-quality electric blanket for only 
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$11.95! With each order you receive colorful Delco or Packard display material, too! 


So whether you handle batteries, cables, or both, here’s a fine opportunity to blanket your family with warmth 


and comfort. Your United Motors Service supplier is the man to see. 


DELCO BATTERIES and PACKARD CABLE .. 
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. and the upswing in 


“We wholesale all Ameri-| 












he’s in our showroom. : 

“I don’t see how anybody in the 
imported automobile business can 
exist on one line, and make enough 
money to pay his overhead,” 

Bob: “I think we have a lot of 
advantages in a single line, As 
Lee says, we have a tremendous 
advantage, because of the back- 
ground of service business that’s 
been built up with Volkswagen. 

“In the early days, VW asked us 
to put in certain service facilities 
which we didn’t actually see the 
need for. Hardly anyone concen- 
trated on services such as we have. 
But it’s paid off terrifically. 

“It’s a lot easier to run a good 
service operation on one line. We 
get better factory and distributor 
support in one line. They realize 
that we are a partner in business 
with them.” 

Lee: “May I add, that in Volks- 
wagen’s case, they started differ- 
ently than any other importer in 
this country. They started out with 
a 100 percent deal right off the bat. 
Did it right, and it clicked. 

“When Renault came along, they 
could have had the same thing, in 
my opinion. But they got carried 
away with their greediness. The 
first thing you knew, an American 
dealer couldn’t handle anything 
else but a Renault. Period. You had 
to get rid of the American lines. 

“It wasn’t six months later that 
they were signing American dealers 
in the same showroom with Re- 
nault. So they cut their own throat 
right in the middle. They didn’t 
know whether they were on or off 
the bandwagon, and they killed 
themselves by doing it, 

“Volvo’s never done that. Neither 
has Rootes. BMC’s the only one 
who tried, and now they’re appar- 
ently going to be dumped clear out 
of the picture. 

John: “Well, you never give any- 
thing up. You just stick with it.” 

+ ok * 


OB: “When a customer comes 
into a service shop, your men 
work on one product. You can sell 
the efficiency and knowledge of 
your shop. Where a mechanic has 
to know 15 engines to work on, it’s 
rough. We don’t want that. It’s a 
lot easier to concentrate on one 
product service.” 
John: “I think your one big ad- 
vantage, Bill, is that all automobiles 
run hot and cold. Every few months 


we'll get a hot line. If you’ve got 


two or three lines, you’ve always 
got something moving. 

“If you stock extra parts on each 
car, it’s a big help, moneywise. The 
Rootes Alpine is very good, but 
MGs have cooled off. Sprites are 


still good. 


Lee: “Are they? They’re not 
with us, They cooled off right 
quick.” 


Tom: “No doubt the answer to 


the whole thing is economic. If you 
can handle a single line and make 


money, then you are obviously 
much better off. It’s a much clean- 


er, simpler operation. 


“If you need that extra $4,000 or 


$5,000 gross a month, you’ve got 
to start another line. It’s purely 


economical. Fortunately, we don’t 
need anything additional, and it 
would be a definite disadvantage. 


Volkswagen dealers are the only 


fellows who are in that position. 


Nobody else can do that.” 


Omar: “Well, I agree with Tom, 
100 percent. If you need a bigger 


gross to do the job, that’s possibly 
the only way to do. 


“I feel very definitely that im- 
ported-car distributors and fac- 
tories, have made many mistakes 
in the past. We’ve had four, five, 
or six competitors, but no strong 
dealer. We are disappointed, be- 
cause we feel that people have 
lost confidence in an imported 
car. 

“They bought any one of 10 dif- 


ferent makes, and five months later 


the guy isn’t there anymore. 
“Plenty of distributors and fac- 





. reliable products of GENERAL MOTORS... 
distributed nationally through 


tories want me to take on their car, 
but with such a poor background 
of dealer relations, I don’t see why 
I should bother to handle their 
product at any price.” 

Carroll: “How can distributors 
and importers be of more help to 
the imported car dealer?” 

Omar: “The distributor must 
back you up and understand your 
problems with a real desire to stay 

(Continued on Page 61, Col. 1) 
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Distributors Warned .. . 


3 Dealers Size Up Import Future 


(Continued from Page 60) 


in the American market, give you 
a decent gross profit and select 
quality dealers, 


it’s hard to make a profit on a 
single line.” 

Lee: “Importers need to take a 
good look at Volkswagen. A 
long look. You know, these manu- 
facturers of European cars cer- 
tainly mess a car up. The 404 Peu- 
geot’s been talked about for the 
last six or eight months, So the 
Peugeot we have now, the 403, has 
died. 

“I think the reason is people are 
waiting to see the new model. 












































* * 


Gross Profit Hiked 


Sa going to have a far bet- 
ter automobile (Renault) in 
the future, but until that car ar- 
rives, the factory helped get our 
gross profit up much higher than 
a@ year ago. We can compete to a ; 
certain extent, for the fellow look-|Here’s Volvo coming out with a 
ing for a Falcon or Valiant, if he’s| Station wagon, in the next two 
got an old car to trade in. — that will look like the 1228. 

“But while we’re going through oe ‘wis Sacer iggy ond wea 
this a woe on — eae We don’t really have it, but ovr 
as g as we’ e to), rather ’ 


than take on a couple of different taking orders. | * 

lines, and try them six months, _" ss 
until something else presents itself, aaa and’ tks tk Sines ae 
we'll stick with one make. ample of everything that’s happen- 

“In going through this period, |eq in the imported-car business. 

they may cut down the number | In Peugeot we've a real find; one 

of dealers. Not cancel anybody, | of the best dollar for dollar values 
but not replace those that drift | in the market. 

off, a th 7 hae ee “But the importers have been sit- 

wagen’s big hoo e ic | tin : 

amount of confidence the public ‘on ae ee 

has in the product and dealer 

organization, But, with all these 
pitiful mistakes, it’s surprising 
there’s so many imports around. 

“We sure don’t need as many 
dealers today, in relation to the 
number of cars we're selling, as we 
did in 1959 and 1960. Ridiculous, 
when there should be one dealer in 
a given area, instead of five. 

“I feel very definitely they can 
have aegood profit. If the Renault 
factory had worked along this line, 
set up dealers accordingly, and 
hadn’t put so many in domestic 
dealers, they’d be right behind 
Volkswagen, profitwise, and all the 
way through. 

“They've prostituted the line, 
there’s no doubt in the world about 
it. But I’m sure it’s going to right 
itself here in the next five or six 
months ahead.” 

* cd od 

EE: “I believe Omar is right 

and this thing will right itself 
in six or eight months, It'll right 
itself just as quick ag importers 
get on the ball and start doing 
things they should in signing up 
quality dealers. 

“Keep the car out of an Ameri- 
can dealer’s hands. If it should be 
in one ‘place, it should be in one 
place. Service is the greatest thing 
in the business to keep a dealer 
going over the rough times we 
have every four to seven years,” 

Omar: “If you have an area of 
50,000 to 100,000 population, where 
it won’t support one single-line 
dealer, I'd rather see a good dealer 
that offers service, is a good rep- 
resentative of the community, and 
has two or three lines. 

“When people buy the car, they 
know they can go back there for 





IN SOLID 


haven’t increased the dealer’s gross 
at all. They haven’t given you any- 
thing to work with. They haven’t 
done anything in the way of ad- 
vertising. They’ve done nothing. 

“So the line has gone complete- 

ly dead, Not because the 404 is 
coming. Because we have our 
hands tied. We have no way to 
compete with the cars in Peu- 
geot’s price class. 

“This is just typical. They sit 
back, and it takes at least a year 
or two to reach people on the other 
side of the ocean, with ideas. They 
can’t understand that to compete 
in this American market, you've 
got to do a lot of things the way 
American dealers do.” 

Lee: “I’ve been told by Rootes 
| Group that they are going to stay 


Two for Citroen 
WATERTOWN, N. Y. — Trotter 
Equipment here has been appointed 
a dealer for Citroen, which also 
signed Forstner Motors in Green 
Bay, Wis, 





“Well, here are the keys and 
happy motoring.” 
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and finance companies are guilty 
of this.” 


* * * 


Factory Counsel 


OB: “Today, you can’t consider 

a Volkswagen agency but what 
representatives from the factory 
and the distributor are there. Not 
only to lay out how much money 
you have to put into it, but how 
much frontage you should have, 
total parking space, and how many 
parts. 

“It requires, roughly, five times 
the investment that it did in 1955 
for the same number of car sales. 
They’re looking ahead and I agree 
with it.” 

John: “That’s somewhat true of 
many imports today. A few years 


in this country regardless of how|%8° you could go with any of them 


much it costs. And I’ve heard that 
Renault spent about $3 million this 
year to stay. And they'll spend 
more. 

“As to creating quality dealers, 
I've always condemmed the fi- 
nance companies for setting up a 
dealer with $10,000 or $20,000. They 
give him a flooring limit of $100,- 


for a few dollars.” 

Omar: “That’s a strong situa- 
tion, That’s what’s made Volks- 
wagen good, and that’s what's 
going to make them even better. 

“We are paying for the mistakes 
of the distributors. We're paying 
for the mistakes of the dealer who 
worked our community for three 
to six months, until the people lost 


000. Six months or a year later, We} all confidence in the product. 


have a slipup. 

“The first thing you know, they’re 
giving his stock away. This hurts 
the quality dealer. The factories 





“Many import owners don’t know 
where to buy parts, We've « real 
strong business to look forward to, 
with a little distributor help.” 





6 solid reasons! 


w BMC opened the modern U.S. import 
market. Morris, Austin, Austin Healey and 
MG have been on the American market 
longer than any other group of imported 
cars. 


ae » BMC is the world’s largest manufac- 
turer of sports cars and Britain’s largest pro- 
ducer of all types of cars. 


3. Americans have become familiar with 
what Britons knew for decades—fine crafts- 
manship and superb engineering are hall- 
marks of BMC. 


4. BMC maintains the largest parts in- 
ventories in the U.S. of any British car man- 


ufacturer. BMC has more U.S. warehousing 


SS 


SALES 
FOR 10 


service and parts years later. 
This is a stronger situation for 
the factory, also. In a smaller 
community, as we all agreed here, 


and distribution facilities and more service 
training schools for U.S. dealer personnel. 


SP. 
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Newark Center 
For U.S. Operation 
Opened by Datsun 


NEWARK, N. J.—Nissan Motor 
Corp., manufacturer and distributor 
of Datsun cars, opened its eastern 
headquarters at 221 Frelinghuysen 
Ave., Newark, supplementing its 
facilities in Los Angeles, 

The new headquarters is located 
about 19 minutes from downtown 
Manhattan, and is a 16,000-square- 
foot structure which houseg the 
company’s showroom and service 
department, general offices of Nis- 
san in the United States dealer de- 
velopment headquarters and a wing 
devoted to parts. 

Soichi Kawazoe, Nissan vice-pres- 
ident in charge of American opera- 
tions, and Robert M. Bathurst, 
Sales manager, presided over the 
opening ceremonies, 


Sullivan Chevrolet Moves 


CHAMPAIGN, Ill. — Sullivan 
Chevrolet has moved into its new 
building at Walnut and Washing- 
ton Sts. The firm is headed by 
Giles Sullivan, 


5 « In addition to the world’s fastest selling 
sports cars, BMC makes economy cars, com- 
pacts, station wagons, luxury cars, commer- 7 


cial models. ( 
YEA RS. Be G. BMC cars avoid both extremes—that q 


of never changing and that of changing for | 
changing’s sake. BMC designs move for- a 
ward naturally. 


ate 


ee 


Little wonder there’s big satisfaction in selling if 


AUSTIN * AUSTIN HEALEY * MG * MORRIS | 


For further information, write to: HAMBRO AUTOMOTIVE CORPORATION, 27 West 57th Street, New York 19, N. Y. 
U. S. representatives of The British Motor Corporation, Ltd. 
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ting for Dealers... 





Volvo Looks East 
From California 


NEW YORK.—In a surprisingly 
candid appraisal of Volvo's cur- 
rent United States market position, 
Ake Hogman, president of Volvo 
Distributing, Inc., gave an explana- 
tion of that company’s tumble in 
total registrations. 


He strongly emphasized, at the 
same time, that Volvo’s share of 
the import market has held fairly 
steady and is now beginning to 
improve in many areas. 

According to Hogman, the excel- 
lent pioneer job turned in by Gene 
Klein, Volvo’s West Coast distribu- 
tor, plus an excellent dealer or- 
ganization recruited by him, and a 
shortage of cars, had resulted in 
45 percent of Volvo U.S. allotments 
being shipped to the Coast, where 
in reality only about 35 percent of 
the total market exists. 


Conversely, 65 percent of the total 
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““FRAME-KONTACT” 
TWO-POST 


“FRAME-KONTACT” 


MOST COMPLETE LINE OF 


market exists east of the Califor- 
nia marketing area, Hogman stated, 
and 1960 has demonstrated the nec- 
essity to concentrate more effort 
in this latter area, in order to de- 
velop a more balanced approach to 
the U.S. market as a whole. 
* e +6 
IS has meant developing a 
dealer body in the East, during 
one of the worst periods imports 
have experienced since the original 
excitement about them began some 
six years ago, 

“We have been faced with the 
necessity of building a dealer 
body in the 28 states which com- 
prise our Volvo Distributing 
area,” Hogman said, “at a time 
when the average dealer is no 
longer automatically a prospect 
for an import franchise.” 

According to Dave Beasley, gen- 


eral sales manager of Volvo Dis- 
tributing, Inc., 120 additional deal- 
ers will join the 190 dealers in the 
Eastern area who now handle the 
franchise. 

Both men were in agreement that 
the import market continues to 
proceed rapidly through a shakeout 
period. They also agreed that the 
dealer who entered the market for 
the fast buck is the first one to 
fall by the wayside as retailing im- 
ports becomes more of a profes- 
sional job. 

This can only help to stabilize 
the market eventually, they felt, 
because the absence of the quick- 
turnover operator benefits the en- 
tire industry. Volvo takes a long- 
term view of its opportunities in 
the States, they said. 

* * * 
io BEASLEY’S opinion, the deal- 
er who survives this present 
marketing upheaval will be the 
man who operates as an independ- 
ent import dealer. 

About 90 percent of the current 
Volvo dealer body falls into the 
independent category, while about 
10 percent are dualled with Amer- 
ican makes. However, almost 
every dealer in the latter group 
has his imports under a sep- 


arate roof and operates his im- 
port operation independently of 
his domestic franchise, he said. 

As an indication of the progress 
made during 1960, Hogman notes 
that while Volvo Distributing sold 
8,400 cars last year in a period of 
declining volume, it is expected 
that sales will exceed 8,000 this year 
in this 28-state Eastern market. 

“As a matter of fact,’ Hogman 
predicted, “we have a sporting 
chance of getting back into the Top 
Ten before the end of the year.” 

Hogman believes strongly that 
the most damaging thing in the 
import business today, and one of 
the major reasons for the present 
slide in sales, igs bad service and 
poor parts availability. 

On the other hand, he maintains 
that. one of the major complaints 
voiced by Volvo dealers as a group 
igs their lack of opportunity for 
parts sales to customers. Studies 
are now in progress to determine 
the exact average of parts sales. 
If it proves out as now indicated, it 
may be the lowest in the industry, 
he said. 

Thig is the reason, Hogman be- 

(Continued on Page 84, Col. 4) 


For three out of four service jobs, you have to get under a car. That means 


TRUCK 








using a Hoist . . 


unmatched by present-day lifts . . 
pick-up pads that reach to any chassis support area . . 


TWO-POST, 


FOUR-POST 
ELECTRIC, 
AUTO 


. getting the car up so that vital underside parts are 
visible and accessible. For safety’s sake and trouble free driving, a car 
should be checked . . . periodically . . . from below! 

For service profits, a car should be raised on a Globe FS-10 (single post) 
or FS-27 (2-post) ‘‘Frame-Kontact’’ Hoist. These Hoists have superiorities 
. easy swiveling arms .. . long-sleeved 


. full rotating, 


3-position pads that will handle any car or any make or model. 
For complete data on Globe ‘“‘Frame-Kontact” Hoists, write to Globe Hoist 
Company, East Mermaid Lane at Queen Street, Philadelphia 18, Penna. 














Market Appears 
Solid in Midwest 


Import Dealers Look 
For Good Year in ’61 


(Continued from Page 24) 
payment is considerably less than 
one-third, and in fact, financing is 
so flexible that on ordinary average 
to good credit, they can make 
terms actually to suit the buyer. 

Columbia is a college town, 
with the University of Missouri 
and two ether large colleges, but 
less than 25 percent of the sales. 
are made to college students, 
Another buyer noted for her con- 

spicuous absence is the woman 
buyer. 

“I wouldn’t say that, generally 
speaking, that women like our car 
very much,” Kelley told AUToMoTIvE 
News. “Our car is strictly an econ- 
omy car of known performance, 
short on styling and chrome, and 
few women are attracted to it. 

“Our customer is usually sent to 
us,” he continued, “by persons who 
own Volkswagens and when they 
arrive are usually quickly and easi- 
ly sold by a demonstration ride,” 
Kelley continued. 

* * + 

“WE HAVE everything to offer 

that any buyer of an economy 
car could ask for, easy financing, 
realistic prices and our ability to 
accept anything in trade at its true 
value, plus one of the best parts 
and service departments in the 
Middle West.” 

An inspection of the parts de- 
partment showed a complete 
stock of parts and accessories, 
well shelved and presided over by 
an experienced parts manager. 
Included were almost complete 

bodies and three or four complete 
engines in factory boxes. Kelley 
said they could build a four-door 
sedan in just a little while with 
parts in stock. 

Incidentally, the service depart- 
ment was one of the finest and 
cleanest to be found anywhere and 
full of work. A person in a hurry 
with a bad engine can get a new 
engine installed in one hour for 
$248 exchange—that includes all 
new accessories — carburetor, gen- 
erator, starter, fuel pump—every- 
thing. 

- oe * 

IHERE are six mechanics and 

each mechanic has his own spe- 

cially designed lift made for Volks- 
wagens. There is room on one side 
for reconditioning domestic trades. 

There is a separate engine 
overhaul department. All the spe- 
cial tools, and there are not too 
many, are available, along with 
special stands and other equip- 
ment. 

Prospects for new business are 
excellent, Kelley reported, with vol- 
ume growing slowly but consistent- 
ly and the group of owners in- 
creasing, which in turn keeps the 
service department working at 
about top volume. Each of the six 
mechanics has been factory trained 
at U.S. service schools. 


* * *” 
wa about the impact of the 
domestic compacts? 

“Certainly the public has been 
considerably upset with the intro- 
duction of domestic compacts,” Kel- 
ley said, “and they have been con- 
fused by some of the extravagant 
claims for gasoline mileage, and so 
they don’t know what to do. The 
domestic dealers are in the same 
boat and they don’t know what to 
do either. It is my considered opin- 
ion that the compacts will help 
the sale of our products. 

“For instance, we have always 
been conservative in our economy 
claims,” Kelley continued. “We 
tell new buyers that they can ex- 
pect 30 to 35 miles per gallon on 
regular and when they get 38 and 
40 they are very much pleased 
with our conservatism. We tell 
them that we guarantee the tires 
for 40,000 miles and when they 
get 65,000 to 75,000 they are very 
much impressed. 

“We've got the economy car— 
gasoline-wise, tax-wise, service- 
wise, tire-wise plus no yearly mod- 
els to make the purchase out of 
style. People who want this come 
to us, buy quickly, pay promptly 
and become our regular customers. 
Compacts by American makers 
help make the public aware of real 
economy cars.” 
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71 PERCENT 


OF DELAWARE VALLEY’S 
AUTOMOTIVE SALES 
ARE MADE 
IN THE SUBURBS 
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The Philadelphia Mnguirer delivers your advertising to 33% more 


suburban men readers than does any other Philadelphia newspaper. 


Sources: 1960 Sales Management Survey of Buying Power; Continuing Study of Adult Newspaper Readership by Sindlinger & Company, Inc. based on over 50,000 interviews, 1957-59. (Summary of 1959 study available on request.) 
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64 
Bolster Dealers, Service .. . 


Top Imports Dig In 
To Hold U.S. Market 


(Continued from Page 42) 


time. Introduction of the new | will have to strengthen their posi- 
Saab 96 and the station wagon | tion in other countries to compen- 
had stimulated sales, he said. sate for loss of sales in the U. S. 

“Our plans for 1961 envisage a/market, but the Peugeot factory 
sale in this country of 8,600 cars,”| has no intention, nor need, to do so. 
Millet said, “which will be mostly 
within the present marketing area 
consisting of the East Coast to 
Florida and as far west as Minne- 
apolis, Omaha and Kansas City. 
We plan next. year to increase our 
dealer organization. by another 50 
dealers. 

“Our plans for expansion of the 
geographical coverage of the mar-. 
ket are not fimalized but would be 
based on establishing . additional 
depots which could provide the 
service and spare-parts support 
needed for such growth.” 

* * af 


Small Turnover 


ILLET added, “The turnover in 

our dealer organization this 
year has been very small, and cer- 
tainly below that of many import- 
ed makes, which I feel is a ‘healthy 
sign for the future.” 

Saab during 1960 opened a new 
parts and service depot in Jack- 
sonville, Fla. It also has depots in 
Hingham, Mass., and Carteret, N. J. 

By adding Auto Union-DKW to 
its Mercedes-Benz line during the 
past year, Mercedes-Benz Sales, 
Inc., has strengthened its position 
in the import market by offering 
cars in every price class, said L. A. 
Fleener, president of Mercedes- 
Benz Sales. 

Commenting on the future, J. 
Bruce McWilliams, new sales 
vice-president, said: “We are 
looking forward to our most suc- 
cessful year as an imported-car 
distributor, Mercedes-Benz ve- 
hicles have and will continue to 
enjoy sales which are limited 
only by the allocation made 
available by the factory. 

“Because of this car shortage, 
the field organization will be able 
to appoint dealers in only a few 
major markets, but will continue 
to upgrade the present dealer or- 
ganization. It is hoped that the 
manufacturer will be able to in- 
crease our allocation of Mercedes- 
Benz cars later in 1961.” 

McWilliams noted that Mercedes 
ranks fourth in import sales in 
New York and Chicago. He con- 
tinued: 

“Emphasis will be placed on 
broadening and strengthening our 
Auto Union-DKW dealer organiza- 
tion. Recent increases in our field 
sales organization will enable us 
to devote more attention to this 
program, An accelerated campaign 
to franchise new dealers, coupled 
with a vigorous sales promotion 
campaign, will be launched Jan. 1. 
This program igs expected to build 
as firm a foundation under Auto 
Union-DKW as already exists for 
the Mercedes-Benz program.” 

a *” * 





















































stay.” 


well as sells in the U. S, and is cur- 
rently shipping 190 tons of U, S.- 
built presses to its French fac- 
tories to be used in the production 
of ’61 models. 

* + * 


Upswing for Citroen 


ITROEN is another import 

which has seen improved sales 
in 1960, its gain over last year 
amounting to 18 percent. Introduc- 
tion of the. station wagon and an- 
nouncement of a convertible dur- 
ing 1960 completed the Citroen 
line, said Charles Buchet, general 
manager of Citroen Cars Corp. 
Added Buchet: 


“Among imported cars selling 
more than 2,000 units per year, 
only four cars showed an increase 
in registrations for September. 
These cars were Citroen, Austin, 
Sunbeam and Volkswagen. 

“This gain was attained in 
spite of the fact that Citroen did 
not decrease its prices, in order 
to maintain resale value and pro- 
vide a high margin of profit for 
dealers.” 

Asked to discuss how Citroen 
planned to meet the challenge of 
the U. S. market in 1961, Buchet re- 
plied, “The question is not really 
a pertinent one, as far as we are 
concerned. Citroen is established 
in this country not to challenge 
the U. S. market but simply to sell 
a product to a limited segment of 
that market which other products 
cannot satisfy either esthetically or 
technically. 

“For that reason, and because of 
the recognition of the quality of 
the Citroen automobile, we predict 
an increase of about 25 percent in 
the sale of our present line. 

“Besides that, in 1961 Citroen will 
enter the $1,500 car market with a 
NEW car of a technical design 
proved successful sinee 1948. 

“This new economy car will en- 
compass all of the reliable and 
economical features of the Citroen 
2-CV, of which more than one mil- 
lion have been sold on other mar- 
kets.” 

Bd * + / 

BRoCHET said Citroen plans to 

improve the quality of the 

product and its market in 1961 and 

to strengthen its dealer network, 

especially in the field of mainte- 
nance and service. 

New dealers would be appointed, 
he said, “only if we can maintain 
a profitable market potential for 
each dealer.” Citroen will provide 
all the necessary help to its dealers 
in floor planning and financing, he 
said. A used-car program also will 
be launched in 1961, 

H. K. Winkler, executive vice- 
president of Borgward Motors 
Corp., said his firm is girding to 
meet competition by reorganizing 
and coordinating existing distrib- 


i ORDER to improve the Mer- 
cedes-Benz program and handle 
the greater responsibilities caused 
by the addition of Auto Union- 
DKW, more zone offices have been 
established in major cities through- 
out the U. S., McWilliams said. 
Field sales and service personnel 
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New Dodge-Citroen Dealership— 


Marcel Motors, Inc. (Dodge-Citroen), has moved into this new building in Lewiston, 
Me. The building, of concrete block and wood construction, includes an attractive show- 
room, four offices and a nine-stall service garage. With parking space, the operation 
covers about 40,000 square feet of prime business land. Marcel Moore is president 
of the firm. 





model, a five-passenger convertible 
and a 100-horsepower sports car 
also will be introduced, he said. A 
four-door sedan priced at $1,795 
will be added to the line. 

“We feel there will continue to 
be an excellent imported-car mar- 
ket in the U. S. in 1961,” Huber 
said. “Our sales projections for 
Panhard are realistic in terms of 
our competition. 

“We intend to support our dis- 
tributors and dealers with a 
strong parts, service and promo- 
tion program which will make it 
possible for us to maintain a 
profitable share of the market 
for many years to come.” 

Huber added that Panhard would 
exhibit in all major imported-car 
shows in 1961. 


With seven parts depots now op- 
erating, Panhard plans two new 
ones early next year in Newark, 
N. J., and South Bend. An IBM 
parts ordering system also has 
been inaugurated. 

* OK oe 


ISTRIBUTION of Datsun in the 

U. S. was taken over from in- 
dependent distributors by a factory 
branch last Sept, 27. Nissan Motor 
Corp. in the U. S. is just moving 
into high gear, said Robert M. 
Bathurst, sales manager. Currently 
it is engaged in the announcement 
of the Bluebird sedan and station 
wagon and the Fairlady convert- 
ible. 

“In regard to the tremendous 
challenge of the U. S. market in 
1961,” Bathurst said, “Nissan 
Motor has just built parts and serv- 
ice facilities on the West Coast and 
has acquired facilities in the East 
for sales, service and parts. 

“We are stressing parts and 
service and plan dealer develop- 


utorships and dealerships and by 
concentrating “more than ever in 
the past” upon large cities. 

“We intend to integrate sales 
of all Borgward Group models in 
the same dealerships even if on 
the distributor level separate 
handling can in some cases not 
be avoided,” Winkler said. 

Three central parts depots will 
be established, Winkler said. 

A sales booster for Borgward in 
1961, he believes, will be the avail- 
ability of an automatic transmis- 
sion for the Isabella and Big Six, 
beginning in January. 

* K * 


Stronger Dealers 


AJOR efforts of Porsche of 

America in 1961 will again 
stress expansion and strengthening 
of the dealer body, said O. Erich 
Filius, general manager. Porsche’s 
operating formula, he said, is: 
“Service generates repeat sales.” 

“Backed by our previous success 
on the American continent and by 
thorough market surveys,” Filius 
said, “we are convinced that the 
Porsche automobile will prove to 
be the exception to the prevailing 
import trend. Indeed, we expect 
to increase our U. S. sales, as more 
cars will be shipped from our 
Stuttgart plant to this country in 
1961. 

“With general demand outrun- 
ning production, our sales ‘prob- 

lem’ is still unique in the automo- 
tive industry.” 

The Metropolitan this year was 
marketed by 1,872 of American 
Motors’ 3,000 dealerships. 

“It is in our AMC line to broaden 
our market coverage and round out 
our AMC family of cars to enable 
our dealers to better meet the 
varied automotive transportation 



































new BMW Isetta 300 have been 
temporarily suspended. 

“Imports during the last few 
months consisted primarily of 
BMW 700 coupes and BMW 700 . 
sedans, which are selling well, but 
due -to the general depression of 
the market, only modest quantities 
are being imported.” 

New distributor franchises for 
both’ BMW <4Fronték) and NSU 
(Transcontinental) are being ne- 
gotiated, Oppenheimer said. 

“Our firm plans to meet the con- 
ditions of the U. S. market in 1961 
by a limited advertising program 
and by participation in as many 
races, rallies and performance tests 
as possible,” he said. 

ke * ok 

PENHEIMER continued: “In 

view of the tremendous inven- 
tories of Renault and Fiat in this 
country—which can depress. the 
market further—we must keep our 
plans flexible as to a marketing 
program,” 

Asked to discuss the imported- 
car situation as it applies to DAF, 
Jan Soeten, president of DAF of 
Holland, Inc., said: 

“As you know, the DAF car was 
first introduced to the American 
public in April, 1959. At that time 
the imported-car business was 
growing rapidly and the interest 
for this Dutch product both from 
consumer and dealer side was over- 
whelming. 

“Shipments to this country, 
however, were delayed ... At the 
beginning of 1960, the first ship- 
ments of DAF cars arrived in 
this country and were sold 
through the two distributors we 
had appointed. 

“Our experience, however, is that 
independent distributors seldom do 
their job in a way which gives sat- 
isfaction to the dealers and the 
customers. Generally speaking, 
they want to make a ‘quick buck’ 
and who can blame them, 

“But if you want to introduce a 
completely unknown make on this 
tremendous market, it takes time 
and a lot of money has to be in- 
vested in the service setup, adver- 
tising, etc., before it really gets off 
the ground, 

“These were the main reasons 
why it was decided that we, as a 
factory, took over the distribution 
on the East Coast and cancelled 
the Midwest distributor.” 


* * * 


Compacts a Blow 


OETEN continued: “I do not 

have to tell you that something 
has changed in the imported-car 
business in the U. S. during the 
last year. 

“The introduction of the U. S. 
compact did hurt the imports in 
the $2,000 bracket the most. I firm- 
ly believe, however, that our car 
still has a great potential as long 
as American manufacturers do not 
make a car with fully automatic 
drive and 40-miles-per-gallon en- 
gine at a price below $1,400, 

“We are very optimistic for our 





















ment on a regional basis. Our 
completely new line is American 
in concept and design and should 
find greater acceptance than has 
been the case.” 

For Toyota Motor Distributors, 
biggest event this year was the in- 
troduction of the new Toyopet 
Tiara in the $1,600 price class. 

Harold N. Johnson, general man- 
ager, also noted a “great increase” 
in sales and service manpower at 
regional offices in San Francisco, 
Los Angeles, Chicago and Newark 


needs of their customers,” said 
J. W. Watson, Metropolitan sales 
manager. 

Watson said that AMC “will con- 
tinue in 1961 to actively merchan- 
dise the Metropolitan as part of 
our AMC line.” 

* * * 

CCORDING to Arthur Huber, 

vice-president of Vendome Mo- 
tors Corp., importer of Panhard, 
an aggressive dealer promotion is 
planned for 1961, A new luxury 





have been increased substantially, 
he added, 

A multimillion-dollar inventory 
of Mercedes parts is stocked in a 
central warehouse at Roselle, N, J., 
and two master depots in Chicago 
and Los Angeles. Thirteen addi- 
tional zone parts depots offer over- 
night service to every dealer in the 
U. S. This system supplies on first 
call 95 percent of all parts ordered, 
McWilliams said. 

No pressure in the import mar- 
ket has been noted by Peugeot, 
which hiked sales 16 percent 
over last year in the first nine 
months, Further gains in 1961 
are expected by Peugeot when 
the new 404 is introduced next 
April in the U. 8S. 

Francois Daeschner, vic e-presi- 
dent of Peugeot, Inc., said, “There 
is no reason to believe that because 
two manufacturers in France have 
had to cut back their production 
that this will be true of all French 
factories. 

“It is possible that some of them 


cy 


Volkswagen Deal Expands— 








Howard Holmes, Inc. (Volkswagen), has moved into these expanded facilities in Tarry- 
town, N. Y. The new facilities cover 10,600 square feet of building on 40,000 square feet 
of land. The showroom part of the dealership used to be a.drivein restaurant. 


and expansion of parts depots on 
the East Coast and West Coast. 

“We at Toyota believe that 
‘product’ will play a more dominat- 
ing role in the sale of automobiles 
in the future,” Johnson said. Be- 
cause of this, he said, Toyopet will 
concentrate in 1961 “in the increas- 
ingly popular and profitable price 
class below the compacts.” 

cd Oo a 


Facellia Arrives 


ACEL VEGA will make a more 

serious bid for U. S. business in 
1961 with its new Facellia, a sports 
car priced below the rest of Facel 
Vega’s luxury line. 

Strong dealers will be establish- 
ed who will be backed by a first- 
class parts and service program, 
said President Jean C, Daninos. 

Fred R, Oppenheimer, presi- 
dent of Frontek Corp. and Trans- 
continental Motors, Inc., succes- 
sor firms to Oppenheimer’s Fadex 
Corp., said that imports of the 





sales in 1961, At that time, the fac- 
tory will be in a position to ship 
more cars to the U. S.” 

Everybody should have such 
problems as Rolls-Royce, Inc., 
importer of Rolls-Royce and 
Bentley. 

After reporting a 38 percent in- 
crease in sales in 1960, a Rolls- 
Royce spokesman said diffidently: 
“Actual figures are traditionally 
regarded by Rolls-Royce as a pri- 
vate matter, but currently it is safe 
to estimate that U. S. sales will be 
somewhat short of 1,000 cars for 
the year.” 

6 ae ” 

URING 1960 Rolls-Royce erect- 

ed a $200,000 parts depot in 
New Jersey.and a traveling service 
school was established, 

Said Norman C, Miller, executive 
vice-president: “Rolls-Royce con- 
siders that its consolidation in the 
U. S. market is due to the accept- 
ance of an outstanding product and 
the strength of our distributors 
and dealers, and the service fa- 
cilities that they are able to pro- 
vide. 

“Rolls-Royce is interested in ac- 
quiring more dealerships in many 
areas where we do not presently 
have outlets. New appointments 
will be consistent with the high 
standards that have always been 
required by the company. 

“We expect our sales will con- 
tinue to increase in 1961. We know 
that we still have a large and un- 
tapped market potential in the 
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As Answer to Compacts... 


Saab Uses Direct Approach 


(Continued from Page 17) 


will for Saab at all times with the 
dealer and own- 
ers, We feel we 
must show genu- 
ine concern with 
the owners’ and 
dealers prob- 
lems.” 

Millet explained 
that in his opin- 
ion it is Saab’s 
job to give the 
dealer good serv- 

¢ ice on spare 
R. T. Millet parts, excellent 
service on technica] questions and 
prompt action on warranty work. 
On. this latter point he was particu- 
larly emphatic. 

He also explained that in his 
opinion Saab is handicapped by the 
fact it lacks a nationwide distribu- 
tion program for the car. 

However, he hinted that Saab 
has a number of proposals in the 
planning stages which might 
remedy this situation. These do 
not include going national.in its 
distribution in the near future, 
however. 

“We do not expect to expand our 
distribution on a nationwide scale 
during the coming year,” he stated. 
Some expansion is to take place 
in the Midwest. A new depot, with 
the possibility of Great Lakes ship- 
ping of Saabs, into the Midwest, is 
a possibility for 1961. 

In addition, a plan is afoot to 
consolidate the New York and 
Carteret operations into one loca- 
tion for the East. 

The Saab dealer body now stands 
at 196, and by the end of 1961 will 
increase to about 225. Most of the 
expansion will take place in the 
aforementioned Midwest. 

Millet said the biggest reason 
why people do not buy imports 
is because of the service and 
parts situation. “There is no 
question in my mind,” he said, 
“but that the foremost thing in 





I Se 


everyone’s mind who goes out to 
buy an imported car is service. I 
am convineed that the industry 
as. a whole still loses sales on this 
score.” 

“You can talk all you want about 
a troublefree car,” he continued, 
“and we honestly believe we have 
one of the most troublefree, but no 
matter how smal] the problem, the 
owner gets extremely concerned, 
and if the average station can’t 


Renault Sued 
For $200,000 by 
Toledo Dealer. 


TOLEDO.—In a good-faith suit 
filed in Federal District Court here, 
Renault and its Chicago distributor 
have been asked for $200,000 dam- 
ages by Brondes Motor Sales, 5717 
Secor Rd. 

The complaint contends that on 
Feb. 6, 1960, Renault and Lake 
States Imports terminated Brondes’ 
franchise, falsely stating that the 
dealer had failed to comply with 
their demands. At about the same 
time, a Leo Adler Renault dealer- 
ship was opened at 1100 Monroe 
here, 

Under its franchise, signed Aug. 
6, 1958, Brondes says it bought auto 
parts, signs and tools costing $2,664, 
which it called unsalable. 

The firm also says it sent two 
mechanics to a Renault: training 
school at a cost of $469, spent $18,000 
advertising Renault products and 
$3,000 for a trip to Paris for two 
dealership officers. 

Because of moves required by Re- 
nault, the complaint continues, Don 
Brondes sr., one of the firm’s own- 
ers, lost $3,600 in rent on a building 
he owns and continues to lose $375 
a month. 

During 1959, Brondes says it made 
a total profit of $69,258 from sales 
of Renault cars and parts and from 
service. 


handle the problem because of in- 
sufficient knowledge, even though 
it’s extremely simple; the owner be- 
comes anxious. 


“On the East. Coast, we feel we 


have this problem well in hand, 
because of our dealers and their 
locations.” 

The period of readjustment in 
the import field, in Millet’s opinion, 
is still going on, although it has 
reached a plateau, from which it 
will recede during 1961, although it 
may take the whole year. 

“Our big effort today,” he said, 
“is to strengthen the whole dealer 
organization by building sales per 
dealer. 

“This is being done in a number 
of ways, including dealer meetings, 
sales training programs, prospect- 
ing programs, clinics in building 
traffic, telephone techniques, direct 
mail programs and also acquaint- 
ing the dealer with used-car val- 
ues.” 

In connection with the last cate- 
gory, Saab has instituted a unique 
program of help for its dealers. 

“When we introduced our 96, the 
new Saab,. we found that we had a 
very loyal owner group, who were 
interested in buying the new Saab. 
We found our dealers becoming 
concerned with the used-car value 
of. the Saab. 

“We have since instituted a pro- 
gram in which every used Saab 
buyer is registered with the com- 
pany here in New York. A card 
is filed with us by the dealer. 

“In turn, the used-car owner 
receives from us a service book- 
let, a. pin with the Saab emblem, 
a dealer listing and a booklet 
called ‘Know Your Saab.’ In ad- 
dition he also gets six quarts of 
oil from us free. 

“Our dealers are also instructed 
to give us the names of any Saab 
used owners who happen into his 
shop for the first time, who bought 
the car elsewhere.” 

Speaking about changes expected 
during 1961, Millet offered the opin- 












Presses for Peugeot— 


Early in October, the first movement 
of 800 tons of huge stamping presses 
began from the E. W. Bliss Co., Canton, 
O., upper left, bound for the Peugeot fac- 
tory in Sochaux, France. Disassembled and 
crated, the four presses were placed on 
flat «cars, were taken by train to Phila- 
delphia, where they were then loaded 
aboard three ships, upper right. Upon ar- 
rival at the Peugeot factory, they will be 
reassembled, lower left, into their tower- 
ing 39-foot heights. Then, they will begin 
to stamp out body panels at the rate of 
18 pieces per minute for the Peugeot 403, 
lower right, and the forthcoming 404 mod- 
el, to be introduced in the United States 
next April. 


ion that the character of dealers is 
already undergoing a change, He 
said: 

“We actually expect to lose the 
big-volume American car dealers 
during this coming year. There are 
exceptions, but in general the vol- 
ume Detroit dealer is rapidly losing 
his interest in the import car. 

“We will probably end up with 
dealers who specialize in import- 
ed cars, and we find more and 
more that the good used-car 
dealer interested in a new-car 
franchise is looking toward the 

import as his answer.” 

In 1960, Saab will register about 
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during 1959, Forecasts for 1961 run 


4| between 7,500 and 8,000. 


Tryggve O. A. Holm, president, 


Svenska Aeroplan AB, Linkoping, 
»| Sweden, parent company of Saab 


Motors, Inc., recently stated that 
following “this period of readjust- 
ment of the market, the imported 


Bicar will still retain a share of the 


total market, approximately 10 per- 
cent, but certainly the marginal 
producers and those companies who 
do not give good after-sales serv- 
ice support will fall by the way- 
side.” 

“In Sweden,” Holm said, “we 
have now acquired a company 
which is selling not only the Saab 
car, but also Chrysler Corp, cars 
and its new compacts. I hope we 
will be able to gain back at least 
part of the big market American 
cars had in Sweden before the 
war.” 

Holm said he was confident 
that the American compacts will 
regain the European market held 
by the U, S,. before the war in 
» Europe. 

In the case of Sweden, he said 
that this new Saab acquisition ex- 
pects to import in value as much 
from Chrysler Corp. as Saab ex- 
ported to the U.S. last year. 

Holm said that discussions have 
been held with Chrysler with a 
view to combining operations out- 
side. the U.S. at the dealer and 
distributor level, although he de- 
clined to comment on just how 
much progress had been made in 
that direction. 


General Foam Completes 


Urethane-Producing Plant 


HAZELTON, Pa.—General Foam 
Corp. has completed a major addi- 
tion to its Hazelton plant. It gives 
the company its first basic manu- 
facturing facilities for urethane 
foam and provide a production ca- 
pacity sufficient to accommodate a 
350 percent increase in sales vol- 
ume, the firm said. 

The two-story, 50,000-square-foot 
plant is fully automated, the firm 
said, and contains laboratory facil- 
ities for research, product develop- 


5,600 cars, as compared to 4,985| ment and quality control. 





Every detail of every DATSUN is as American as apple pie 


SELL DATSUN... 
and you SELL AMERICAN! 


The FairLady-—full 4-passenger Sports Convertible—only *%1996 p.o.e. 





ened 





Even the Datsun nuts and bolts are unmistakably American type—in fact, 
there’s an American look to all the Datsun specifications. That’s a red hot tip-off 
to you that it’s good business to get a Datsun dealership, because you can 
‘*gell American’”’ confidently and successfully when you sell the Datsun 
line—at hundreds of dollars less than domestic and imported 
‘‘compacts.”” Your Datsun customers get a full measure of 
American roominess, riding comfort, operating conveniences, 
structural safety —American power, pick-up and 
performance—with a special Datsun ‘‘plus”’ in 
gas-saving of up to 38 m.p.g..And remember 
this—the financially-strong Nissan Motor 
Company, Ltd. is here in the United States 
to stay—backed with a world-wide warranty 
of satisfaction. 


Good Dealer Locations Open! 
Wire or write now for the profit-paying prop- 
osition. Datsun dealer areas are fully protected. 
Full line comprises FairLady Sports Convertible, 
Pickup Truck, Bluebird Sedan, 4-door Station Wagon. 
There are 4 major parts depots throughout the U. S. 


Half-ton Datsun Pickup Truck....... $1646 p.oc.e. 
Datsun 4-Door Biuebird Sedan...... $1616 p.o.e. 
Datsun 4-Door Station Wagon...... $1916 p.c.e. 


FairLady Sports Convertible for 4. . $1996 p.o.e. 


For further details, write Dealer Franchise Dep't. of any of the following: 

WEST: Nissan Motor Corporation U.S.A., 137 E. Alondra Bivd., Los Angeles (Gardena), Cal. CENTRAL & EAST: 
Nissan Motor Corporation U.S.A., 221-35 Frelinghuysen Ave., Newark, N. J. MID-SOUTH: Southern Datsun 
Dist. Co., 1501 Clay St., Houston, Tex. HAWAII: Von Hamm-Young Co., Ltd., P.O. Box 2630, Honolulu 3. 


NISSAN MOTOR COMPANY, LTD. © TOKYO, JAPAN « SINCE 1926 



















A PROFIT MAKER! A MONEY SAVER! You can retail this 
Datsun half-ton with a fine profit at a retail price far lower than the 
dealer wholesale cost of any domestic-built truck of same capacity 
and equipment. 
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Expect Small U. S. Share to Grow... 


Europe’s Trucks Tap New Areas 


(Continued from Page 17) 


the 1961 field with models that $2,220, and ambulance, 


closely resemble VW in overall de- 
sign. 
Other import makers have also 
patterned models after VW’s 
“breadbox on wheels.” 


Figures pretty well tell the story 
of Volkswagen success in the Amer- 
ican market. In 1952, it sold 10 
Transporters in the U. S. and in 
1953 the number was only 33. VW 
topped 2,000 in 1955; exceeded 14,000 
in 1957 and hit 30,159 last year. 


Through the first three quarters 
of this year, VW sold 24,429 Trans- 
porters, which is 84.1 percent of the 
imported-truck market, according 
to a Volkswagen spokesman. 

* 


HAS no fear that new U. S. 
light trucks will hobble its 
American sales. 


Carl H. Hahn, general manager, 
Volkswagen of America, Inc., says, 
“In the econom, truck field, Volks- 
wagen alone can count on the ac- 
tual experience of more than 100,000 
owners to prove its economy and 
durability. 

“It was obviously this back- 
ground of on-the-road experience 
that tempted other manufacturers 
‘to come into the small-truck field 
... And, needless to say, we wel- 
come the competition which 
brings the virtues of VWs to a 
wider audience of truck users.” 

Hahn said that one U. S. firm, 
which operates nearly 100 VW pan- 
els, reports average operating ex- 
penses of 3 cents a mile, including 
gasoline, oil, lubrication and tires. 


“We are confident,” says Hahn, 
“that the increasing pressure for 
savings in transportation brought 
on by the cost-price squeeze will 
continue to turn the American busi- 
nessman to VW trucks.” 

Hahn said Volkswagen expects to 
sell 40,000 trucks in the U. S. in 
1961. 

* o + ¥ 
= plans for the future,” he 
said, “call for impressing upon 
the market the VW owner’s oper- 
ating experience. We really believe 
that the test of the pudding is in 
the eating. 


“We intend to bring prospective 
buyers our owner’s records in 
using VW trucks. This, we are 
certain, is the most convincing 


Hahn said VW is expanding and 


$2,150; six-passenger with tarp, 
$2,950. 

The VW’s flat-four engine is 
rated at 40 horsepower and drives 
through a four-speed, synchronized 
transmission. Payload ratings range 
from 1,488 pounds for the six-pas- 
senger pickup to 1,830 pounds for 


the panel. 
on * 


New Renault on Way 


ENAULT has marketed trucks 
in the U. S. only since last May. 
Two models have been available, 


* * * 








Volvo’ s Big Diesel— 


Biggest of diesel trucks by Volvo in the 
United States is the L-498, with a 585- 
cubic-inch engine producing 195 horse- 
power. R. B. Robbins, who operates this 
65,000-pound-GCW sleeper rig out of Mt. 


Holly, N. J., says he gets better than eight 


miles per gallon. Truck uses a Fuller Road 
Ranger 10-speed transmission. 


strengthening its sales organization|~ ~ 


and is emphasizing “the advan- 
tages” of its sales training pro- 
grams to its dealers. 

“In this way,’ Hahn said, “we 
expect to continue to raise the 
standard of our individual sales ap- 
proach while providing more oppor- 
tunities for the salesman himself.” 

Volkswagen currently offers a 
pickup at $1,885, East Coast port 
of entry; panel delivery, $1,895; 
panel delivery with loading doors 
on both sides, $1,980; pickup with 


tarp, $1,970; six-passenger pickup, 
ag * e 





Easy Access— 


Volkswagen panel truck with double side 
doors and rear door gives easy access to 
its 170 cubic feet of load space. The side- 
door opening is 46.1 inches wide and 47.2 
inches high while the rear door is 35.4 
inches wide and 28.7 inches high. The VW 
panel is rated for a maximum payload of 
1,830 pounds and is priced at $1,895, East 
Coast port of entry. 





New Pickup from Renaulf— 


Renault's Petit-Truck pickup, with forward control and front-wheel drive, will be in- 
troduced in the United States in January. It features a fiat load bed 14 inches from 
the ground. The lash-down tarp is optional equipment on the truck, which will be priced 


at $1,915, East Coast port of entry. 


the Petit-Panel and a raised-roof 
panel, the Hi-Boy. A third model, 
a pickup called the Petit-Truck, will 
become available in January. 


“The demand for these trucks 
in France greatly exceeds present 
production,” said Maurice Bos- 
quet, president and general man- 
ager of Renault, Inc. “However, 
for competitive reasons, we are 
supplying the U. S. market on a 
priority basis. 

“We are introducing these light 
trucks in the U. S. because there 
is a definite market here for this 
type -of economical and efficient 
transport, We honestly believe 
many American businessmen will 
be amazed at the reduction in per- 
ton-mile costs possible with Renault 
trucks.” 


Added Richard T. Johnson, Re- 
nault truck sales manager, “Re- 
nault welcomes a_ point-by-point 
comparison between its new trucks 
and comparable commercial ve- 
hicles on the market, domestic as 
well as imported.” 

a * aa 
LTHOUGH Renault truck sales 
from their introduction last 
May through October totalled only 
850 units, Bosquet has set a sales 
target of 6,000 units in the U. S. in 
1961. 


East Coast port-of-entry prices 
are $1,915 for the Petit-Truck, $1,965 
for the Petit-Panel and Petit-Truck 
with tarp and $2,065 for the Hi- 
Boy. 

All have a front-mounted, four- 
cylinder engine developing 32 
horsepower and driving through 

the front wheels. The complete 
package of mechanical compo- 
nents is removable as one unit 
and can be replaced in less than 
30 minutes, according to Renault. 


Renault’s trucks, featuring a load 
bed only 14 inches from the ground, 
are rated for a maximum payload 
of 1,950 pounds. The chassis is of 
unitized construction and the trucks 
feature independent suspension on 
all four wheels. 

+. * * 

ENAULT last month launched 

its first national truck advertis- 
ing campaign, which includes ads 
in national magazines as well as 
participation in dealers’ local adver- 
tising programs scheduled before 
the first of the year. Merchandising 
aids and direct-mail campaigns also 
are planned. 

Four truck sales specialists will 
be in the field at all times in 1961, 
supplementing the efforts of Re- 
nault’s general sales and service 
personnel. 

All Renault service personnel 
have received special training on 
the new trucks at schools in the 
field. Truck training sessions for 
dealers will continue to be staged 
on a year-around basis. 

Bosquet said that the replacement 
parts for Renault trucks already 
are in the U. S. in good supply at 
both Renault parts depots and at 
distributor warehouses. 

” * * 


[ENGLIEs FORD imports the 
Thames 800 van, a 1,500-weight 
unit, while a 500-weight and a 700- 
weight are available on special 
order. 

The 800 is powered. by a short- 
stroke, overhead-valve engine de- 
veloping 59 horsepower. The van 
offers maximum payload space of 
180 cubic feet. It has an optional 
side loading door. Port-of-entry 
price is $2,095. 

Both the 500 and 700 are built on 
an 87-inch wheelbase and have 


66.5 cubic feet of cargo space. The|- 


engine is a four-cylinder, side-valve 





Datsun's Light Pickup— 

This ‘utilitarian half-ton pickup is Datsun's entry in the United States light-truck mar- 
ket. It has a 99.2-inch wheelbase and is 161.6 inches in overall length. Itsfour-cylinder 
engine is rated at 48 horsepower. 





Import-Dealer Total Cut 
Nearly 2,000 in Year 


(Continued from Page 17) 


sisted that imports and domestics | was 20,691 on Oct. 1, compared with 
should not be sold from the same| 20,935 on July 1 and 22 897 at the 


showroom, Volkswagen, for in-| beginning of the year: 


stance, has only a handful of duals 
with domestic makes. Some 70 per- 
cent of the VW dealers handle only 
one line, and most of the others are 
twinned with another import—often 
Porsche. 


* * * 

ECAUSE of lower volume, few 

other makes are able to set up 
many exclusive dealerships. Both 
Renault and Fiat have more than 
100 one-line outlets, and Renault 
has nearly 400 other dealers who 
handle only Renault and Peugeot. 

At the beginning of October, 8,805 
U. S. dealers were handling captive 
imports. This accounted for 66.5 
percent of the 13,249 imported-car 
outlets in this country. 

Another 1,912 domestic dealers 
were dualled with an independent 
import—14.4 percent of the im- 
port total. Thus, 80.9 percent of 
the imported-car dealerships in 
the U. S. (10,717 out of 13,249) 
also carry a domestic make. 

The other 2,532 dealers (19.1 per- 
cent) stock only imports. 

On Oct. 1, there was one dealer- 
ship selling imported cars for every 

2.51 outlets handling domestic lines. 
The ratio was one to 2.21 last Jan. 1 
and one to 13 on Jan. 1, 1957. 

The imported-car franchise total 


2 States Added 
To Renault Setup 
In Upper South 


NORFOLK, Va.—Eastern Auto 
Distributors confirmed last week 
it has been appointed distributor 
for Renault automobiles and trucks 
in Kentucky and Tennessee, 

The appointment by Renault, Inc., 
brings to six the number of states 
included in Eastern Auto’s fran- 
chised area. Eastern Auto has been 
the distributor of Renault vehicles 
in Virginia, West Virginia, North 
Carolina and South Carolina for the 
past four years. In June, 1958, the 
company began distribution of Peu- 
geot cars in the same area. 

S. Frank Blocker jr., Eastern 
Auto president, said the company 
already is clearing ground for pro- 
posed new facilities that will be 
necessary in the expansion. The 


company acquired acreage near one 
of the city’s piers some time ago. 





unit rated at 36 horsepower. The a 


(Continued on Page 72, Col. 1) 





Dealer Totals 


Imported-car dealerships in the U. S. 
as of selected dates during the last 


four years: 

BE i UII sah wsdirecosssctchactecicthas 2,930 
BOs = Wha | Riche < tase aipsnbbysapnsionns 11,409 
NE Sa Sh iisckcncdaients thnees 12,964 
Ms «hi: RUG sk ciapesiscvccnetestuaane 14,031 
il EI iciiisesecnnecc 14,989 
Mg Be I iccvscaccsectesceacdiiediy 15,030 
I De. SR ieciieneiinnithateictvkets 13,679 
Gs Ty ROB sisssicisiccsachciseaiic 13,249 


@© 1960, by Automotive News 








Hillman-Commer Van— 


This sliding-door van is one of 15 body 
styles which Hillman-Commer has entered 
in the compact-truck market in America. 
The van, rated at %-ton, is priced at 
$2,199. Rootes is currently building a 
dealer network to handle the Hillman- 
Commer, which was introduced in the 
United States last summer. 


Total Franchises ... 
*—Revised. © 1960, by Automotive News 


Imported-Car 











Franchises in U. S. 


duly 1, Oct. 1, 
1960* 1960 
BRR ares ce ciciiscesensis. 10,413 10,423 
Arnolt-Bristol. .......... 8 8 
Aston Martin .......... 14 16 
TI Bicsikccninsecersconsice 576 589 
Austin-Healey .......... 576 603 
MI © cs sesssnicescasessers 54 53 
Berkeley ................... 25 5 
English Ford ............ 695 697 
Hillman. ................... 663 592 
BOE: iv soscheseechiscavese 216 «86188 
NE isdcscctecscssoivensee 353 «= 360 
IIE —cekesessinsececendcetes 6 0 
Metropolitan. ............ 1,857 1,872 
Rg lS SAR iene 506 592 
NE ooo ccnsscsessssneens 22 27 
II Boccia) osstivestentstae 514 = 603 
Rover and 
Land-Rover .......... 107 122 
Rolls-Royce 53 
NE icin siitecsscencenhiies 151 
Sunbeam .................... 537 
BIER © soissotscersoccnicse 664 
Turner ........ 45 
Vauxhall ........... 2,646 
WEST GERMAN 5,529 
Auto Union 145 
TRIE, cuapgidvetacseceigites 3 
BMW 600, 700 
and Isetta ............... 303 243 
Borgward ................... 446 442 
Borgward Hansa 
(Goliath) ................ $23. 266 
I. enki sleet detesininsie 133 145 
Goggomobil .............. 35 0 
MI « icsxipuiiesqeietesstvootit 120 116 
Mercedes-Benz ........ 364 352 


20,935 20,691 
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After Bottom Is Reached, Downing Says. . . 


Dealer Authority Sees 
Imports Carrying On 


(Continued from Page 17) 


000 cars in 1961, compared with 
500,000 in 1960 and 609,000 in 1959. 

“Of the 30,000-car ‘stable market,’ 
half, or even more, may be expect- 
ed to be Volkswagen,” he continued, 
“with the remainder being sport 
and luxury cars, such as Jaguar, 
Mercedes-Benz and Rolls-Royce, 
plus about the present number of 
high-quality, high-performance cars 
like the Volvo, Saab, Morris or 
Austin, to name a few. 

“Sales of what I term mediocre 
cars will fade almost completely 
out of the picture. In my opin- 
ion (and I'd be glad to list them 
personally for any dealers), these 
cars simply do not have the in- 
built qualities needed to satisfy 
the American public. 

“Other cars are little better than 
junk and are totally unsuited to our 
conditions,” Downing said. “Buyers 
who got them have, for the most 


af 


LUnderwriters 





part, been hurt badly because the 
resale value has been practically 
nothing and service is terrible. 
These cars are finished so far as 
the American market is concerned. 


“Several higher-volume imports 
have also been extremely disap- 
pointing to the buyers. They have 
not stood up under operating con- 
ditions in this country, with the 
result that major repairs have been 
necessary after 10,000 to 15,000 
miles. 


“Because of poor service and high | 


repair costs, the resale value of 
these cars has declined sharply 
with the end result that very little, 
if anything, was saved by buying 
an economy car of such makes,” 
Downing said. 

“This poor service, plus the avail- 
ability of the American compacts, 
has been partially responsible for 
causing the public to turn to the 
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THE GARDEN COURT 
SHERATON-PALACE 


San Francisco 


Bi 4 Monday Evening January 30, 1961 
6:00 P.M. to 9:00 P. M. 


For an Evening of Entertainment 


American compacts in large num- 
bers. Having now determined which 
of the imports are truly quality 
cars, however, the public will con- 
tinue to buy those cars in substan- 
tial numbers; certainly enough to 
maintain a 30,000 monthly level. 

“But the sales outlook for any 
given make could change greatly 

if prices were reduced substan- 
tially,” he continued. “There is 
considerable evidence that Volks- 
wagen could reduce the price to 
dealers by as much as $130. This 
would increase sales of VW in 

the U. S. to a very high level, 
perhaps 250,000 cars. 

“Some distributors, even at this 
late stage, still are trying to force 
their dealers to take unwanted cars 
to get a supply of the more salable 
merchandise, This practice should 
be discontinued. Many imported-car 
dealers today are on the ragged 
edge because of these practices.” 


“Much also remains to be done 
by importers in terms of providing 
American-ty pe franchise agree- 
ments for their dealers,” Downing 
said. “The shortsightedness appar- 
ent here will seriously hurt such 
importers over the long term.” 

He said it still is too early to 
know the effect of the election on 
today’s. market. 

“The market is stirring a bit but 


KANSAS CITY, MISSOURI 
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Downings Sponsor Beauty Pageant— 

Tom, left, and Jim Downing, owners of Southeastern Sports Car Center, Atlanta, sit 
in an MG surrounded by girls who competed in a recent Miss Atlanta beauty pageant. 
The pageant is sponsored annually by the Downings. 


* + + 


there’s no great surge of buying 
yet for small economy compacts or 
sports cars,” he added. “However, 
as the result of Kennedy’s election, 
we are under the impression that 
the buying public feels more secure 
in their jobs with the belief that 










ih 








* * * 


industry will expand. For that rea- 
son, sales should improve shortly 
for both new and used cars. 

“Shortly after January, 1961, 
used-car prices should stabilize. 
In the past year there’s been a 
much greater than normal drop 
in used-car values, There’s a 
strong tendency for used-car 
prices to stabilize after a tre- 
mendous price adjustment such 
as occurred during the past year.” 
In the battle between American 
compacts and imports, Downing 
has heartening views for import 
dealers. 


“No American car can claim the 
economy in gas consumption made 
possible by Volkswagen, Morris, 
Fiat and the English Ford, for 
example, In addition, there are no 
American luxury compacts com- 

(Continued on Page 70, Col. 1) 


48 Dealerships 
Added by Rover 


In Eastern States 


NEW YORK.—In line with plans 
for expansion of sales and service, 
Rover Motor Co. of North America 
has signed 48 more dealerships in 
the eastern United States, accord- 
ing to Reginald T, Newton, eastern 
regional manager. The newly an- 
nounced dealerships are: 

Greenwich Auto Repair Co., 
Greenwich, Conn.; Nelke Motor Co., 
New Haven, Conn.; Diesel Sales 
Co., Danbury, Conn.; Consolidated 
Industries, Dover, Del.; Flood Pon- 
tiac Co., Washington; Harrison Mo- 
tors, Sarasota, Fla.; The Sportspot, 
Naples, Fla.; Roberts Chevrolet, 
Green Cove Spring, Fla.; Overseas 
Motor Corp., Fort Myers, Fla.; 
Jack Ivey Motors, Fort Pierce, Fla. 

Schaler & Waters, Inc., Indiana- 
polis; Atwood Motors, Inc., Ban- 
gor, Me.; Miller’s Garage, Inc., 
Rockland, Me.; Taylor Buick Pon- 
tiac, Rumford, Me.; Lougee Chev- 
rolet, Island Falls, Me.; Foreign 
Motors, Ltd., Baltimore; Joe’s Ga- 
rage, Adams, Mass.; Bergeron’s 
Garage, Martha’s Vineyard, Mass.; 
Britannic Motors, Ltd., Boston; 
Concours Motors, Springfield, 
Mass.; Posson Motors, Worcester, 
Mass.; Mitchell Motors, Inc., Hyan- 
nis, Mass. 

Mark Doynes, Inc., Minneapolis; 
Milton’s Garage, Milton, N. H.; 
Boutwell’s Garage, Jaffry, N. H.; 
Chase and Avery, Newport, N. H.; 
Boat Services, Inc., Holderness, 
N. H.; Stillman & Hoag, Engle- 
wood, N. J.; Parisian Motor Car 
Co., Morristown, N. J.; Vincent S. 
Jerry & Sons, Plattsburgh, N. Y.; 
John Magee, Chestertown, N. Y.; 
Sidney Elliot, Inc., Utica, N. Y.; 
D & D Motor Co., Bemus Point, 
N. Y.; Nemet Motors, Jamaica, 
N. Y.; Trotter Equipment Co., Wa- 
tertown, N. Y. 

Coldspring Enterprises, Inc., 
Huntington, N. Y.; Vintage Car 
Store, Nyack, N. Y.; City Buick, 
Inc., Long Island City, N. Y. 

Yohe Motors, Inc., Jersey Shore, 
Pa.; K & H Garage, Duke Center, 
Pa.; Speedcraft Bala, Inc., Bala- 
Cynwyd, Pa.; Valley Foreign Cars, 


.|Inc., Allentown, Pa.; Olmetti Mo- 


tors, Inc., Greenburgh, Pa.; Milak 
Buick Corp., Downingtown, Pa.; 
Ascot Imported Cars, Sewickley, 
Pa.; Nick Ciliberti Motors, Kutz- 
town, Pa.; Proctors Service Station, 
Waterville, Me. and Lakeview 
Buick, Inc., Burlington, Vt. 
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“THE BEST 
ADVERTISEMENT 
IS A SATISFIED 
CUSTOMER” 





























When I’m reading 
TV Guipe...they 
could tell me some- 
thing important. 
Advertisers are 
missing the boat— 
people are relaxed 
and in a day- 
dreaming mood. 
They might as well 
be daydreaming 
about some big 
appliance or a new 
car as about the 
upcoming TV show. 


—Chicago, Ill., reader 


The things like T'V 
Teletype and Late 
and Exclusive tell 
you a lot that an 
ordinary listener 
wouldn’t know 
otherwise. They 
keep you up to date 
on transactions in 
the industry. 

I enjoy checking 
up on TV goings- 
on—the inside dope. 


—dJacksonville, Fla., reader 








I like the articles 
best that are 
related to the policy 
setting of TV, like 
in the areas 

of education and 
political 
information. 
Editorially, I think 
TV Guipz is 
interested in good 
TV. They keep 

you up to date on 
problems that TV 
faces, like live-TV 
versus film-TV and 
pay-TV versus 
free-TV. 


— Poughkeepsie, N.Y., reader 







TV Guripz enables 
us to pick out 

the cream of the 
watching and then 
read something 

in the feature 
section about the 
stars and the 
format and how 

the shows are 
produced. It’s a 
good guard against 
missing a better 
show or perhaps 
seeing a poor show, 


— Portland, Oreg., reader 





I read the articles in 
TV Guipz at my 
convenience... 

I usually read the 
short comments 
and the questions 
and answers, then 
proceed to the 
longer articles or 
reviews. By the 

end of the week 
I’ve usually read 
everything, but if 

I haven't I give 

it a final check 
before throwing 

it away. 

— Winona, Minn., reader 





























































All quotations are from 
“TV Guipe: A Stupy IN 
Depth,” by Dr. Burleigh 
B. Gardner and his staff at 
Social Research, Inc. 























Best-selling weekly 
magazine in America 
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But Dealer Authority Sees a Struggle . . . 
Continuing Place for Imports 


(Continued from Page 68) 


parable with Jaguar or Mercedes, 
where performance and genuine 
quality are at issue, Nor are there 
American cars in direct competi- 
tion with sports roadsters and con- 
vertibles from abroad. 

“Although the price of some 
American compacts is getting fairly 
close to European economy cars, 
it is not yet low enough to com- 
pete with VW’s price, for example, 
although it has become low enough 
to be a factor in reducing severely 
the sales of economy imports other 
than Volkswagen.” 

Good points of imports are easy 
to find, said Downing, citing quali- 
ty construction, inexpensive main- 
tenance, genuine economy and good 
performance on the road. 

The Downings call newspaper 
advertising more effective than 
radio. Their radio time is con- 
fined to the football season. The 
Downings also use a special an- 
nual promotion in sponsoring the 
Miss Atlanta Beauty Pageant. 

In selling imported cars, Downing 





re 








believes the salesman must be 
trained to sell the car rather than 
the deal. The man’s thorough 
knowledge of the product, enthusi- 
asm and willingness to be patient, 
using low pressure methods, all will 
pay dividends. 

Imported-car buyers are less sub- 
ject to high pressure methods than 
the general public, he said, and 


they resent overly aggressive tech- 
niques. They come into the show- 
room knowing lots about the car 
in which they are interested, he 
added, and unless the salesman is 
exceptionally well informed, he’ll 
find the prospect knows more than 
he does. 

To be successful, an import deal- 
er should have several makes of 


Nine-Month Sales Analysis 
Shows Few Gainers 


(Continued from Page 17) 


Stronger showings by economy-se- 
dan rivals held VW penetration last 
year to 18.11 percent for the nine 
months, with the champion seller’s 
September share alone descending 
to a low of nearly 16 percent, 

of ~*~ * 


Y CONTRAST, VW more than 
doubled its market segment 
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Now—EASTERN’S Flying Freighters offer 


OVERNIGHT 
DELIVERY 


NEW YORK—MIAMI—SAN JUAN 
NEW YORK—ATLANTA—NEW ORLEANS—MOBILE—HOUSTON 
CHICAGO— ATLANTA—MIAMI—SAN JUAN 


® Reserved space on every Freighter flight. 

© Pressurized and temperature-controlled. 

® Flights daily except Saturday and Sunday nights. 
© Pickup and delivery service available. 


In addition, Eastern offers freight space on over 400 daily passenger 
flights—including DC 8-B Jets and Prop-Jet Electras—to 128 cities 
in the United States, Canada, Bermuda, Puerto Rico and Mexico. 


For Information and Freight Reservations, call your 
Freight Forwarder, Cargo Agent er Eastern Air Lines. 


EASTERN AIR LINES 


this September, reaching 34.37 per- 
cent. Its earlier penetration levels 
for 1960 ranged from 26.89 percent 
in February to 29.62 percent in Jan- 
uary. 

Although no economy sedan 
priced under $2,000 lost more than 
three percentage points from 1959 
to 1960, three gave up in excess of 
two points. They were Chrysler 
Corp.’s Simca, declining 2.78 points 
to 3.49 percent; Rootes’ Hillman, 
dropping 2.44 points to 2.48 per- 
cent, and Fiat, off 2.06 points to 
4.41 percent. 

Three more economy sedans, 
each a captive, dropped back a 
point or more. They were Eng- 
lish Ford, off 1.99 points to 5.26 
percent; Pontiac’s Vauxhall, off 
1.47 points to 2.42 percent, and 
Buick’s Opel, off 1.02 points to 
5.56 percent. 

Rounding out the list of losers 
in the under-$2,000 category was 
BMC’s Morris, which slipped 0.19 
points to 2.27 percent. 

* * * 

OOTES’ Sunbeam, consisting 

mainly of the new Alpine, and 
BMC’s Austin-Healey were the 
pacemakers among the sports cars. 
Sunbeam advanced 0.71 points to 
1.04 percent and Austin-Healey, 
thanks to its Sprite, rose 0.60 
points to 3.46 percent. Triumph and 
MG dipped negligibly, while Jaguar 
and Porsche staged small gains. 

Leading gainer in the compacts 
was Peugeot, which went past 2% 
percent on a rise of 0.64 points. 
Mercedes-Benz, a captive of Stude- 
baker, surged to 2.7% percent after 
increasing 0.52 points. The third 
plus was scored by Citroen, which 
added 0.13 points. 

The compact Borgward, not in- 
cluding Arabella or Hansa, gave up 
1.33 points and fell below one per- 
cent of the nine-month market. 
Volvo dipped 0.39 to 2.72 percent 
and Lincoln-Mercury’s Taunus, 0.37 
to 0.82 percent. 


* * 


cars in a wide range, from $1,400 to 
$5,000, Downing said. 


than Volkswagen, has not been 
highly profitable, he said. 
This year has been a rough year 


“Most imported-car lovers come| from a used-car standpoint. The 
in with their minds already made} Downings buy many used imports 
up,” he said. “They are difficult to|from American car dealers, This 


switch, Thus, dealers wth several 
lines, while perhaps not setting rec- 
ords for each importer, have the 
best opportunity to set one for 
themselves, 

“Again, several makes are pref- 
erable because you are assured 
of a supply of cars, Lack of space 
on ships, storms at sea or strikes 
at dock or factory may keep a 
single-line dealer without mer- 
chandise.” 

Downing said he generally keeps 
325 used cars on hand, and 300 new 
cars at his headquarters. 

He said his service department 
averages gross sales of $55,000 a 
month. Two service managers head 
a staff of 20 mechanics, There are 
three parts salesmen besides por- 
ters, car polishers and washers. 

Downing said the servicing of 
stable imported makes is improv- 
ing as more parts become available 
to dealers. Such servicing, other 


Panama Seeking 
Two-Year Ban 
On Car Imports 


PANAMA.—A bill has been in- 
troduced in the National Assembly 
calling for the banning of imports 
of motor vehicles into the Central 
American country for a two-year 
period beginning Dec, 1. 

The legislation also would ban 
the sale of autos registered in the 
Canal Zone which have had less 
than two years’ use, Additionally, 
the bill would require the construc- 
tion locally of trucks with wooden 
platforms and would establish price 
controls on spare parts. 

According to the preamble of the 
bill, the two-year ban would create 
additional employment opportuni- 
ties for mechanics, would cut down 
on the export of capital and would 
reduce the excessive number of 
autos and thus ease the capital 
city’s traffic congestion. 

Auto-business sources in Panama 
have indicated, however, that the 
proposed ban would represent to 
the government close to $490,000 in 
uncollected import duties in 1961. 
Reportedly, an average of 1,000 new 
cars are imported into Panama an- 
nually, and import duties average 
about $350 per auto. 

Enforcement of the ban, business 
sources indicate, would mean that 
at least some dealerships would 
have to close, because few would 
be able to make ends meet by deal- 
ing in used cars exclusively. 


apenas 
Sports Car Center Opens 


HOUSTON. — Sports Car Center 
has been opened by C. R. Cross and 
Henry Flores at 7001 Harrisburg Rd. 
The dealership will handle Fiat, 
Borgward and other lines of foreign 
cars. 


Import Sales Penetration 
First Nine Months, 1960 vs. 1959 


MG 
Mercedes-Benz 
Volvo 


Taunus 
Porsche 
Citroen 
All Others 


CAPTIVE MAKES* 
BRITISH MOTOR** 
ROOTES GROUP*+ 
BORGWARD GROUP?+ 
*—Includes Opel, English Ford, 
Taunus, DKW and Aute Union. 


Simea, Mercedes-Benz, 


60 Period ’569 Period Pet. Pt. Change 
18.11 
14.30 
6.58 
7.25 


6.47 


9.06 
5.46 
2.25 


Metropolitan, Vauxhall, 


**—Includes Austin-Healey, MG, Morris, Austin and Riley. 
t-—Includes Hillman, Sunbeam, Singer and Humber. 
tt—Includes Borgward, Arabella and Hansa. 





helps maintain the market on used 
imports and to control] the sales 
situation to some degree on the 
makes they sell, he said. On the 
makes they do not handle, they 
tend to cut the price offered rather 











deeply, he added. 
Downing said he sees no real 
basis for the occasional reluct- 


ance of financing institutions to 
handle economy-car paper. He 
said imported cars, except for the 
poor-quality makes, represent ex- 
cellent collateral for the following 


1. They are bought by “thinking” 
people anxious to use their re- 


sources to 


the best advantage. 


2. Downpayments are usually 
solid, not paper equities. 


3. Dealer 


service facilities have 


been greatly improved. 
4. Monthly notes are lower than 


on larger 
to meet. 
5. Value 


new cars, hence easier 


of the imported car as 


a used car for the quality makes 
is excellent. 

6. Operating expenses of the 
economy car are less, making more 
funds available for meeting pay- 


ments. 
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Can be installed 
in dash or under 
dash as desired! 


There 
is a trim 
plate kit for 
YOUR CAR! 


CUSTOMIZED 


@ VIBRATOR-OPERATED with Tone Control 


The ATR Customized Karadio is a compact, new, self- 
contained airplane-styled radio for small import and 
compact American cars. This economical unit is perfect 
for all small cars because it can be easily and inex- 
pensively installed in-dash or under-dash on most any 
make or model avtomobile—and its powerful 8-tube 
performance provides remarkable freedom from engine, 
static, and road noises. ATR Karadios are built to look 
and fit like original equipment with sleek, modern 
styling and solid, single-unit construction. They offer 
many customized features and provide highest quality 
fidelity—yet cost far less than comparably designed 
units, The ATR Customized Karadio comes complete 
with speaker and ready to install... and is the ideal 
way to add fun and value to your small import or 
American automobile! 





completely 
Can be mounted in-dash or under-dash—wher- 


ever space 


ATR KARADIO 
. is ideal 
for small import 
cars or com- 
pact American 
cars! Unit is 
self-contained—extremely compact! 


permits! For 6 volt or 12 volt! 


SEE YOUR JOBBER OR WRITE FACTORY 


oA” Battery Eliminators « DC-AC Inverters © Auto Radio Vibrators 


ATR 


American Tetevision & Rapio Co. 
Quality Products Since 1931 
SAINT PAUL 1, MINNESOTA, U. S. A. 








ONBuick!” 


This is a year of big things for Buick... 
brilliant new styling...a revolutionary new special-size 
Buick Special...sales moving at an ever-faster pace... 
quality at an absolute peak. 
This is just the beginning of a new era for 
Buick...an era which will take Buick to new heights 


of achievement. Keep your eye on Buick! 


BUICK MOTOR DIVISION, GENERAL MOTORS CORPORATION 
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Expect Small U. S. Share to Grow ... 


Europe’s Trucks Top New Areas 


the L-498, with a GVW rating of 


(Continued from Page 66) 


500 is priced at $1,411 and the 700 
at $1,530. 


* ® * 


Pickup from Datsun 


sean its way in the light- 
truck field is Nissan Motor Corp. 
with its Datsun half-ton pickup. 
“During the past year we have 
done some market sampling with 
this vehicle and we are extremely 
encouraged with results obtained 
thus far,” said Robert M. Bath- 
urst, sales manager for Nissan. 

Currently, the Datsun truck-sales 
operation is lumped into the gen- 
eral sales program. Explained 
Bathurst: 

“We strongly feel that as the 
general Datsun sales picture clari- 
fies itself that we will then enter 
@ more direct phase of truck mer- 
chandising.” 

Nissan hopes to sell 100 Datsun 
trucks monthly by the end of 1961. 

The truck, priced at $1,545, port 
of entry, has a 99.2-inch wheelbase, 
is 161.6 inches long and is rated at 
1,000 pounds capacity. Its four-cyl- 
inder engine is rated at 48 horse- 
power. 

a + * 


OOTES’ entry in the light-truck 

field is the Hillman-Commer, in- 
troduced last June in 15 models. The 
%-ton panel truck and pickup are 
expected to be most popular, al- 
though the lineup includes a can- 
opy pickup, sliding-door panel, 
standard dropsider, panel with 
extra side door, ambulance, bever- 
age truck, garment truck and mo- 
bile workshop. 

The panel truck hag 210 cubic feet 
of load space and features twin rear 
doors and a low cargo platform. 

Overall length ig 167% inches, 
wheelbase is 90 inches and weight 
is 2,468 pounds, The four-cylinder 
engine develops 52 horsepower 
and drives through a four-speed 
transmission. Prices range from 
$2,149 to $3,336. 

Rootes is currently building a 
dealer network for its commercial 
vehicles on a nationwide basis. It is 
signing both automobile dealers 

who want to add a truck line and 
exclusive truck dealers who want 
a small truck to fill out their line. 
cm ca . 
AMBRO, distributor for British 
Motor Corp., is in the light- 
truck field with ‘Morris and Austin 
vans and pickups. 

Most popular model is the Mor- 
ris 4-ton pickup, priced at $1,554 
port-of-entry in prime. The paint- 
ed truck ‘costs, an additional $17. 
The Morris %-ton van is tagged 
at $1,585 in prime and $1,603 
painted, Wheelbase is 86 inches. 

The Austin 152 and Morris J2, 
identical vehicles except for name- 
plates, are available at $2,186 for 
the pickup and $2,199 for the van. 

The J2/152 is powered by a 42- 
horsepower engine. With a 90-inch 
wheelbase, it has a rated maximum 
gross weight of 4,816 pounds and 
a curb weight of 2,712. 

Hambro imported 698 trucks last 
year, of which about 90 percent 
were the Morris ‘%-ton. Said a 
spokesman for the firm: “As far as 
a sales target for next year is con- 
cerned, there is no set figure at this 
time. Naturally, we intend to make 
every effort to increase our volume 
of these units steadily.” 

Sabra is entering the market with 
an Israeli-built panel and pickup. 

Others in the light-truck field in- 
clude Land-Rover, Auto Union and 
Toyopet, with Jeep-type vehicles. 


* * * 


Volvo Votes Diesel 


ERHAPS dominating the heavy-| * 


truck section of the import field 


is Volvo, with three models of its 


noted smokeless diesel engine. 

After a period of concentrating 
on East Coast sales, Volvo’s Die- 
sel Truck Division has now ex- 
panded its territory westward 
through Chicago. Further expan- 
sion to cover the entire U. S. is 
planned. 

Volvo has followed a policy of 
slow expansion of truck sales, says 
Tage Karlsson, division manager, 
in order to create adequate service 
and maintenance facilities within 
the area of sales. 

“As every trucker knows,” Karls- 
son said, “the value of his truck is 





as good as its service and mainte- 
nance facilities.” 

Volvo is so confident of its future 
in the U. S. truck market that it 
plans to introduce a number of ad- 
ditional models during 1961. 

These will include cab-over trac- 
tors to accommodate 40-foot trail- 
ers, tandem tractors and more tur- 
bocharged models for greater 
power. 

ok oe # 

OLVO’S current lineup includes 

the L-375, L-488 and L-498, The 
three are classified by Volvo, re- 
spectively, as light-medium, medi- 
um-heavy and heavy. 

The L-375 has a 287-cubic-inch, 
six-cylinder engine with overhead 
valves and is rated at 95 horse- 
power. Direct injection is used and 
the combustion chambers are lo- 
cated in the piston crowns. Its GVW 
rating is 22,000 pounds. 

The 125-horsepower L-488 
mounts a 41l-cubic-inch diesel, 
also with overhead valves and 
direct injection. Unlike the L-375, 
it uses wet cylinder liners. It has 
a GVW rating of 29,000 pounds, 
and Eaton axles and Fuller trans- 
missions are optional. 

Big boy in. the Volvo lineup is 

* ok 





Leyland Hub Reduction— 


This hub-reduction rear axle used in 
Leyland trucks incorporates an extra large 
driving pinion in the spiral bevel gearing 
in the first stage while further reduction is 
accomplished by epicyclic gear trains car- 
ried in the hubs. Torque loading is said 
to be three to four times lighter than a 
conventional design. Overall ratios avail- 
able with the axle are 7.74, 6.06 and 4.82. 
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This Way In— 


Double doors and transom at the rear 
of Renault Petit-Panel provide full-width 
and full-height access to load bed, which 
is 14 inches from the ground. The Petit- 
Panel also has a sliding side door for 
curbside loading. 





Diesel from England— 


Leyland Chieftain is a diesel-engined 
commercial unit imported from England. It 
has a gross vehicle weight rating of 
24,000 pounds and is powered by a four- 
cylinder engine rated at 95 horsepower. 
Leyland concentrates its United States 
sales efforts on the East Coast. 


30,000 pounds and a GCW of 65,000 
pounds. The L-498 is powered by a 
585-cubic-inech, six-cylinder diesel, 
given added urge through an Eber- 
spacher turbo-compressor. Output 
is 195 horsepower and 535 pounds/ 
feet of torque. 


A 162-horsepower diesel, without 


the turbo-compressor, is optional. | jag 


Choices on transmission and axle 


are also available. 
* * * 
—. says the main selling 
point on its truck line is the 
direct-injected engine. Karlsson 
says it is smokeless and operates 
at a noise level below other diesels. 

Fuel consumption is low, he said, 
because of the precision metering 
multiple unit and the toroidal type 
combustion chamber. 

Long service life, he said, comes 
from wet cylinder liners, inserts 
for the hard-chromed upper pis- 
ton ring, inserted valve seats, 
stellited exhaust valves, hard- 
chromed valve stems and hard- 
end caps, dual full-flow oil filters 
and indium plated, steel-backed 
lead bronze bearings. 

Many American components go 
into the Swedish-built Volvo, in- 
cluding Bendix-Westinghouse air 
brakes, Eaton axles, Fuller trans- 


|missions, Spicer prop shafts, Ross 


steering gear, Dayton wheels, Fire- 
stone rims and Borg & Beck 
clutches. 

Volvo notes that more than one- 
third of the Volvo truck is produced 


by American manufacturers. 
* * . 


Leyland’s Line 
Awe in the heavy-truck field is 

Leyland Motors (USA), Inc., 
American retailing branch for the 
British firm which claims to be the 
world’s largest exporter of trucks. 
President of Leyland in this coun- 
try is Johannes Eerdmans, who also 
heads Jaguar operations in the 

U. S. 

Leyland is importing several 
diesel models, ranging in price 

from $5,600 to $13,000. Among 
them are the Claymore, a four- 
ton model with a horizontal die- 
sel engine mounted amidships and 
under the floor and a Gross Ve- 
hicle Weight of 15,680 pounds; 
the Chieftain with a GVW of 24,- 
000 pounds, and the Clydesdale, 
with a GVW of 32,000 pounds. 
Leyland is concentrating its sales 
efforts in the Eastern Seaboard 
area. Merchandising plans include 
use of trade publications for a con- 
tinuous schedule of advertising and 
selective direct-mail to fleet owners, 
Eerdmans said, 

Since introduction of Leyland in 
the U. S. market last spring, a total 
of 48 trucks have been sold. The 
goal for 1961 is 500 units. 

* * * 
Saar on Leyland’s out- 
look, Eerdmans said, “The larg- 
est trucking companies in America 
have already placed orders for our 
products. 

“It is apparent that the sales 
potential of Leyland Group Die- 
sel trucks in the U. S. is very 
high. Models sold here are not 
directly competitive with U. S.- 
manufactured trucks, for there is 
nothing in the U. S, of a similar 
type and within the same price 
bracket.” 

Leyland is considered a veteran 
in the diesel-truck field, having pro- 
duced diesels since 1933. Its last 
gasoline-engined model was turned 
out 10 years ago. 

Leyland supplies diesel engines to 
the two U. S. producers of heavy 
trucks as well as U. S. builders of 
earth-moving and heavy construc- 
tion equipment. 

In the last few years, over 2,500 
buses operating in the U. S. have 
been converted to Leyland diesel 
engines, All Leyland diesels use di- 
rect injection. 


Auto Imports (Rootes ) 

HEMPSTEAD, L. I. — Auto Im- 
ports, Inc., has been appointed by 
Rootes Motors to handle its Hum- 
ber, Singer and Sunbeam cars. 
Auto Imports’ branches are Yale 
Motors, Farmingdale, and Islip Mo- 
tors, Islip. Buddy Davies is gen- 
eral manager. 





Saabs for Rent— 


First imported car rental service for New England has been established in Boston 
between Saab Motors, Inc., and Avis Rent-A-Car system. Taking part in key presenta- 
tion ceremony are, from left, Ralph T. Millet, Saab president; Peter G. Swediund, Saab 
regional manager, and Samuel Lack, Avis operations vice-president. 






How Volkswagen Chose 
Newest Distributor 


(Continued from Page 22) 


organization in the country, is the 
problem of finding suitable me- 
chanics. 

“We have a promotion program 
planned which we think will at- 
tract mechanics to our dealerships,” 
he noted. 

Among the reasons Hahn feels 
for the success of a mechanics’ pro- 
motion are the high standards of 
VW service shops. 

“More than 60 percent of our 
dealers are in brand new build- 
ings,” he said, “and next year this 
number will be increased. 

* a * 


{y= the years we have learn- 
ed how to service our cars effi- 
ciently and what kind of service 
department is best suited to VW 
ears. Therefore, we have been able 
to develop a basic service depart- 
ment design which can be adopted 
to almost every size and situation. 
This means that a mechanic has 
not only the most modern equip- 
ment to work with, which means 
no heavy lifting or pushing, but he 
also works in very clean, bright 
and cheerful surroundings. 

“We also encourage our dealers 
to pay good wages, and in addi- 
tion to all of this we continue to 
expand our service school setup 
in every distributorship. 

“Another advantage of our slow- 
ly evolving design and engineering 
techniques, aside from the obvious 
ones,” Hahn pointed out, “is the 
fact that the dealer and his service 
men are not required to learn a 
new servicing technique every year, 
and therefore we get a chance to 
completely work the bugs out of 
our machines and the mechanic 
continues to be completely familiar 
with his work. 

“In addition, the parts inventory 
required by the VW dealer is not 
nearly so extensive or expensive as 
other dealer groups must keep on 
hand.” 

Every VW distributor is awaiting 
delivery and installation of a com- 
plete IBM setup, which wil] make 
them as “efficient and up to date 
as any American company.” 

OK ok Kk 


AHN also stated that VW has 

no intention of following the 
example of other importers who 
have recently been stepping into 
the distribution networks, 

“We find our relationships with 
our distributors excellent,” he 
said. “We value them highly, be- 
cause we find that we learn a 
great deal from them, Very often 
in the give and take of meetings 





Three New Dealerships 


Announced by Volvo 


ENGLEWOOD CLIFFS, N. J. — 
Three newly announced Volvo deal- 
ers are: 

Phil Gordon Motor Sales, 310 E. 
Front St. Traverse City, Mich., 
Philip Gordon, owner; Tappen Mo- 
tors, Inc., 300 N. Broadway, North 
Tarrytown, N. Y., George A. Kohn, 
president, and Brandfon Motors, 
Inc., 33-35 Railroad Ave., Green- 
wich, Conn., Sasha Brandfon, pres- 
ident. 





with our distributors we discover 

better ways of doing things, Their 
suggestions to us are invaluable. 

“Also, it is not possible for them 
to ‘yes’ us, just because we are VW. 
They look at everything from the 
standpoint of efficiency and its abil- 
ity to make money, just as we do. 
And if they think we are wrong 
they say so. We must sell them on 
any ideas we have, which keeps us 
efficient. They won’t just take our 
suggestions because we make 
them,” 

Hahn sees no slackening of de- 
mand for the VW in 1961, and as a 
matter of fact has words of en- 
couragement for the entire import 
industry in the immediate future, 

“T believe,” he said, that the proc- 
ess of readjustment in the import 
market is already past. Recently we 
have seen a spate of articles in the 
press, in which the plight of the 
import automobile business has 
been carefully examined. 

“Actually what these people don’t 
seem to realize is that they are 
already behind the times. The re- 
adjustment has already taken place, 
and I believe things will be better 
from now on.” 

Commenting on what happened 
to bring about the readjustment, 
Hahn stated: “I believe many peo- 
ple looked at our long waiting lists 
of last year and then unfortunately 
overestimated the entire market. 
But now stocks are back in hand 
again, and a more realistic view is 
being taken of the potential here.” 

* * ok 


SKED if VW was purposely 

maintaining a shortage of auto- 
mobiles in this country to create an 
artificial situation, Hahn empha- 
tically denied there was any truth 
to this rumor. As a matter of fact, 
he wistfully added, “We actually 
lose business during a shortage pe- 
riod like this, and it means we and 
our salesmen are constantly selling 
waiting time rather than the prod- 
uct.” 

Again Hahn felt that the entry 
of the domestic manufacturers 
into the compact-compact field 
would do no more than strength- 
en prospects for VW, “This would 
bring about more and more ac- 
ceptance of our theory of trans- 
portation,” he said. 

Speaking briefly of the entry of 
domestic manufacturers into the 
compact truck field, Hahn said, “At 
last the American manufacturer is 
building a truck to meet the cus- 
tomers needs. Heretofore, he has 
taken a passenger car chassis and 
fitted a truck body on top. Now, he 
has recognized the need of the 
truck customer for something more 
nearly designed to his require- 
ments, I don’t believe we yet know 
the full potential for this small 
truck market.” 

Hahn was also willing to bet a 
case of champagne that VW will 
not introduce a new four-door 
sedan, as an addition to its line, at 
the 1961 Frankfurt show, 

“Why should we change some- 
thing that is as successful ag the 
VW, when we can’t meet commit- 
ments now?” he asked, 
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HERE'S WHAT THEY SAY ABOUT SIMCA... 
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~= “We examined E 
S all the imports,” 

Says Wayne King, 
wand chose Simca.” 


AYNE KING, (LEFT), PARTNER AND GENERAL MANAGER, AND E.L. GOEBEL. 



















PARTNER, KING AND GOEBEL MOTORS, THOUSAND OAKS, CALIF. 





“The way my Simcas 
arrive,” says Bob Laylor, i 4.5 in 

“I could sell ton a> 2 

right off the truck, : s = o- = 









pital ate I sell 
ja new Simca,” 
~ says Dave Gottlieb, | 
ri make a new friend. -— 


DAVE GOTTLIEB, PRESIDENT, DABERN MOTORS, INC., HARTFORD, CONN 








“With Simca’s quality, 1B 
at Simca’s price, ’ SAYS be 
Al Mangin, “there’s = 
no competition.” = 





FOR INFORMATION REGARDING THE SIMCA FRANCHISE, CONTACT: P. NUNEZ, SALES MANAGER, 


U.S. SIMCA SALES, CHRYSLER CORPORATION, INTERNATIONAL OPERATIONS GROUP, P.O. BOX 1688, DETROIT 31, MICHIGAN 
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° Ahead ... 





New Showroom Built on Faith 


ALTIMORE.—A solid commit- 

ment to top service, coupled 
with a firm belief that imported 
cars are in the American market 
to stay, has won a place for Volvo 
on Baltimore’s “automobile row.” 

Michaelson Motors, Inc., laid its 
bet on the stability and growth of 
the American market for imports 
early in October when it opened 
a 15,000-square-foot, modernistic 
showroom and service center at 
5801 Reisterstown Rd. at a total 
cost of $278,000. 

For partners S. David Michaelson 
and Harry D. Wootton, the event 
notched their most important 
growth-mark in 2% profitable years 
of selling imports. 


Michaelson, president of the deal- 
ership, sums up his feeling about 
imported cars cogently: “The fast 
operators are gone; the gravy’s 
still to come.” 

a * + 


E SAYS that too many dealers 

jumped into imports “when any 
European car sold automatically.” 
Many of them, he says, had little 
intention of giving adequate service 
or staying in for the long steady 
profits. 

But, he adds confidently, “Those 
of us who are in for the long pull, 
who have a competitively priced, 
top quality product which is not 
aimed at a mass market, and who 
give a full range of customer 





service including parts supply, 
will more than hold our own 
against the American compacts.” 

Both Michaelson and Wootton re- 
gard the shakeout in the imported- 
car market as temporary for seri- 
ous-minded imported car dealers. 
Their dealership’s growth adds con- 
vincing meat and bone to their 
argument. 


When Michaelson and Wootton 
acquired the Volvo franchise in 
April, 1958, a total of five employes 
(including themselves) were selling 
used cars from a 14,000-square-foot 
open lot with a 2,000-square-foot 
service garage at the back (they 
quickly remodeled a building at 5723 
Reisterstown Road and added a 
1,300-square-foot showroom). 

Now, 31 employes occupy 58,000 
square feet of space at both the 
old and new locations, including the 
elaborate new showroom and serv- 
ice center and additional lot space. 

+ * * 


W-CAR sales during Michael- 

son’s first seven months with 
Volvo (April-October, 1958) hit 
115, rising. to 177 in the full 1959 
model year. In the 1960 model year, 
Michaelson’s registrations topped 
250 units, a 42-percent increase in 
unit sales over 1959. 

Michaelson Motors, a used-car 
dealership in 1957, grossed $261,- 
500 that year. In 1958 gross sales 
from Volvo, the used-car opera- 


tion, service and other sources 

jumped 170 percent to more than 

$705,500. Then 1959 brought an- 
other 28 percent increase in gross 
sales to more than $900,000. 

Michaelson now expects his over- 
all operation, including the Stude- 
baker Lark franchise, acquired last 
June, to top $1,100,000, another 22 
percent increase in gross receipts. 
Looking ahead, the dealership is 
projecting gross sales of $1.5 mil- 
lion to $2 million in 1961. 

Labor and parts sales—directly 
the result of increasing Volvo own- 
ership in the Baltimore area—are 
playing an expanding role in 
Michaelson Motors’ story. From a 


combined total of $19,500 in 1958, © 


the service and parts departments 

will gross better than $100,000 this 

year, more than $150,000 in 1961. 
” * 7 


tory” of one car in 1946. 

In 1949, he formed a partner- 
ship with Harry D. Wootton, 
previously a sales manager of an- 
other dealership. They invested in 
an open lot and a $150 prefabri- 
cated shed at 5723 Reisterstown 
Road. 

Each year brought a small step 
forward, and in 1957, a 2,000-square- 








All-Glass Showroom at Michaelson— 


New dealership building erected by Michaelson Motors, Inc. (Volvo), in Baltimore 
ICHAELSON quickly acknowl- includes this all-glass showroom measuring 30 by 75 feet. Dealership was launched 
edges that he has moved up jn April, 1958, with an open lot and five employes. The new $278,000 building has 

fast from a beginning as a used-car 15,000 square feet and the dealership now has 31 employes. Partners S. David Michael- 

“curbstone” dealer with an “inven- son and Harry D. Wootton expect gross sales of $1.5 to $2 million in 1961. 


of the lot, L-shaped around a pri-| cars and salesmen’s desks was 


vate residence, to take care of serv- 
ice work. Later, the partners took 
over the house on the front of the 
lot, remodeling the ground floor 


added. 


* * * 


ICHAELSON and Wootton al- 
most literally “ran down” the 


rooms into offices and gaining 150| Volvo franchise on busy Reisters- 


feet frontage on the main street. 
When they took on Volvo in 1958, 


foot garage was built on the back/ a showroom large enough for three 


Here’s Your Windshield...Right on Time! 


The windshield you want... right on time... 


every time! THAT’S SERVICE! 





Service that lets you relax knowing an expert is 
helping you with your auto glass problems. To you... 
service means your SHAT-R-PROOF Distributor is 


“looking-out-for-you.” To your customers. . . service 


means efficient auto glass replacement. 


For service, quality, availability . . 
local SHAT-R-PROOF Distributor. The best 


. call your 


man to call for fast delivery of top quality auto 
glass parts for all car and trucks. 





Tete... 





Shatterprool Glass Corporation 


4815 Cabot Ave., Detroit 10, Mich. 


town Rd. in March, 1958. Both had 
read of Volvo’s performance at the 
Lime Rock endurance races in 1957 
when Volvo copped the first five 
overall win positions. 

Soon after, they spotted a Volvo 
passing by and gave chase, ulti- 
mately forcing Baltimore con- 
struction engineer Carl Beve to 
the curb several traffic lights and 
many blocks later (Beve, annoyed 
at being followed, speeded up 

(Continued on Page 85, Col. 1) 


Captives Face 
Further Period 
Of Retrenchment 


(Continued from Page 29) 
Simca-only dealers. Exclusives will 
be entirely separate from Chrysler 
Corp. dealers dualled with French 
import, which also will concentrate 
on model in VW price class. 

a ok * 

RCEDES-BENZ — With sales 

as steady as restricted ship- 
ments from West Germany, Stude- 
baker-Packard ally also is search- 
ing for major-market exclusives. 
Daimler-Benz failed to increase 
shipments this past year and now 
is delaying commitments for U. S. 
stepup until “later in 1961.” 

METROPOLITAN — Despite decrease 
of only 1,024 units from last year, 
heavy inventories have caused 
American Motors to pay dealers 
cash incentives of $125 per Met 
and absorb all loan charges through 
February. The Met coupe and con- 
vertible will continue to be import- 
ed from British Motor, however, as 
price-leader competition for VW. 

Vauxhall — Another 50 percent 
slider, the Pontiac captive al- 
ready has announced facelifted 
61 Victor series. General Motors 
Chairman Frederic G. Donner an- 
nounced a month ago that both 
Vauxhall and Opel would remain 
on the U. S. market “for whoever 
wants them.” 

Taunus — Shipments suspended 
while U, S, dealers work off inven- 
tories after 40 percent sales drop. 
Hit hard by Comet advent among 
Lincoln-Mercury dealers, but ru- 
mors persist that ’61 Taunus may 
be offered on “special order” at a 
later date. 

DKW — Off to a so-so start as a 
two-door rival of VW, the Mercedes 
stablemate is signing up non- 
domestic dealers who pledge to give 
DKW a separate sales organization. 
Goal is 15 new dealers a month, and 
much interest is being expressed 
by boat dealers who are familiar 
with the two-cycle engine, Mer- 
chandising emphasis next year 
will be placed on the long history 
of Auto Union and new connection 
with Mercedes-Benz, 

Auto Union—Working off stocks 
under this name and transferring 
completely to DKW designation. 








THIS MAN 
IS BUILDING 
A DEKE! 


Ever see an engine assembly like this? Note 
carefully: finned brake drums mounted 
inboard as an integral part of the engine 
unit. This is the DKW-750 power plant 
and brakes. Every single engine is bench 
tested and run in before mounting in the car. 
And the car itself? Front wheel drive, no 
transmission hump or tunnel, amazing trac- 
tion, exceptionally roomy and comfortable 
interior, more performance than its com- 
petitors. Price? $1665 PO.E. New York, 
retail. This isa car that should be yours to sell. 


And your sales efforts are backed by the dis- 
tributor of Mercedes-Benz cars (Mercedes- 
Benz Sales, Inc.), with factory advertising, 
local promotions, comprehensive mats, mail- 
ings, the Formula Junior race success of the 
DKW engine and strategically located parts 
depots throughout the nation. 


FOR INFORMATION ON DKW AND AUTO 
UNION, WRITE TO: MERCEDES-BENZ 
SALES, INC., SOUTH BEND 27, INDIANA. 


*Owners affectionately call their DKW’s “Dekes”. 
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and Dimensions | Engine | Capacity Drive Unit Chassis 
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| | | | | | 
( | | 38.2 — [149.6 [54.9 | 69 |47.2 47.2 | | 7.5 | 4474,800) 54.78 45/2,500| | 64 | | | 
ISTON-MARTIN D Standard | ama * | * |176.75|52 *  |54 [53.50] | 8.25| 263/5,700/224 | * }22s | * | * | 377 \6.00 x 16 0. D. ce ee 
A-40 | |1,677| 36.5 |41.5 |144.25/56.75| 6.25 |47.5 |47 | | 8.3 |38.5/4,750| 57.82} 50/2,000| 7 | 51 | 39 | 4.55 |5.20x 13] None | 7% (35 
| | 83 . | | 48 | : 
850 (Also Morris 850) | 80 [1,288| 36.0 |44 120 (53 | 7.12 |47.8 |45.8 | | 8.3 | 37/5,500| 51.7 | 45/3,450| | 31 | 51 | 3.77 |5.20x 10) [29 
- 3000 | 92 |2,465| 35 [52 9.0 | 124/4,600|177.7 | 175/3,000} in [11.4 | 7.1 | 3.55 |5.90x 15] ; | 35.5 
1,456| 34.5 |45.25/137.25|49.75| 6  |45.75|44.75| 4 | 8.3 | 43/5,200| 57.87| 52/3,200| 72 | 6 | 42 | 4.22 /5.20x 13) None | 67.5 |32 
DTO UNION 1000 92 1,995] 36.2 |44.2 (165.1 [57.7 | 6.7 (50.8 |53 |. 3 | 7.25| 50/4,500| 59.9 | 61.5/2,250| 12 | 85 4.38 |5.60 x 15 A.C. 110.8 |37.6 
ENTL! $2 Saloon 3 4,424] 87.5 [41.5 |211.75|64 7 [58.5 |60 8 [81] * (3802| * [216 | 126 | 65 | 3.08 |8.20x15| A. 8. [240 41.8 
BER. aos 70 | 600| 36 |46 (123 \42 | 8 (44 (44 | 2 | 81] 4075500; 42 | * | 6 | Air |2 | * (5.20x12) None ; * | 
30) |104 —|2,200) 7 (584 |634] 4 | 66/4,700| 91 | * ‘| 1275[ 7 |4 | 389 |5.70x13) None [119.4 [36 
eee RR | 66.9 |1,235| 39 [41 (117.3 |541| 9 (48 (4567| 2 |68| 26 | 85.5 | 29/2500] 6 | Air | 2.5 | 5.43 [5.20 x 10| None | 67 (26 
10 Coupe and Sedan 83.5 |1,390, * | * |139.4 |505| 7 |50 |47.24| 2 | 7.5 | 35/5,200| 42.46| 41.5/3,500| 66 | Air | 2.2 | 5.43 |5.20x12 None 91.1 |30 
CITROEN DS-i9 [123 |2,475| 35 189 | * (62 [50 | 4 | 7.5 | 75/4,500/116.6 | 100 175 | 8 |4 * 1165 x 400} A.. 8. ee 
tation Wagon fi23-- [2,860.35 37 [196 |* | * (52 (50 | 4 | 75 | 70/4500ji166| * 175 | 8 |4 |* [165x400) None Pao 
2 | 7.0 | | 
| | + 
| 89.8 |1,916) | * |152 (583 | 7.2 (47.6 47 | 4 | 7.5 | 48/74,800| 72.5 [60.7/2,400| 82 | 56 | 28 | 4.63 |5.60x 13| None | * [sas 
DKW 750 85.6 |1,499| 37.2 |41.4 |156 (55 5.9 (46.5 |47.3| 3 | 8 34/4,300| 45 | 47/2,500| 9.5 | 7.6 3.88 |5.20 x 12 A.C. 88.6 (31.2 
INGLISH FORD Angii 90.5 |1,625| 38.1 |40.6 |153.5 [56.6 | 64 |46.0 |458| 4 | 8.9 | 41/5,000| 61.0 | 55/2,700| 84 | 6.15 | 24 | 4.125|5.20x 13| one 76.8 |32 


| 
[CEL VEGA HiK500 104.7 |3,885| 37 (50 [181.1 [53 | 7 (55.9 |57 | V-8 |10.0 | 360/5,200|961 | 400/2,800| 27. | 22 | 6 | 391 |6.70x15| Manual | 
| 


A KE 7 |, j f t 
—Faceilia £ | 96.5 |2,180| * | * [163.5 |49.5| 7  |51.25|50.83| 4 | 9.4 | 116/6,400| 976| * | 16 | 12 | 425 | 410 |590x1i4| | None , 
55 67 ~*(28.3 


72.4 |1,100| 36.0 |40.0 |i21 |522| 51 |44 (44.5 | 2 | 7 | 21/4,000| 29.23) 20/8,500| | Air | 1.75| 61 |125x12|__ None | 
| 













| 78.7 |1,334| 96.0 |40.0 [130.5 [55.8 | 63 |45.3 45.5 | 4 | 7.5 | 28/4,600| 38.63) 28/78,000| 7.13] 4.5 | 817 | 653 |520x12| None 67 ~(|28.6 

92.1 [1,940] 34.0 [40.0 154.3 [686 | 51 485 477 | 4 | 7 | 48/4,800| 66.5 | 52/3,200| 10 | 475 | 8.16] 43 |5.20x14| None | 1588 [345 

1200 92.1 |2,069| 36.0 |41.0 |154.3 57.8 | 51 |485 |47.7| 4 | 8 | 63/5,300| 74.5 | 60/3,000| 10 | 4.75 | 3.16 | 4.3 |520x14| None | 1538 (345 
1500 | 92.1 |2,117| 36.0 |44.0 |158.7 [512 | 4.72 |486 |47 | 4 | 8&7 | 9076,000| 91.0| 77/4,000} 10 | 63 | 47 | 43 |155x15| None | 2087 (345 
2100 [104.3 |2,679| 36.0 |41.0 |175.8 [57.9 | 5.75 |52.75|51.4 | 6 | 8.8 | 95/6,000|125,3 | oe 16 | 9 |628|43 ani None | 191.2 |87.8 


| 89.3 |2,090| 34.5 |47 | 114.4 |35 














6 
6 t 
6 TS 
|3,976| 39.5 |32.25|196.5 |63 ; j 6 | 8.0 | 225/5,500|280.6 | 240/2,900| 20.5 | 13.25 |18.25 | 4.27 6.70x 16) O.D.or AT. t 
LANCIA Appia Sedan Srd Ser. 99 2,016) 35 |42 |158 (669 | 5  |46.8 |46.2 | V-4| 7.8 | 4875,000| 66.5 | 63/3,000| 10 6 |4 | 418 |155xi4 None | * | 
ZERCEDES BENZ 180 104.3 |2,390| 39.75, * |177.15/614 | 7.6 [56.3 [681 | 4 | 7.0 | 78/4,500|115.76| 107/2,500| 148 | 9.5 | 425 | 39 |640x13 None | 126.5 |35 
190 104.3 |2,510| 39.75, * [174.6 (61.4 | 7.6 (56.3 \581 | 4 (21.0 | 55/4,000/115.75| * | 148 | 95 | 40 | 3.7 |640x13| None | 126.5 |35 
190SL | 94.5 [2,335 35.5 | * |166 (52 | 6.1 (56.3 |57.88| 4 | 85 | 120/5,700|115.75| 114/3,800| 17.25 | 10.6 | 4.25| 389 |640x13)| None | 165 (36 
—300D Hardtop -— ji24 /4,175| 39.5 | * (2043 64 | 85 (58.25/60 | 6 | 8.56] 180/5,500|182.8 | 191/4,500| 19 | 6.88 | 4.67 |7.60 x 15 A.S. | 258 42 
POLITAN Coupe | 85  |1,890| 35.5 |41.75|149.5 [54.8 | - 45.3 |448 | 4 | 83 | 55/4,600| 90.88| 82/2,400| 10.5 3 [4 | 422 560x138} None | 768 (35 
| 
| 


MG ‘A’ 1600 | 04 2,052) 87 [46 [156 (50 | [47.5 [48.8 | 4 | 83 | 80/5,600| 96.9 | 87/3,800| 12 | 6 | 48 | 438 |560x15| None t (305 
2 ee =e [a2 e e eas ae 4 | 83 | 68/5,400| 90,88| 8373,200] 12 | 72 |48 | 43 |5.90x14| None 147 [875 
* [33 





Ol 96 (1,650 * | * |i44 (52 | 7 (47 (47 | 4 | 85 | 100/5,000|1215 * . . 3.73 |5.00x16| None 

mG he Minor x 2 Se 36 (45.5 a 3a <5 03 (50.6 | 4 | &8| 37/4,750| 57.8 | 60/2,500| 78 | 6.9 | 4.2 | 4.60 [5.00x14 one 63.8 [33 
Oxford MKV Cambridge | 99.25|2,408| 37 [42 |175.4 |59.75| 6.25 |48.88/49.88| 4 | 83 | 55/4,360| 90.88| 83/2100) 12. | 72 | 48 | 4.05 |690x14| None | 147 (375 
NSU Prinz 30. | 78.75|1,106| 37 |40 128.8 |53.75| 7  |47.25|47.25| 2 | 7.6 | 36/6,500| 35.6 | 34/2,300| 675 | Air | 2 oo 441 440x12|. None | 65 (28.2 
“Sport Prinz ===~—~—~—~S*«*~“CS:*~*«*Y:«S 7B] BBD -«*('1KD 4D =| ~=SCT~SC«*A'T.25/47.25| 2 | 7.6 | 9676,500| 35.6 | 94/2,300| 65 | Air | 24 | 4.41 |440x12| None | 65 (282 
[100.4 |2,006| 36 (43.4 |174 56.7 | 69 |49.6 |50 | 4 | 7.8 | 57/4,700| 90.8 | 85/2,500| 106 | 88 | 32 | 3.9 |590x1i3| None | 109.1 |35.1 

ANHARD 101 {1,764 37 [48 |180 (57.5 | 63 |51.25|61.25| 2 | 7.26| 50/6,300| 51.93| 51/2,500| 11 Air | 25 | 614 |6.20x15 None + |33 
IEUGEOT 403 Sedar 105  |2,262| 36 [48 [176 [57 71 (52.75|62 | 4 | 7.5 | 65/4,750| 89.6 | 85/3,000| 13.25 | 9.5 | 42 | 5.75 |5.90x15 None 126.3 [31.3 

PORSCHE 1600 | 83 |1,874| 37.5 48 (158 [52 | 69 (515 50 | 4 | 7.5 | 70/4,500| 96.5 | 82/2,000| 13.7 | Air | 45 | 443 |560x15| None | iz [36 





| 90.8 [2,866 * | * |i71.7 (604 | 67 (52.8 \543| 4 | 85 | 90/4,800|113.6 | 108/8,200| 10.6 | 106 | 34 | 4.63 640x14| None 


8 (2, | . ; . 4 / | 
RENAULT 1CV ~=~=——— | 82.75/1,322| 37.5 |41 |142 (58 | 6 (48 (48 7.75| 28/4,100| 45.58] 43/1,800| 7 5 |2 | 4.71 |5.00x 15 A.C. | 624 (275 
/ r 8 |51. | 81. 
| 77. 












4075,000| 51.54| 4878,300| 8.5 | 28 | 4.387 |550x15| 4-Speed 
274,200] 01.54 50/2,000| 8.5 
* 


| | | | 14.6 | 3.9 (6. | 
7) 11874, 500]183 164/1. 500) 16.8 | 185 | 12 | 39 |670x15| O.D. orAT 1064 (38.6 
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| 8 
Saka a |1,775| 38 * {158 | | 7.3 | 38/5,000| 45.6 | 52/2,000} 9.5 | : | | 5.23 |5.00x 15} Saxomat | 105 |36 
95 a |2,050| 38 bi |162 i ie e | | 7.8 | 42/5,000| 51.3 | 60/3,000} 114 | 8 | rs? |5.60 x 15] None | 105 |36 
96 | 98 |1,820) 38 |47 [158 [58 | i 48 |48 | | 7.8 | 42/5,000| 52 | 59/3,000] 105 | 8 | | 5.43 |5.20x15| Saxomat | 105 |36 
CA | 96.26/2,050| 34.2 [40 |164.9 [56.5 | 7.1 [49.4 |49.2 | | 7.2 | 50/4,800| 78.7 | 65/2,800| 11.4 | 6.5 | 5.25 | 4.44 |5.60 x 14/ None | 121 135.6 
edette 106 (|2,745| 38 |39 |187 (57 6.7 |54 |53 | V-8| 7.5 | 84/4,800/143.46| 112/2,750| 15.8 | 18 4.7 3.9 |6.50 x 15) None | 193.5 {37.4 
SINGER IIl/ 96 (2,316) 37.5 |35.5 [163.5 |59.5 7 49 /48.5 4 | 85 | 64/4,600| 91.2 | 83/2,400| 12 7.35 | 4.8 | 4.55 |5.60x 15 A. T. 121 |36 
SKODA | 94.5 |2,050, * | * (160 |54 | 7 |47.67/49.2 | 4 | 84 | 50/5,500| 66.5 | 54/3500] 65 | 8 | 4 | 4.78 |5.50 x 15] None Ry |36 
SUNBEAM Alpine | 86 |2,165| 36 | * |155.25/51.5 | 51 |51 (485 | 4 | 92| 84/5,300| 91.2 | 107/3,400| 108 | 84 | 48 | 39 |5.60x 13) O. D. | 295 |34 
| 96 |2,340| 36 [36.5 (162.5 |58.5 | ; 5 . 4 | 9.2 | 78/5,400| 91.2 | 83/3,500| 108 | 84 | 4.8 | 
{100 |2,700| 37.4 [42 |172 |60 | |52 | 4 | 88 | 95/5,000/115.8 | 110/3,000| 12.5 | | 4.2 | 4,88 |6.40 x 13] || 132.4 |36 
| 94.6 |2,160| 36.2 |42 (157.2 |56.7 4 8.4 ‘ | | 
TR-3 | 88 |2,128| 32 |47 [151 (50 4 2 |35 
| 91.5 |1,736| 35.5 |40 [153 [52 6.75 |48 /48 | 4 | 
Herald Convert. and Coupe | 91.5 |1,680| 32 [44 [153 |515| 6.75 48 |48 | 4 3. ; 4.55 |5.20 x 13} None i ie |25 
A | 98 |2,210) 34.4 42.2 |167.8 |58 | 69 |50 |50 | 4 | 81] 55/4 300] 92 | 85/2400} 96 | 7.2 | 36 | 4.13 |5.60x 13] | 86 |34 
VESPA 400 =—“‘i‘“‘™CC#é «CBG 7|«800|/-G—“ (BCT? (s|CSCB SAS | 2 [64] 20 [24 | * | & | Air [| | * (440x10| None | 4 (23 
VOLKSWAGEN Sedan | 94.5 |1, ____| 94.5 |1,631/ 38.6 [44.5 |160.6 38.6 (44.5 [160.6 | \59.1 Pea |53.9 [53.5 | 4 | 7 | 40/3,900| 72.74] 65/2,400| 10.6 | Air | 2.65 | 3.69 |5.60 x 15) None | 96.1 |36 
““Karmann-Ghia - ~~ | 94.5 |1,808) 85.4 /44.5 1163 94.5 |1,808| 35.4 |44.5 163 ([524/ 6 \51.4 [50.7 | 4 | 7 | 40/3,900| 72.74) 65/2,400] 10.6 | Air | 2.65 | 3.69 |5.60 x 15) None |} 96.1 |37 
|102.5 |2,127| 39 |47 |177 |61.5| 8 51 |51.75] 4 | 82 | 85/5,500| 97.6 | 87/3,500] 9.25 | 8 | 3.75 | 4.56 |5.90x 15) -Speed ae {35.5 
4-door Sedan 102.4 — = |42.5 |175.2 |59.5 | a; 51.8 [51.8 | 4 | 82 | 85/5,500| 97.6 | 87/3,500) 12 : | 3.75 | 4.56 [5.90 x 15) 4-Speed | 165 |32 
P-1800 Sports Coupe | 96.5 | * | = tave. we.) [52 52 | 4 | 9.5 | 100/5,500/108.5 | 108/4,000| 12 | * | 4.56 |5.90 x 15] 0. D. caeee |31 
NOTE: This table has been compiled from information supplied by factories, distributors and em direct sources. List of Abbravlaticas: —Front disc brakes. 
Every reasonable precaution has been taken to insure coseraty, but Automotive News cannot assume -~ liability 2 A.C.—Automatic clutch, —Disc brakes. 
eoenth ae of _neceennates or omissions, Specifications, listed here as of March |, 1960, are subject to change A.S.—Automatic transmission standard. .D.—Overdrive. 


witheut notic A.T.—Automatic transmission *—Information a St available 
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Top Performance 


Saab won over all other imported cars in 
8-hour “little Le Mans” endurance classic 
at Lime Rock, Conn., October 1, 1960. Five 
of the top ten cars finishing were Saabs! 


Sound Marketing Policy 


Saab cars are distributed to dealers 
directly through Saab’s wholly-owned 
U.S. subsidiary. Field representatives 
contact and assist dealers regularly. Saab 
sales are UP for 1960! 


Exceptional Safety 


An authoritative automotive magazine 
recently called Saab “the safest small car 
in the world”, thanks to its Front Wheel 
Safety Drive, Armored Fuselage Body. 


New 5-seater Sports Sedan 
BUILT FOR AMERICANS BY SWEDEN’S 
LEADING PRODUCER OF JET AIRCRAFT 


Proven Economy 


Gas mileage of the new Saab was certified 
at 39.87 miles per gallon in the Mobil 
Mileage Rally on October 30, Saabs often 
go 100,000 miles without a major overhaul. 


* what every dealer 


Regional Parts Depots 


Saab maintains complete stocks of spare 
parts at three regional depots, assuring 
prompt delivery to dealers. Spare parts 
orders are shipped the same day received. 


Service Schools 


At Saab training schools, dealer personnel 
receive instruction in servicing and main- 
tenance from factory-trained experts. 


a as oe Re 





High Value 


The new '61 Saab offers over 30 feature 
improvements at no increase in price. 
Photo shows new wrap-around rear win- 
dow and all-weather ventilators, 


wants! 


Warranty Program 


Provides prompt settlement of claims 
allowed under a clearly defined policy. One 
of the most realistic programs in the 
automotive industry. 


COMPETITIVE IN PRICE WITH $1,600 CARS BECAUSE THE COMPLETE PRICE OF $1,895* INCLUDES EQUIPMENT AND FEATURES NOT FOUND IN OTHER CARS. 





New 7-Passenger Station Wagon combining maximum interior capacity with minimum exterior 
size. Swing-up tailgate. Choice of 3 or 4 speed transmissions. Load capacity: 950 lbs. with driver. 


*East Coast p.o e., whitewall tires extra. 


MAIL COUPON for information on franchises 


still available in some choice markets. 


[ee 


Saab Motors, Inc. 


Dealer's Name 


Address 


City 


State 


fe ee ap caps cn stm one can ammraee cay camp camp atm came axsosap dp gas cUD a ene cs ene cho  aen ciup eo etna cies eas demise cel 


pe 
SWEDEN 


405 Park Avenue, New York 22, N. Y. 
() Send complete information on franchise opportunities in our area. 


() Please have a Field Representative phone for appointment. 
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TURNINGS ... 
Engineers Call ‘Tune 


On Mercedes Changes 


By Joseph M. Callahan 


Engineering Editor 
er oe’ West Germany.—Daimler-Benz Co. makes 
engineering and design changes in its cars when they are 
needed, regardless of the sales situation. 


This and other observa- 








tions were made to AuTOMoO-| ‘tYling, type of power plant, en- 


tive News by Prof. Fritz Nallinger, | gineering features and — to a 
chief ccnlnect for Daimler-Benz | large extent—when the car will 
and certainly one of the most in-| be introduced. 

fluential automotive chief engineers | This is totally unlike other auto 
in the world. | makers, particularly in America, 


His influence is due not just to| where such decisions are made at 
the fact that he’s responsible for) ~oyntiess corporate, division and 


i - ~ | . . : : 
aoe Phy ite arorend Ohag gy ce Aa BO committee meetings in which 
he ahd hie assistante make prac- |the general manager and numerous 


tically every decision 


about what the final product is like. 
* x +. 


Seeking Out the ‘Best’ 
N EXPLAINING Daimler-Benz’s 
approach to engineering, Nal- 
linger, who is one of two or three 
German automotive experts who 


title of ‘“‘professor,”.said: 

“We are very pleased with our 
progress in the engineering of cars. 
| While we produce motors for rail- 
roads, ships, stationary equipment, 
trucks and cars, we put our main 
emphasis on the development of 
| engines and cars. 

“We have always tried to main- 
tain the principles of Gottlieb 
Daimler (the company’s founder 
| and generally considered the 
| man who made the world’s first 
| car in 1885) whose slogan was 
| ‘The best or nothing,’ and this 
| has become the motto of our 
| company.” 
| Asserting that his company 
| doesn’t add or take features off a 
|car because of cost factors as other 





have been awarded the honorary | 
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Daimler-Benz Discussion— 








Rudolf Uhlenhaut, left, director of the experimental department at Daimler-Benz, and 
Dr. Fritz Nallinger, right, engineering vice-president at Daimler-Benz, discussing an 


engineering point with Joseph M. Callahan, Automotive News engineering editor. 


regarding | engineers, stylists, product plan-/ayto makers do, he said that the] new design that we think is suit- 


these cars, with the exception of| ners, financial and manufacturing | major emphasis at Daimler-Benz is| able, we offer it to the public even 


the price range they will sell in. 


These decisions include dimen- 
sions, package considerations, 


relations and advertising people are 
having more to say these days 


| ments. 
| Nallinger continued, “If we find 


people have their say. Even public) placed on sound technical develop-| if the present sales situation 


doesn’t necessitate it. 
“In following this principle, our 





NEWS FOR CAR DEALERS! 





A LIFT THAT WILL HANDLE ALL OF THE 1961 CARS 





oi. L 4 


With a Weaver Twin Post Lift there’s no lifting 


of the new 1961 cars . . . full size or compact, regardless of type of 
construction or suspension. The movable front post permits adjust- 
ment to any wheelbase in a few seconds. Adjustable front and rear 
adapters are available for proper lifting contact on any car regard- 
less of design. Universal Rear Wheel Adapters make it possible to 
handle cars with rear engine installation or unconventional sus- 
pension with ease. Your best buy for fast and efficient handling of 
1961 cars—and older cars as well—is a Weaver Twin Post Lift... 


THE LIFT THAT WILL LIFT ANY CAR! 
Jobber today! 





WEAVER. twin post uirt’ 
rT 


Soot 






problem with any 


© Wheel 
See your Weaver 


Fore-and-aft adjustment to any wheel- 
base with movable front. post. 





Side-to-side adjustment flexibility with 
sliding front and rear saddle adapters. 





No rails in the way .. . every under- 
chassis point readily accessible, re- 
gardiess of car design or construction. 


THE ANSWER FOR 
“QUICK SERVICE” DEPARTMENTS! 


A Weaver Twin Post Lift lets your me- 
chanics perform the “short order" 
services faster, and turn out more 
work in less time. 


® Lubrication and oil changes 
© Wheel and tire removal 


® Brake adjustment and repairs 


alignment—with low-cost, 


portable Weaver Twin Post Lift 


Alignment Outfit. 





WEAVER MANUFACTURING DIVISION *« DURA CORPORATION 


LINE—AND NO ONE BUILDS 


Springfield, Ill., U.S.A. 


IT BETTER THAN WEAVER 


SOPOT OEE ESEE EEE EE HESS EE EEEEOEEEOSESOE ESSE ESET SESE SESE EEEEEESEEOSEEEOESOESEESESEESTSEEEESESORO OEE EESESS OSES 


® A COMPLETE 
Wkavin De SERVICE SHOP EQUIPMENT 


OVER 50 


YEARS SERVING THE AUTOMOTIVE SERVICE INDUSTRY 


Complete Weaver line includes: Twin Post* Lifts e Triple Post Lifts* e Frame Type, Roll-On and Free-Wheel Single Post Lifts 
Unit Lifts ¢ Bumper Jacks @ Car Washers @ Wheel Alignment Equipment e Headlight Testers © Brake Testers 
Wheel Balancing Equipment @ Jacks e Wheel Dollies e and Air Compressors (*Registered Trademarks) 


company lets all other factors 
take a secondary position. This 
includes price, although we don’t 
| let the price soar too much. 

| “Naturally, the development of 
| new technical ideas does cost a lot, 
but in recent years we have devel- 
|} oped new methods in a dimension 
|our company can afford.” 

| * %* * 


| Cost-Cutting Steps 

HEN he described how Daimler- 
Benz has developed a program 
|of interchangeability of body 
stampings, as well as gearboxes, 
|}axles and other components. He 
added that he was pleased to see 
that other companies in the world 
have also adopted these methods. 

“Our company has continued to 
try to develop new features. For 
example, there is the electrical ig- 
nition, developed by Karl Benz; the 
steering knuckle, developed by 
Benz; the shifting gear, developed 
by Daimler; independent front sus- 
pension and the swing rear axle, 
both developed by Benz. 

“The most recent example of our 
pioneering effort is the fuel injec- 
tion for cars, which we are sure 
will spread. We are also pleased to 
see other people come up with new 
ideas, such as disc brakes and air 
springs.” 

Noting that Daimler-Benz now 
brings out new models every four 
to six years, Nallinger was asked 
if it contemplated bringing out 
new models more often now, as 
the auto business grows more 
competitive. 

He answered negatively: “We 
don’t want to bring out new cars 
oftener. We don’t want our cars 
to devalue so fast. We develop the 
bodies of our cars not for fashion, 
but for function, making the model 
run last much longer, Naturally we 
have to follow the general trend of 
the years, but not the exaggera- 
tions.” 





* * * 


Better U. S. Ride 


SKED for his evaluation of 

American auto. engineering, 
Nallinger commented, “We have 
the impression that the road-hold- 
ing of American cars has improved 
in recent years. However, there are 
many points on a car that Ameri- 
can engineers need not pay atten- 
tion to, that we watch carefully in 
Europe. 

“An example is the problem of 
ride. You have many more thor- 
oughfares and secondary roads that 
are not as bad as ours, Also, we 
have to pay a lot more attention 
to gas consumption because the 
price of petrol is a lot higher here, 
and our Diesel tax is higher than 
in the United States, These situa- 
tions lead, for logical reasons, to 
quite different developments.” 

Consequently, he continued, the 
European car makers have devel- 
oped small and medium-sized 
cars, and large cars in very lim- 
ited quantities. For the same rea- 
son, truck trailers are used much 
more here than they are in 
the U. 8S. 

“As engineers,” he said, “we 
would be very pleased if our cus- 
tomers would buy cars and trucks 
with larger engines to accelerate 
traffic, but they are very slow to 
pick up this idea.” 

Because of the different fuel 
costs and road conditions, he con- 
cluded that it’s almost impossible 
to compare European and Ameri- 
can cars. 
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AMERICA’S LEADING 
SIGNS HILLMAN-SUNBEAM FRA 


MPORKT DEALER 
\CHISK 


The Paigo Family of Miami, who established the 


all time record for tmport sales during the past 


year, tell why they selected the 


chise as their best bet for the future 


ol ee: | 
. 3 el rVYiCe oe 


- 


They Say, “After surveying the entire field, we see the brightest future in America 
for the complete Rootes Motors line of British built compacts, sports cars, luxury 
cars, and light commercial vehicles. It reaches every segment of the American car 
and light truck market. 


“The Entire Line has been designed, engineered and built for the American market 
and Rootes backs up its dealers with parts and service organizations that have been 
operating efficiently here since 1947. 


“Rootes Motors Is Here to Stay. It is much more dependent on the American market 
for a good share of its total world-wide volume than many other imported car 
manufacturers, who frequently look upon the U.S. as a temporary market in which 
to speculate for short periods of time. 


“Rootes Was Among the First to bring a compact car to America, first with Unit 
Construction, first with fully automatic transmission on a low priced imported car. 
And Rootes is first with a truly competitive, moderately priced sports car. 


“The Sales Potentials for the low-priced Hillman Special with automatic trans- 
mission, for the Sunbeam Alpine Sports Cars and for the Hillman Convertible are 





Rootes Fran- 


great. In fact, Rootes has consistently sold more convertibles here than most other 
importers combined. 


“We Like The Fact that we deal directly with Rootes Motors in this country. We 
like their long haul sales, advertising and public relations programs. We like their 
thorough service training operation. And the fact that Rootes stocks cars at 18 
ports of entry around the U.S.A. means that dealers tie-up less money in floor 
planning. That means a real saving in interest charges for you.” 


Send in this coupon for the whole story. 
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ROOTES MOTORS, INC. i 
42-32 21st Street, Long Island City 1, N.Y. i 
| Please send me complete information about the profitable Hillman-Sunbeam Franchise. | 
| ! 
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A BETTER BUY BECAUSE THEY’RE BETTER BUILT BY ROOTES HILLMAN, SUNBEAM, SINGER, HUMBER CARS ROOTES MOTORS, INC., NEW YORK, LOS ANGELES, TORONTO, VANCOUVER 
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from your local Lucas factory branch 
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COLUMBIA MOTOR CORP. 419 & 110th St. New York 29.N Y ieee > Det Sok ee. soe: 








DIXON, Ill.—O©. Jones Earp has| bile) to Tom Smith, an Elmhurst 
sold Trader Motor Sales (Oldsmo-| auto dealer from 1940 to 1955. 


LAP yeas ELECTRICAL SERVICES, INC, |3 Schools Being Built 


GENERATORS + STARTERS + DISTRIBUTORS + COILS + BATTERIES » LAMPS « WINDSHIELD pids, New Orleans and Northbrook. 
WIPERS + REGULATORS + HORNS + GIRLING BRAKES + GIRLING SHOCK ABSORBERS 
around a factory-recommended 


LO set of special tools and at least 
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Mechanic Training Being Expanded... 


Wider Stress Is Due 
On Service Next Year 


(Continued from Page 16) 


ization” course, learning the bas- 
ics of VW care and receiving “a 







center at Maspeth, N. Y., and 11 
distributor centers. The latter are 
in Norfolk, Va.; Fort Lauderdale 
and Pensacola, Fla.; Boston, New 
York, Kansas City, Chicago, Dal- 
las, San Francisco, Los Angeles and 
Seattle. 








Earp Sells Olds Outlet 





LUCAS original 
equipment parts 
for pe gtaeadts cars 
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THAN 
EVER! 


* * * 


HE schedules of the distributor 

schools are set to accommodate 
the needs of the dealer,” said Andre 
Fonade, Renault service manager. 
“Classes sometimes are conducted 
in the evening for the convenience 
of dealer personnel busy with their 
own operations in the day.” 

He called the Maspeth center the 
“heart” of the program. 

“This school is set up to train 
service personnel for posts in the 
Renault-Peugeot field organiza- 
tion throughout the U. S., to brief 
service and sales personnel on 
latest product modificationg and 
on new models, and to provide a 
well-rounded ceurse capable of 
training Renault and Peugeot m- 
structors for assignment in the 
field,” Fonade said. 

The distributor-operated schools 
offer the following courses on a 
year-round basis: 

1. A basic five-day, “bumper-to- 
bumper” indoctrination in the Re- 
nault and Peugeot. It is given to 
all new dealer service employes. 

2. Study of specific assemblies 
and/or components, such as the 
Ferlec clutch and the engine. 

3. Appraisal of current product 
modifications, such as the new sus- 
pension system of the Dauphine 
and the Caravelle. 

4. A review of service administra- 
tion and management methods and 
procedures. 

5. Presentation of basic service 
information for guidance of sales 
personnel. Fonade said this course, 
conducted this year for the first 
time, will be given added emphasis 
in 1961. 





sible service to Renault owners in 
all sections of the country.” 

Rootes Motors reported it is in- 
augurating a mobile service school 
this. month “to make technical 
service information more readily 
available to all dealers.” 

The mobile school will replace 
the regional training schools the 
company has conducted in the 
past. 

Frank McGettrick, the firm’s 
Eastern service manager, said the 
parts warehouse in Long Island 
City, N. Y., also is undergoing 
changes that will enable Rootes to 
stock about.a third more items. 

“This is being done through more 
efficient utilization of existing 
space,” he said. 

* 
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Several months later he attends 
the “General Repair School” and 
then the “Advanced Engine and 
‘Transmission School.” At the end 
of each course, he receives a di- 
ploma which calls for a passing 
grade of 80 percent on a final 
written examination, the spokes- 
man said. 

He said that at the end of Sep- 
tember, the nation’s 512 VW deal- 
erships had nearly 3,000 fully quali- 
fied mechanics and 4,726 service 
stalls, 1,863 of them with hydraulic 
hoists. 

The Renault-Peugeot program is 
built around a permanent training 
















Wherever you are... whatever you need... your local 
Lueas factory branch ships you the genuine Lucas original 
equipment you want... FAST! Lucas’ expanding 
network of factory branches is right on the job to help 
you fill America’s huge demand for Britain’s world-famous 
electrical equipment and accessories 

for imported cars. 





* * 


ee Automotive Corp., im- 
porter of cars built by British 
Motor Corp., said it had stepped up 
its service training-school program 
over the last nine months, and 
plans to expand it even further in 
1961. 

Similar plans were announced 
by C. L, Burleigh, national serv- 
ice manager, Toyota Motor Dis- 
tributors, Inc., U. 8S, representa- 
tive of the Japanese-built 
Toyopet line. 

“With the introduction of our 
new Toyopet Tiara and the in- 
creased horsepower of our Toyopet 

Crown Custom vehicles later this 
year, we will be stepping up our 
training activities and expect to 
have all dealers completely trained, 
and completely equipped with serv- 
ice parts, shop manuals and special 
service teols which are now avail- 
able in our warehouses,” he said. 

Volkswagen service schools are 
operated in the home cities of 14 
independent VW distributors, 

The cities are Bedford, Mass.; 
Long Island City; Bladensburg, 
Mo.; Jacksonville, Fla.; New Or- 
leans; Columbus, O.; Northbrook, 
Il.; Grand Rapids, Mich.; Seattle; 

Portland, Ore.; San Francisco; 
Hollywood, Calif.; San Antonio, 
































* * * 


17 Mobile Units in Field 


- ADDITION to the training cen- 
ter, Renault maintains 17 mobile 
training units to bring training 
courses to dealers in outlying dis- 
tricts and to personnel unable to 
attend sessions at the permanent 
centers. 

A full-time instructor operates 


each unit, which is equipped with 
(Continand om a Col. 2) 





School on Wheels— 


This is one of 17 mobile units. used 
across the nation to train Renault-Peugeot 
shop employes. Units are equipped with 
training materials, tools and parts used in 
classes at permanent training centers. 









ENGLEWOOD, N. J. 30 Van Nostrand Avenue LOwell 7-1880 






LOS ANGELES 5025-5029 W. Jefferson Blvd. REpublic 1-7211 




















CHICAGO 5001 West Belmont Avenue AVenuve 2-316! 
HOUSTON 6055-6057 Armour Drive WAlnut 8-5255 


and St. Louis. 
JACKSONVILLE 400 South Edgewood Avenue EVergreen 8-7607 The distributors line up class- 
room space and equipment, while 
SOUTH SAN FRANCISCO 171 Beacon Street JUno 9-4292 Volkswagen of America, Inc., the 


importer, provides factory-trained 


BOSTON 5S.W. Park, Route 1 at Route 128, Westwood, Mass. DAvis 9-0960 
instructors who double as field 


SEATTLE 5516 First Avenue South PArkway 3-8414 service engineers. 
Classrooms range from 1,500 to 
DENVER 6001 East 38th Avenue DUdley 8-424] 3,000 square feet of floor space in 


size, each permanently set aside 
for use as training centers in the| 


distributors” . buildings. 
AN-i2| distributors bu lings. 


EPARATE school buildings now 
501-509 West 42nd Street, New York 36, N. Y. a. cna sane en ae 
tributors’ property in Grand Ra- 


J LUCAS | 


Each school is developed 


——| layout, and is equipped with at 
least one hydraulic hoist, a full 


two VW engines, two transmis- 
sions and two front-axle assem- 
blies. 

A VOA spokesman said that|™ | 
from one to four courses are 
scheduled monthly at the schools, 
with Northbrook and Jacksonville 
now averaging two courses a 
month. The center at World Wide 
Automobiles Corp. in Long Island 
City normally runs four courses @ 
month, he added. 

Enrollment in the courses is su- 


Wee PARTS CATALOGS 


For all imported cars 
from Austin-Healey to Volvo 







Fiat Service Classroom— 

This is a view of a classroom at the Fiat training school for dealer service personnel 
at Maspeth, N. Y. One-week courses introduce the mechanic to every feature of Fiat 
construction. Students also see how components are installed, with demonstrations in 


most cases. 
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Columbia, the oldest, largest importers and dis- : 

tributors of factory-authorized imported car parts, 5 

now offers a new Parts Catalog Service... featur- g 

ing a broad selection of mufflers, wheel bearings, ‘ 

engine parts, brakes, clutches, electrical equip- a 

ment, tools and accessories for all European cars. § | pervised by the distributor’s serv- 

If you have a speciality you may now order your 7 ice manager and VOA service en- 

Parts Catalog in individual sections—or have the @ | gineers, who jointly guide the 
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whole 5 sections if you like. Just check the appro- training program, 
priate box: Transportation costs to and from 
the schools, ordinary expenses dur- 
ing the weeklong courses and reg- 
ular weekly salaries are paid by 
the mechanic-student’s employer, 
the VOA spokesman said, 
Distributors normally provide 
luncheons for the students and| 
“graduation” dinners, he gaid, aie 
* * + 


[) Engine parts NAME 
[J Clutch parts TITLE 
CJ Ignition parts 
() Muffler parts 
() Wheel bearings 
() All 5 sections 


Make Columbia your one supply source for all foreign car parts at com- 
petitive prices; immediate delivery. 








STORE. 
ADDRESS 
SPECIALTY. 





Enrollment Limited 

AS course averages from 10 to 
12 students, who, by the time 

they have been in a VW dealership 

one year, likely will have spent 

three full weeks in VW classrooms. 





Renaults Repaired in Fancy Shop— 

Work stalls at Sterling Motors of Houston, Inc. (Renault), Houston, are clean and 
orderly, and mechanics go about their job in a spic-and-span atmosphere. The brick 
and concrete-block building features a fancy metallic trim, which adds to the shop 
area's attractiveness. 
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NEW PARTS WAREHOUSE 


To expedite shipments to its dealers from coast to 
coast, Oldsmobile has just completed a huge new 
parts warehouse in Lansing. One of the largest and 
finest in the industry, this 740,000 square-foot build- 
ing centralizes all the various operations of parts 
replacement. Parts orders will be filled faster than 
ever to insure the finest service possible for Olds- 
mobile dealers and drivers! 


OLDS | 


builds for a better tomorrow ! 
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NEW ENGINEERING CENTER 


Looking ahead to an expanded product design and 
testing program, Oldsmobile is now building a new 
engineering center which will more than double present 
facilities! This beautiful, new air-conditioned building 
will include laboratories to test parts and materials, 
an advanced design department, and an appearance 
analysis room—an ideal facility for Oldsmobile to con- 
tinue its engineering leadership in the years to come! . 
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OLDSMOBILE DIVISION « GENERAL MOTORS CORPORATION 
LANSING. 21, MICHIGAN 
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Hot new number in the low-price field! 
5 1 y! Full-size comfort! Oldsmobile’s alert, alive F-85. um 
Oldsmobile’s doliar-saving Dynamic 88. 
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LOTUS 


The Eastern Concessionaires of this out- 
standing range of British high-perform- 
ance cars announce their intention to 
establish dealerships for the marque in 
the Eastern, Southern and Middie-West 
territories. 


The Lotus range includes the ‘Elite’ 
Grand Touring car, ‘Seven’ kitset sports 
car and the Formula Junior model. 
Applications for appointment are in- 
vited from well-established dealerships 
able to offer high standards of special- 
ized vehicle servicing, experience of 
the high-performance imported car 
market, with a strong financial back- 
ground. 


Write in first instance to: 
Box 12, Automotive News. 































FLOYD CLYMER’S 
LATEST! 


PORSCHE OWNER'S HANDBOOK 
This handbook, the first of its kind to be published, 
is almost a shop manual in its thoroughness and 
exposition of repair technique. The 
Fouscite OWNER’S HANDBOOK explains the 
why of care, tuning and repair so that the owner 
will have a better understanding and can diagnose 
or treat according to his ability. 
In addition, the author, OCee Ritch, veteran 
technical writer and competition driver, =. 





Fully illustrated with hundreds of photos, charts 
and drawings, the ibook is far more. valuable 


hand 
i rehase price indicates 
than its nominal pw’ Di id $4.00 


VOLKSWAGEN OWNER'S HANDBOOK 
NEWLY REVISED—Edition No. 2 
Covers all models to 1961, 224 (64 more) pages 


than original VW book, 250 photos, charts, draw- 
ings covering all models including Karmann-Ghia, 


new book every 
= owner will want. A MUST for the 


mechani: rospect, cntiusing, collector. 
e éstpald $3.00 


The first complete listing and 

cifieations i data on Sancere 
and Touring cars ever caaea " photos of Wiibur 
ohaw and ‘his 500 mile race winning Maserati, Ex- 
, whose intimate acquaintance wi 


unpubli 

photos, the 

superb iiustrations along with tuning and repair 
ta on popular models, A racing history 


ion of the marque to 


FERRARI OWNER'S HANDBOOK 
This beoutiully SPortated mam manual presents a score 


of never-published charts and cutaways from 

Fi Factory hundreds of illus 
trations. Complete fications and data on the 
outstanding x, Touring and Sports 


als! Chinettt, Complete in 167” a 
in es. 
i id $4.00 


100 OF THE WORLD'S FINEST CARS 


This is one of the most unique and fascinating 
books we have been ae to blish in the 
past 20 years. The authors, three Frenchmen, are 
among the most informed auto historians in the 
world. We knew that any selection of any number 
of the ‘‘Finest’’ would be a matter of great critical 


one of the most interesting compilations possible. 
There are names and descriptions of cars « 
unheard Beverly Omega, Eli 


of: - Barnes, zalde, 
Diana, Ruxten, Triumph D Some Cneney 


ones Or | the familiar Duesenberg 
Royee Mercedes that we are accustomed 
to seeing in classic lists. We know that you will 


spend more than « hundred happy hours learning 
the World's Finest Cars in this big 
x volume, The hundreds of photographs, 
ings and advertisements used to illustrate the 
book edd to its nostalgic interest inasmuch as they 
date from the time the cars themselves were pop- 
ular. Most of these illustrations have never been 
——, * the United States. This is truly an 
book that on wy =. he hands of 

eee enthusiast and collector. 
Postpaid $4.00 


ay 





Free catelog—write today! 
CLYMER PUBLICATIONS-AN-12, 
1268 Se. Alverade St., Les Angeles 6, Calif. 
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Being Expanded .. . 


Wider Stress Is Due 


Mechanic Traini 





On Service 


(Continued from Page 80) 


stock of parts and components 

used in training sessions. 

Mechanics completing a four-day 
course are given certificates of com- 
petency. 

The Hambro training programs 
are developed at British Motor 
Corp. headquarters in England, ac- 
cording to a Hambro spokesman. 

“Qualified instructors are contin- 
ually kept current with new devel- 
opments in BMC products (Austin, 
Austin-Healey, Morris, MGA and 
Magnette) by frequent visits to the 
factory,” he said 

Permanent training centers are 
operated at Hambro’s Ridgefield 
(N. J.) and Burlingame (Calif.) 
parts and service depots. There also 
are school facilities at 11 distribu- 
tor headquarters throughout the 
country. 

Schools also are conducted at 
other points for dealers and service 
personnel located too far from their 
distributors to attend the regular 
sessions, the spokesman said. 

am * * 


N THE last nine months, he add- 
ed, ttaining sessions have been 
held in Boston, New York, Atlanta, 
Houston, St. Louis, Chicago, Seattle, 
Fort Worth, Los Angeles, Detroit, 
Denver, Minneapolis, San Francisco, 
West Palm Beach, Fla., and Port- 
land, Ore, 

He said a typical school lasts 
one week, with classes in latest 
BMC developments, engine tun- 
ing, carburetors and fuel pumps, 
transmissions, axles, brakes and 
all major assemblies. 

In addition, there are extra ses- 
sions for service and parts man- 
agers which deal with business and 
policy matters. 

“Special classes also are sched- 
uled well in advance of major 


90 to| developments such as a new-model 


-!introduction, or a revolutionary 
technical change such as the front- 
mounted transverse power pack on 
the new Austin/Morris 850,” the 
spokesman said. 

In the last nine months, he add- 
ed, Hambro conducted a total of 
32 schools, with 700 service men 
completing courses, an average of 
about one man per dealership. 

+ * * 


| Rootes Stresses Profits 


| Die principai objective of the 
Rootes operation “is to show 
our dealers (Hillman Minx and 
s|Sunbeam) that parts and service 
can be a source of profits and not 


th} just headaches,” said McGettrick. 


“Another thing about service is 
that good service is the best way 
of keeping car sales up at a high 
level,” he added. 

Discussing the new mobile units 


$4.00 | further, McGettrick said they “will 


relieve dealers of the necessity of 
having to travel to metropolitan 
centers in their states to get vital 


-| service information and instruc- 


tion.” 
Ed McDonald, who formerly con- 
ducted the regional training classes, 


du 
y is in charge of the new program. 
«| The five regional service managers 
by 


will continue to set up classes for 
dealers in their areas. 

More than 2,000 persons received 
service information under the 
Rootes program in the 1960 model 
year, McGettrick said, and “if any- 
thing, we’ll surpass that figure in 
1961.” 

He added that Rootes also plans 
to expand its “Wake-Up-Your- 
Car’s-Engine Clinics,” a free serv- 


s| ice to Rootes car owners. 


The clinics were tried on an ex- 
perimental basis last spring in 
seven cities, and many dealers at- 
tributed direct sales to them, he 
continued. 

“The latest electronic engine- 
testing equipment is used to check 
cars for tuneups,” McGettrick said. 
“A written prescription telling what 
the car needs is issued to the 
owner. Seventeen different items 
are checked.” 

* . * 


ELIVERY of parts from Erng- 
land has been speeded consid- 
erably in the last year through 
“containerized shipping,” he said. 
It has eliminated a great number 


Next Year 





vastly strengthened. Warehouse 
staffs and service personnel also 
have been expanded, he added. 

One-week courses are conducted 
by Jaguar Cars at its Long Island 
City parts and service headquarters 
and at its distributorships, which 
are visited periodically by three 
mobile units. 

Factory service engineers pro- 


»*| vide the instruction, for which there 


of manhours in the handling of|™ 
parts and reduced pilferage during| s 
shipment and dock storage, he 
added 

A four-day course is given 
monthly at the permanent train- 
ing center operated by Saab Mo- 
tors, Inc., in Hingham, Mass. 

Classes are held every two months 
at the Jacksonville (Fla.) center. 

“The training given during these 
schools consists of practical experi- 
ence on the automobile itself, with 
a classroom time of one hour de- 
voted to theory before each of the 
component parts of the Saab auto 
is disassembled,” said Robert H. 
Wehman, service manager. 

“During the course, the mechanic 
is taught the fundamentals of lubri- 
cation, removal of the engine and 
transmission from the automobile, 
theory of the two-stroke cycle en- 
gine, engine disassembly and over- 
haul procedures, carburetion, igni- 
tion system and brake system,” he 
added. 

Experts from the plant in Italy 
instruct mechanics at training 
schools maintained by Fiat Motor 
Co., Inc., at Maspeth and at Van 
Nuys, Calif. 

A spokesman for the firm said 
every Fiat dealer is required to 
send at least one of his top service 
men to a Fiat school and also must 
purchase a $2,200 inventory of parts 
and special tools before he receives 
his first shipment of cars. 

* * 


Grads Teach Associates 


ees the Fiat training pro- 
gram, each mechanic who com- 
pletes the one-week. course is ex- 
pected to indoctrinate his fellow 
workers in Fiat maintenance. 
Supplementing the two perman- 
ent service schools are four mo- 
bile instruction units staffed by 

factory experts, Each of the 11- 
ton vans are equipped as a small 
workshop or testing laboratory. 

Each van also is equipped with 
a motion-picture projector and 
screen to enable dealers to show 
films about Fiat to employes, pros- 
pects and friends, the company 
said. 

The Volvo training programs are 
organized and supervised by the 
factory in Sweden and its three 
United States distributors—V olvo 
Distributing, Inc., Newark, N. J.; 
Swedish Motor Import, Inc., Hous- 
ton, and Auto Imports, Inc., Los 
Angeles. 

In addition to the permanent 
facilities, each distributor has a mo- 
bile service school. 

“As we are organized today, each 
dealer has the opportunity to send 
his mechanics to service training 
school at least once a year,” said 
Birger Ganno, Volvo Distributing 
service manager. 

“It is also mandatory for a newly 
appointed dealer that his mechanics 
should attend our service training 
school at the first given opportu- 
nity,” he said. 


At=™™ a tnesondey course, the 
mechanic takes a written and 
practical test, Ganno continued. Di- 
plomas are presented to those who 
qualify. 
Because Toyopet dealers are 
» s ” 


The Eyes Have lt— 


Inc. (Volvo), Baltimore. 


pair job is completed. 
Bh <8 


widely scattered, in-dealership 
training is an important feature 
of the Toyota Motor service oper- 
ation, according to Burleigh. 
Field service experts instruct the 
mechanics in their shops. 

However, Toyota does maintain 







other in Newark, N. J. 







in Southern California,” Burleigh 
said. “The Hollywood facility will 
be used mainly for national train- 
ing of our field personnel, as well 
as dealer personnel in Southern 
California.” 

He said his firm’s parts: supplies 
and distribution system have been 








































ETROIT. — Volkswagen’s com- 

mon stock may soon join the 
list of common stocks of foreign 
car producers which are available 
to American investors. 

Volkswagen got its start in the 
Hitler era in Germany as a gov- 

ernment concern set up to build 

a people’s car. Since the war, the 

ownership of the company has 

been kicked around in German 
politics. 

Present plans cal] for stock in 
the company to be sold to the pub- 
lic, beginning next April or May. 
The stock is expected to be avail- 
able to Americans who wish to in- 
vest in Volkswagen but details on 
the sale in this country remain to 
be worked out. 

Stocks of a number of other for- 
eign car makers have been avail- 
able to American investors for some 


Hickox (VW), Manchester 


MANCHESTER, N. H.—A two- 
day open house program was held 
at the newly constructed Volks- 
wagen sales and service -head- 
quarters of Hickox Motor Sales, 
Inc., 425 Daniel Webster Highway 
N. Hundreds of visitors thronged 
the new auto establishment, 
where a portable television set 
was drawn as the top prize and 
several transistor radio sets were 
also given away. 








Students View Saab Engine— 


Mechanic-students at the Saab service-training school in Hingham, Mass., inspect 
the engine of the Swedish-built car. One hour of classroom time is devoted to theory 
before each component is disassembied. 













Customers can stand in the showroom 
and watch what service employes are 
doing to their cars at Michaelson Motors, 
The see-through 
feature of the dealership's new building 
has increased productivity substantially, 
the owners say. Mechanics are required to 
sweep and scrub the stall after each re- 



















two permanent training centers— 
one in Hollywood, Calif., and the 


“We plan to initially concentrate 
our 1961 model activities heavily 


Americans May 
To Buy Volkswagen Stock 


is no charge. Mechanics who com- 
plete the course receive a Certificate 
of Proficiency. 

Bd * ok 


How Porsche Does It 


LL Porsche dealers must send 

their mechanics to a “basic 
school” which lasts from 10 days 
to two weeks, according to Kurt 
Meier, service department, Porsche 
of America Corp. 

He said the company assigns a 
service representative to each dis- 
tributor, and he is responsible for 
conducting periodic sessions with- 
in the distributor’s area. 

Eight to 12 months after com- 
pleting the basic course, Meier con- 
tinued, each mechanic is required 
to take a three-day refresher 
course. 

“During this refresher course, 
mechanics familiarize themselves 
with changes in engine and trans- 
mission, introduction of new spe- 
cial tools and other problems that 
may have arisen,” he said. 

“Furthermore,” Meier continued, 
“special Carrera and Spyder schools 
are held occasionally. Due to the 
complexity of this engine and the 
close tolerances that have to be 
obtained, only two or three top me- 
chanics in a distributor’s area are 
invited to attend.” 


He said 10 days are set aside each 
month for Porsche representatives 
“to visit dealers and extend a help- 
ing hand on the spot to existing 
problems, as well as to discuss 
the parts and service situations.” 


Get Chance 








time. The securities are traded on 
the American Stock Exchange and 
on the over-the-counter market. 

* i‘ * 
r ye stock of two Ford Motor 

Co.’s foreign affiliates are traded 
on the American Exchange. Ford 
of Canada stock sells for $125 or 
more a share and Ford of England 
was available around $12 a share 
until the American Ford firm an- 

nounced plans to buy out the mi-- 
nority stockholders. Lately, Ford of 

England has been selling just below 

$20 a share. 

Other foreign automotive 
stocks on the American Exchange 
include Simca shares, which sell 
for about $5 apiece, and the 
shares of Rolls-Royce, which have 
recently been traded in the $5-$6 
range. 

Foreign car makers are well rep- 
resented in the huge over-the-coun- 
ter market, Typical examples are 
Jaguar Cars of England, selling for 
$8-$9 a share; Daimler-Benz, Ger- 
man producer of the Mercedes- 
Benz, selling for about $650 a share; 
Peugeot of France; which sells in 
the $45-$50 range, and Citroen, an- 
other French firm whose shares sell 
for about $23. 


Mercedes Adds 
10 Dealers for 
Auto Union-DKW 


SOUTH BEND. — Mercedes-Benz 
Sales, Inc., has announced that it 
has signed 10 new Auto Union- 
DKW dealerships. They are: 

Collier Motor Sales and Service, 
401-403 S. Court St., Rockford, IIl.; 
McCusker Motors, Inc., 566 "Vine 
St., Johnstown, Pa.; Tidwell-Ed- 
wards Studebaker, N. First and 
Willis, Abilene, Tex.; Imported 
Cars of Greenwich, 240 Mason St., 
Greenwich, Conn., and Jameg River 
Motors, Inc, 115 Oakley Ave., 
Lynchburg, Va. 

Taylor Motors, Inc., 800 Calder 
Ave, Beaumont, Tex.; Medina 
Sportscar, Inc., 815 W. Liberty St., 
Medina, O.; Dan Gillum Motors, 
1492 S. Virginia St., Reno; Conti- 
nental Motors, 4030 E, Fourteenth 
St., Oakland, Calif., and David R. 
McGeorge Car Co., Inc., 520 W. 
Broad St., Richmond, Va. 








AUTOMOTIVE NEWS, DECEMBER 12, 1960 








Who’s Who 


ARNOLT, INC., 8, H., 
Ave., Chicago 14, Ill, Manufactur- 
ers of Arnolt-MG Car, Arnolt-Bristol. 
S. H. Arnolt, pres.; Ray Ikegami, vice- 


2130 N. Lincoln 


pres.; James Clark Smith, vice-pres., 
secy.; E, T, Watts, treas.; Jack 
Nakagawa, vice-pres. Adv, Agency— 


Mid-States Adv, Agency, Inc., 304 E. 


Fifth St., Winona Lake, Ind. 
ALFA ROMEO. See Hoffman Motors Corp. 


AMSKO DISTRIBUTORS, INC., 5069 
Broadway, New York 34, N. Y. Skoda 
Automobiles, Fred Sessler, pres., gen. 
megr., adv. mgr., pub, rel, mgr.; Henry 
Pinkwater, vice-pres., secy.; Kurt Lie- 
pold, treas.; Bennet Fass, serv, megr.; 
Clyde Orms, sis, mgr., sis, prom, mgr. 
Adv. Agency—Friend-Reiss Adv., Inc., 
221 W. 57th St., New York 19, N, Y. 
Milton Gurwitz, acct, exec. 


ARABELLA MOTORS CORP., 5069 Broad- 
way, New York 34, N, Y, Lioyd cars. 
Fred F, Sessler, pres.; Kurt Liepold, 
exec, vice-pres.; Joseph Weinstock, vice- 
pres.; Clyde Orms, sales megr.; Hel- 
mut Heckmann, parts mgr. Adv, Agency 
—Friend-Reiss Advertising, Inc., 221 W. 
57th St., New York 29, N, Y, Milton 
Gurwitz, acct, exec. 


ASTON MARTIN, See J. 8S. Inskip, Inc. 
AUSTIN, See Hambro Automotive Corp. 


AUSTIN-HEALEY, See Hambro Automo- 
tive Corp. 


AUTO UNION, See DKW American, Inc., 
and Mercedes-Benz Sales, Inc. 

BENTLEY, See Rolls-Royce, Inc. 

BORGWARD MOTORS CORP., 31 St. 
James Ave., Boston, Mass, H. K. Wink- 
ler, executive vice-pres. Adv, Agency— 
Miller Advertising Agency, Inc., 221 W. 
57th St., New York 19, N, Y. 


BMW. See Frontek Corp. 


BRITISH MOTOR CORP, (U. 8S, A.), LTD., 
680 Fifth Ave., New York 19, N. Y. 
Sir Leonard P, Lord, KBE, pres., H, J. 
L, Suffield, vice-pres., managing dir.; 
R. J. Lucas, secy., treas. Austin, Austin- 
Healey, Morris, MG and Riley cars im- 
ported and distributed in U, S, by Ham- 
bro Automotive Corp., 27-29 W, 57th 
St., New York 19, N, Y. 


CITROEN CARS CORP., 121 W. 50th St., 
New York 20, N. Y. Citroen cars. Charles 
Buchet, gen. mgr.; Hans Blocher, treas.; 
Jack Mennicucci, serv, mgr.; Macdonald 
H. Leach, adv. mgr. Adv, Agency — 
Shevlo, Inc., 160 E, 38th, New York 16, 
N, Y. Alan Shevlo, acct, exec. 


DAF OF HOLLAND, INC., P. O. Box 
690, Stamford, Conn. DAF cars and DAF 
diesel engines, Jan Soeten, pres.; M. 
van Doorne Hzn., vice-pres.; Edw, R. 
McPherson jr., secy.; M, van Doorne 
W2zn., treas. 


DATSUN, See Nissan Motor Corp., U.S.A. 


DAIMLER CARS, INC., 32 E. 57th S&t., 
New York 22, N, Y. Daimler cars. 
Johannes Eerdmans, pres.; C, Gordon 
Benett, vice-pres.; R, Graham _ Reid, 
vice-pres.; Everett Taylor Martin, vice- 
pres.; William J. Mazza, secy., treas. 
Adv. Agency —.Cunningham & Walsh, 
Inc., 260 Madison Ave., New York 16, 
N, Y. William Dempster, acct, exec, 


DKW AMERICAN, INC., 630 Fifth Ave., 
New York 20, N, Y, U. 8, factory 
branch, Auto Union and DKW, Heinz C. 
Hoppe, pres.; Klaus Fleischer, vice-pres. ; 
Gerhard Korallus, secy., treas.; W, F. 
Robinow, adv. mgr., pub. rel. mgr. Adv. 
Agency—D’Arcy Adv. Co., 430 Park 
Ave., New York 22, N, Y, Howard 
Turner, acct, exec. 

ENGLISH FORD, Ford Motor Co., Lincoln- 
Mercury Div., 3000 Schaefer Rd., Dear- 
born, Mich. 

FACEL VEGA, INC., 1888 Broadway, 
New York, N. Y. Jean C, Daninos, 
pres.; Harry Gray, sls. mgr. Adv. Agency 
—Richard N. Meltzer Advertising, Inc., 
230 Park Ave., New York, N. Y. 


FACEL VEGA, INC., 1888 Broadway, New 
York, N. Y. Eastern States. Jean C. 
Daninos, president of Facel 8S.A., Paris, 
France; Serge Magne, pres., Facel-Vega, 
Inc., New York; J. R, Schoemer jr., 
secy.; H. M, Seltzer, treas.; H. Grey, 
sis. mgr.; R. B. Knapp, factory repre- 
sentative. Adv. Agency — Richard N. 
Meltzer Advertising, Inc., 2372 First Na- 
tional Building, Detroit 26, Mich.; J. A. 
Barkann, 230 Park Ave., New York 17, 
N, Y., acct. exec. 


FENCHURCH CORP., 67 Broad St., New 
York 4, N, Y. 


FERGUS IMPORTED CARS, INC., 1717 
Broadway, New York 19, N, Y. Borg- 
ward and Morgan cars, P. F. Dube, 
pres., gen megr.; L, C, Santelli, vice- 
pres., sales megr.; Milton Gold, secy., 
parts megr.; Guy Stanfill, treas., serv. 
mer. Adv, Agency—Miller Adv. Agency, 
Inc., 221 W. 57th St., New York 19, N. Y. 


FIAT MOTOR CO., INC., 500 Fifth Ave., 
New York 36, N. Y, Fiat cars, V, A. 
Garibaldi, pres., treas.; E, Garfield, vice- 
pres., secy.; M, Pittaluga, gen, megr.; 
F. Foggini, asst, gen, ngr., Western div. 
megr.; G. Gallo, Eastern div, megr.; E. 
Zileri, tech. mgr.; F, Santori, Western 
div. serv. mgr. Adv, Agency—Grant Ad- 
vertising, Inc., 711 Third Ave., New 
York, N. Y. R. Burnand, acct, exec. 


FRONTEK CORP., 230 Park Ave., New 


York 17, N.Y, BMW cars and parts. 
Fred R. Oppenheimer, pres.; Kenneth 
Kaufman, vice-pres., sls. ‘ngr.; E, Good- 


man, gen, megr.; M, Pollirer, adv. mgr.; 
G. Pilz, tech. dir. Adv, Agency-—Chester 
Gore Co., Inc., 420 Madison Ave., New 
York, N. Y, Jane Waring, acct, exec, 
HAMBRO AUTOMOTIVE CORP., 27 W. 
57th St., New York 19, N. Y, Sole U, 8. 
concessionaires for Austin, Austin-Healey, 
Morris and MG cars. A, E, Birt, pres.; 
E. Judels, vice-pres., treas.; C, A. 





Post Office Orders 


24 Jeep Trucks 


TOLEDO.—Twenty-four forward- 
control Jeep FC-170 trucks have 
been ordered by the Post Office De- 
partment for $79,275 from Willys 
Motors, Inc. The department al- 
ready has 100 of the units in serv- 
ice throughout the nation. 


in Imports 


Haigh, vice-pres., 


gen, sis, mgr.; Emil 
Quadri, 


secy.; A. D. Woods, gen, serv. 
megr.; I. . Shaw, sis. mgr. (Austin); 
G. O. Ehrman, sis. mgr, (Nuffield); T. 
R. Birt, adv, mgr.; Ian Kerr, pub, rel. 
mer. 

HILLMAN, See Rootes Motors, Inc, 

HANSA (Goliath). See Fenchurch Corp. 


HOFFMAN MOTORS CORP., 443 Park 
Ave., New York 22, N, ¥, Alfa Romeo, 
Fiat, Lancia and Porsche cars, M, E. 
Hoffman, pres., treas.; Marcel Melamed, 
vice-pres.; T. J, Kelly, secy.; Karl Gras- 
sow, serv, mgr. Adv, Agency—Warwick 
& Legler, Inc., 375 Park Ave., New York 
22, N. Y, Joseph W, Kryla, acct, exec. 


HUMBER, See Rootes Motors, Inc. 


INSKIP, J. 8., INC., 304 E, 64th St., 
New York 21, N. Y, Aston Martin im- 
porters. J, S, Inskip, pres.; George R. 
Jessop, vice-pres.; Louis A, King, treas.; 
William Weaver, serv. ngr. Adv. Agency 
—Chester A, Gore Co., Inc., 420 Madison 
Ave., New York 17, N, Y. Roger Jones, 
acct, exec, 


JAGUAR CARS INC., 32 E. 57th St., 
New York 22, N,. Y, Jaguar cars. 
Johannes Eerdmans, pres.; C, Gordon 
Benett, exec, sls, vice-pres.; William J. 
Mazza, secy., treas.; James C, ‘Touchton, 
sls, vice-pres.; R, Graham Reid, exec. 
serv. and parts vice-pres.; Everett Tay- 
lor Martin, pub, rel, and adv, vice-pres. 
Adv, Agency — Cunningham & Walsh, 
Inc., 260 Madison Ave., New York 16, 
N, Y. William Dempster, acct, exec, 


LANCIA, See Hoffman Motors Corp. 


LEYLAND MOTORS (U, 8S, A.), INC., 32 
E, 57th St., New York 22, N, Y, Ley- 
land trucks, Johannes Eerdmans, pres.; 
C, Gordon Benett, vice-pres.; R, Graham 
Reid, serv. and parts vice-pres.; Everett 
T. Martin, adv. and pub, rel. vice-pres.; 
William J. Mazza, secy., treas.; Robert 
B. Hilton, sls, vice-pres.; Roy Hall, mar- 
keting vice-pres. 


MERCEDES-BENZ SALES, INC., 635 8S. 
Main St., South Bend 27, Ind, Mercedes- 
Benz, Auto Union and DKW cars and 
Mercedes-Benz trucks and buses, L, A. 
Fleener, pres.; F,. L, Armstrong, adm. 
vice-pres.; J, Bruce McWilliams, sls. 
vice-pres.; Heinz Waizenegger, M-B sls. 
megr.; J. G. Miller, Auto Union-DKW 
sis. mgr. Adv. Agency—D’Arcy Ady. Co., 
430 Park Ave., New York 22, N, Y. 


METROPOLITAN, American Motors Corp., 
14250 Plymouth Rd., Detroit, Mich, 


MG, See Hambro Automotive Corp. 


MILT FRUMKIN IMPORTS, 2360 Alva- 
rado St., San Leandro, Calif. Prince 
Skyline cars and trucks, Milt Frumkin, 
pres.; P. D, Frumkin, ~‘ice-pres.; Earl 
Frumkin, secy., treas, 


MORETTI AUTOMOBILES, S8.P.A., 200 
W. 16th St., N, Y¥, Moretti cars, Luis 
M. Maresca, gen. export mgr. 


MORGAN, See Fergus Imported Cars, Inc. 
MORRIS, See Hambro Automotive Corp. 


NISSAN MOTOR CORP, U.S.A., 221 Fre- 
linghuysen Ave., Newark, N. J, Datsun 
vehicles, Takashi Ishihara, pres.; Soichi 
Kawazoe, vice-pres.; Robert M, Bath- 
urst, gen, sls. mgr. Nissan Motor Corp. 
U.S.A., 137 E. Alondra Bivd., Los An- 
geles (Gardena), Calif, Yutaka Kata- 
yama, vice-pres. Adv. Agency—Gordon 
Best Co., Inc., 228 N. LaSalle St., 
Chicago 1, Ill. Gordon Best, acct. exec. 


NSU, See Transcontinental Motors, Inc. 
OPEL. Buick Motor Div., Flint 2, Mich. 
PANHARD, See Vendome Motors Corp, 


PEUGEOT, INC., 750 Third Ave., New 
York 17, N. Y, Peugeot cars, Francois 
de Peyrecave, pres.; Francois Daeschner, 
vice-pres.; James C. LaMarre, sis. mgr.; 
Ronald Krieger, serv. mgr.; Adv. Agency 
—Needham, Louis & Brorby, Inc., 730 
Fifth Ave., New York 19, N. Y. Alfred 
Reis, acct. exec. 

PORSCHE OF AMERICA OCORP., 527 
Madison Ave., New York 22, N, Y. 
U. 8. factory branch, Porsche cars, Fer- 
dinand Porsche, pres.; Otto-Erich Filius, 
vice-pres., treas., gen, mgr.; Robert C. 
Hubbard, secy.; Herbert A, B, Dramm, 
serv. mgr.; Lars-Roger Schmidt, sls. 
mgr., sis, prom, mgr.; Curtis Hoxter, 
pub, rel. mgr. Adv, Agtncy—Mann-Ellis, 
Inc., 65 E, 55th St., New York 22, N. Y. 
Fred Stern, acct. exec. 


RENAULT, INC,, 750 Third Ave., New 
York 17, N. Y. Renault cars and trucks. 
Maurice Bosquet, pres., treas., gen. mgr.; 
James E, Hughes, secy.; George Basiliou, 
asst, to gen. mgr.; Andre Fonade, serv. 
and parts mgr.; Albert Rennesson, adm. 
and fin. mgr.; James E. Lordeman, asst. 
adm, and fin, mgr.; George Brown, asst. 
serv. and parts mgr.; Wm. J. Cudlip, 
sales mgr.; John Arent, merchandising 
mgr.; Henri Fournier, distribution mgr. ; 
Ethel Norling, adv. mgr.; Winston 8. Mc- 
Lean, sales prom. mgr, Adv. Agency— 
Needham, Louis & Brorby, Inc., 730 Fifth 
Ave., New York 19, John Brooks, acct. 
exec. Pub. Rel, Counsel—Carl Byoir & 
Associates, Inc., 800 Second Ave., New 
York 17, J. M. Sutherland, acct. exec. 


ROLLS-ROYCE, INC., 145 Rockefeller 
Plaza, New York 20, N, Y, Bentley and 
Rolls-Royce cars. Phil E, Gilbert jr., 
pres.; Norman Miller, vice-pres.; Richard 
L, Yorke, vice-pres.; Harold A, Segall, 
vice-pres., secy.; Robert E, Young, 
treas.; Winthrop Brubaker, pub, rel. 
officer. Adv, Agency—-Ogilvy, Benson & 
Mather, Inc., 589 Fifth Ave., New York 
17, N. Y, Dougias Bomeisler, acct, exec. 


ROVER MOTOR CO, OF NORTH AMER- 
ICA, LTD., 36-12 37th St., Long Island 
City 1, N. Y. Rover cars and Land-Rover 
utility vehicles, H, Gordon Munro, pres.; 
Robert G, Wright, mgr, Canadian opera- 
tion; J. Wallace Beaton, treas.; Reginald 
T, Newton, Eastern reg. mgr.; George 
Glover, Western reg, mgr.; John D, Hop- 
ping, serv. mgr. 

ROOTES MOTORS, INC., 42-32 2ist 8t., 
Long Island City 1, N, Y, Hillman, 
Humber, Singer and Sunbeam cars and 
Commer and Karrier trucks, The Lord 
Rootes, GBE, pres.; John T. Panks, gen. 
mer., vice-pres.; P, Liloyd-Owen, secy., 
treas.; F. McGettrick, Eastern serv. 
mgr.; W, McKenzie, Western serv megr.; 
Cc, R, Melton, Eastern sls, megr.; 
Henkel, Western sis, mgr.; Peter Mum- 
mery, adv. and pub, rel. mgr.; BE, J. B. 
Mackie, Eastern parts mgr.; M, D. A. 
Manning Press, Western parts mgr. Adv. 
Agency—Mogul, Williams & Saylor, Inc., 


SIMCA SALES, CHRYSLER 


625 Madison Ave., New York 22, N. Y. 
L, C. MacGlashan, acct. supervisor. 


SAAB MOTORS, INO., 405 Park Ave., 


New York 22, N. ¥, Saab cars. Ralph T. 
Millet, pres.; Jerome Brown, treas.; 
Jonas C:son Kjellberg, sis, mgr.; Robert 
H, Wehman, service mgr.; James B. 
Daly jr., adv. mgr., pub. rel, mgr. Adv. 
Agency—-Gotham Advertising Co., 342 
Madison Ave., New York, N, Y, Duncan 
Sutphen jr., acct, exec. 


SABRA MOTORS, IN C., 8833 Wilshire 
Bivd., Beverly Hills, Calif, Sabra cars 
and trucks. William J, Bryan sr., pres.; 
William J, Bryan jr., vice-pres.; Hugh 
B. Patton, vice-pres.; Leonard Lowe, 
secy.; Robert Gallagher, treas. 


CORP, IN- 
TERNATIONAL OPERATIONS GROUP, 
P. O. Box 1688, Detroit 31, Mich. 
Simea cars. Peter Nunez, sis. mgr., In- 
ternational Operations Group Staff; A. 
R. Marzelli, Eastern Area sls, mer., 
Rye, N. Y.; C. E. Miller, Southern 
Area sis. mgr., Atlanta; Eugene F. 
Frank, Western Area sis. mgr., Ana- 
heim, Calif.; Lowell Brown, sis. promo- 
tion mgr.; Lou Brucker, serv. mgr.; Will 
Brotherton, distribution mgr. Adv. 
Agency—Richard N. Meltzer Advertis- 
ing, Inc., 2372 First National Bldg. De- 
troit, Mich. Richard N. Meltzer, acct. 
supervisor; F. 8. Schouman, director, 
Simca News Bureau; Newton Free, acct. 
exec. for Simca Sales in Canada, Chrys- 
ler Corp. of Canada, Ltd. 


SINGER, See Rootes Motors, Inc. 
SKODA, See Amsko Distributors, 
STAN DARD-TRIUMPH MOTOR CO., 


Inc, 


INC., 1745 Broadway, New York 19, 
N, Y. Triumph cars, Alan F, Bethell, 
pres.; Richard F,. Soppet, vice-pres., 
treas.; D. Peter Snow, serv, vice-pres.; 
David R, Allen, vice-pres., pub, rel, and 


adv.; Robert 8S. Law, sis. mgr. Adv. 





Agency—Doherty, Clifford, Steers & Shen- exec. Fuller & Smith & Ross, Inc., 666 
field, Inc., 530 Fifth Ave., New York Fifth Ave., New York 19, N. Y. (trucks 
26, N. Y, Pieter A, Fisher, acct, exec. and service). Gordon Zern, acct. exec. 

Pub. Rel. Counsel—John Moynahan & 


SUNBEAM, See Rootes Motors, Inc, 


TOYOTA MOTOR DISTRIBUTORS, INC., 
8701 Beverly Bivd., Los Angeles 48, 
Calif. Toyopet cars and Toyota utility 


Co., Inc., 155 E. 44th St., New York 
17, N. ¥. Robert Horton, acct. exec. 


VOLVO DISTRIBUTING, INC., 452 Hud- 


vehicles, J, Nakayama, pres.; H, Hase- Whee aon ‘ima and ‘enemas \ ines 
gawa, treas.; J, McGraw, adm, megr.; Ake Hogman, chmn. of bd.; David 
J. McCord, sis, mgr., comm, vehicles.| 2&6, “Osman, fume. 5; Bi 

‘Aav, —Com: Ady., Inc., Los Mt ee wanes hae donee Lane 


Ganno, serv. mgr. Adv. Agency—Chirurg 
& Cairns, 130 BE. 59th St., New York 22, 
N. Y. Gerald H. Melum, acct. exec. 


Missouri Dealer Faces 
$500,000 Replevin Action 


JOPLIN, Mo.—Securities Invest- 
ment Co, has filed replevin and 
damage suits totalling nearly $500,- 
000 against an independent Joplin 
dealer, About 350 cars in two coun- 
ties are involved in the action, the 
finance company said. 

Securities Investment said Bur- 
trum Bros. Motor Co., Inc., refused 
to turn over the vehicles upon de- 
mand after the dealership had de- 
faulted on floor-plan payments. The 
suits named the dealership, Joe A. 
Burtrum, and Joe A. and Mrs. N. A. 
Burtrum as defendants, 


Plymouth Signs Rhodes 


Agency. pton 
Angeles, Calif, C, C, Hall, acct, exec. 


TRANSCONTINENTAL MOTORS, IN C., 
230 Park Ave., New York 17, N, Y, NSU 
cars and parts, Fred R. Oppenheimer, 
pres.; Kenneth Kaufman, vice-pres., sis. 
megr.; E, Goodman, gen, :ngr.; M, Pol- 
lirer, adv. mgr.; G. Pilz, tech. dir, Adv. 
Agency — Chester Gore Co., Inc., 420 
Madison Ave., New York, N, Y, Jane 
Waring, acct, exec. 


TRIUMPH, See Standard-Triumph Motor 
Co., Inc. 


VAUXHALL, Pontiac Motor Div., 196 Oak- 
land Ave., Pontiac 11, Mich. 


VENDOME MOTORS CORP., 120 E. 56th 
St., New York, N, Y, Panhard and 
DB-Panhard cars, Robert Jolliet, pres.; 
Arthur F. Huber, vice-pres. Adv, Agency 
oe E. Moore, Inc., Hempstead, 


VOLKSWAGEN OF AMERICA, INC., 476 
Hudson Terrace, Englewood Cliffs, N. J. 
Volkswagen cars and trucks, Heinz Nord- 
hoff, pres.; Carl H. Hahn, vice-pres., 
gen. megr.; Arlfred Kalmbach, West 
Coast vice-pres.; J. Stuart Perkins, asst. 
vice-pres., sis. mgr.; Guenther Kittel, 
parts mgr.; Hermann Bruns, serv. mgr.; 
Paul Lee, adv. mgr.; Art Railton, pub. 


rel. mgr. Adv. Agency—Doyle, Dane, E ted 
Bernbach, Inc., 20 W. 43rd St., New MT. VERNON, Ill. Walter 


Rhodes has been appointed Plym- 
k 36, N. Y. d a stati 
aguas). Edward © * McNeilly, acct. | Outh-Valiant dealer in Mt. Vernon. 
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Mufflers of Armco ALUMINIZED STEEL Average 
Twice the Life of Ordinary Carbon Steel Mufflers 


























In 7-year road tests, auto mufflers 
of Armco ALUMINIZED STEEL out- 
lasted their carbon steel counter- 
parts at least 2 to 1 on the average. 

To car owners, the extra dura- 
bility of ALUMINIZED STEEL means 
greater safety and fewer replace- 
ments — with resulting savings in 
cost and inconvenience. 

Armco ALUMINIZED STEEL is pro- 
duced by coating steel with molten 
aluminum by a special hot-dip proc- 
ess. It’s made to order for exhaust 
systems of today’s automobiles be- 
cause it fights off the attack of heat 
and withstands corrosive acid ex- 
haust liquids, and road chemicals. 

Ask your parts supplier about 
mufflers with vital parts made from 
this special steel. Armco Steel Cor- 
poration, 1230 Curtis Street, Mid- 
dletown, Ohio. 


ARMCO STEEL 





Armco Division + Sheffield Division * The National Supply Company * Armco Drainage & 
Metal Products, Inc. 


* The Armco International Corporation * Union Wire Rope Corporation 
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Through Different Approaches... 
Importers Spur Parts Programs 


demand, its distributors anticipate| master depot in Englewood, N. J., 
need by at least 30 days. Beck’s| that was recently opened. 

distributor salesmen endeavor to| Ford International symbolizes the 
contact every dealer and fleet oper- parts distribution methods used by 


all the “captive” imports with the 
Se import vehicles at least once exception of Simca, Ford. ware- 


houses its entire stock of ts for 
In case of a “car-down” parts aI a 


English Ford and Taunus at the 
order, Beck will fly the parts from | master warehouse in Livonia. Al- 
Europe or New York to the dis- | though set up in a separate section 
tributor and the distributor will - this warehouse, the parts for the 
either deliver direct, immediate! mport cars are handled as “factory 
on arrival if in the aan parts” and are not stocked at the 
delivery or put it on a bus regional parts depots in the field. 
going to the dealee’s town im- Ford pre-pays freight for two 

liately on arrival. Thus, every order pads a month to the dealers 
effort is made to keep their cus- 


in these cars. Most of the parts 
are imported from the makers of 

tomers cars in operation at all 

times. 


the original equipment makers. The 
exceptions include glass, rear-view 

A Beck regional man says that up 
to a year or so ago their replace- 


mirrors, piston rings, washers and 
cigar lighters. 

ment parts business increased up 

to as much as 50 percent each year tory in relation to the cars in the 


Ford carries a high parts inven- 
but that today they are enjoying field and has practically no back- 
about a 10 percent increase over|Order problem. The warehouse 
the past year’s business. works on a 90-day lead time. In- 

Part of this drop from the for-| cidentally, Ford International prom- 
mer abnormal increases is due to|ises that it will carry parts for 
more competition brought about by| Taunus and any other imported 
the increasing attention being paid| Ford product as long as there are 
to their parts distribution by the| cars running in this country. 
vehicle importers themselves. oy eee 

The firm represents 13 major 
German parts makers, 12 French, 
4 Italian and 16 English makers in 
the replacement parts field. 

* + 


UCAS ELECTRICAL SERV- 

ICES, INC., in the parlance of 
the American trade, is the “elec- 
trical central” distributor for Eng- 
lish electrical parts and systems 
manufacturers. It maintains nine 
parts depots in various sections of 
the country now and will add the 
10th depot in Baltimore early in 
January. 

Its present depots are located 
in Boston, Chicago, Seattle, San 
Francisco, Denver, Los Angeles, 
Houston and Jacksonville, and the 





(Continued from Page 16) 


the national distributors of import 

parts like Beck Distributing Corp. 

are also active in consolidating and 

expanding their distribution points. 
Their goal is to increase parts 

ay for the lines they han- 
e. 


* * * 


HIS desire to retain the market 
they now have and to further 
the economic maintenance of the 
vehicles now in this country even 
moved Volkswagen, the largest ve- 
hicle importer, to develop a factory 
rebuilt parts and assembly program 
on the major units of their vehicles. 
Without having the styling fac- 
tor to aid them in further expan- 
sion of their American market, 
the import makers are keenly 
conscious of the need for keep- 
ing the reputation of the vehicle 
sweet in the hands of the owner. 
They well know the loss of pres- 
tige and appreciation of the prod- 
uct than can come with cars put 
out of service through lack of avail- 
ability of needed replacement parts. 
Most vehicle makers provide at 
least one factory controlled ware- 
house in which a full line of parts 
is maintained for quick availability 
to their vehicle distributors and 
regional depots. 

* * 











































Parts Via Plane— 


Hot off the plane from Paris come these 
Simca parts. Simca utilizes a three-phase 
system for ordering parts. Daily air freight 
brings in key parts from France, with other 
items air-freighted on a weekly basis. 
Warehouse inventories are kept filled 
through monthly ocean-freight shipments. 

hee beak 


utor headquarters. These schools 
consist of three days of training 
in spare parts inventory and order- 
ing. Both distributor and Volks- 
wagen personnel assist in the train- 
ing program. 

Most of the distributors operate 
on IBM equipment as does the 
Volkswagen factory in Germany. 
Parts orders are put on tape at the 




























— departs from the common 
“captive” practice in that it car- 
ries full stocks of replacement parts 
in five different depots, as listed 
above, Simca parts are distributed 
by the Mopar Division and it is 
claimed that Simca has 94 percent 
availability on all parts and assem- 
blies, including the sheet metal 
parts, all of which come from 
Europe. 

Considerable stress is put on 
availability of such slow-moving 
parts that are usually only called 
for in case of a complete wreck, 
although many of these are car- 
ried in stock in both Newark and 
San Leandro. 

Parts are flown in on “car-down” 
orders. In order to give Simca parts 
the same availability as domestic 
parts, Simca utilizes a three-phase 
parts order system. The new system 
includes daily air-freight shipments 

of key parts from Paris as needed, 
weekly air-freight delivery and reg- 
ular monthly ocean freight ship- 
ments to keep warehouse inven- 
tories filled. 
cg 














_—— or vehicle companies 
with their “captive” imports 
such as Mercedes-Benz, English 
Ford, Taunus, Vauxhall, Opel and 
Metropolitan follow along this line 
quite consistently. 

Only Simca departs from the 
“captive” practice of maintaining 
complete stocks at one American 
point as a “factory parts” pro- 
gram. Simca maintains complete 
parts stocks at five strategically 
located distribution points. These 
are Marysville, Newark, Kansas 
City, Atlanta and San Leandro, 











lieves, why the Volvo owner is 
Volvo’s best salesman. 
* « * 

ECAUSE of scaled-down volume 

objectives (15,000 to 20,000 sales 
per year would be most satisfactory 
to Volvo) the dealer is not pres- 
sured to sell vehicles at a loss and 
is in a better position to make good 
grosses, Beasley said. According to 
Beasley, the average gross per 
Volvo sale is far better than the 
same average per domestic deal. 

At the present, Volvo’s four- 
door sedan accounts for about 25 
percent of total Volvo sales, ac- 
cording to Beasley, and is expect- 
ed to climb to about one third 
before production limits it to fur- 
ther growth, Six months ago it 
accounted for only 10 percent of 


























In these points all current parts 
and sheet metal are carried in suf- f (2) oO ; 
ficient volume to protect the lead ea 4 2 | 
time that is essential in importing 
parts from abroad along with “slow- 
moving” parts for past models. They 
are warehoused on a volume basis 
that is dictated by world experience. 

Most of these American “factory | Ay | 
parts” stocks are controlled by IBM 
records, Several of the larger ve- 
hicle importers, particularly Volks- 
wagen and Renault, depend on IBM 
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* + 

Yew agen depends upon its 
15 independent vehicle distribu- 

tors to maintain parts availability 











rcciosien tk de eats Ende — ew AL | to its dealers and owners. Their| total sales. 
complete. . Jum(m | parts inventories run from $500,000} ‘The sports car, or the P-1800, 
Rito Bore Tr ee to more than $2 million, according | wij) begin to arrive in this country 






to the size of the distributor. Each 

of the more than 525 dealers are 

‘also required to carry a minimum 

of $6,000 in replacement parts in 
stock at all times. 

’ VW’s parts replacement pro- 
gram is managed from the Volks- 
wagen headquarters in En gie- 
wood Cliffs, N. J., where 10 field 
men aid the distributors in keep- 
ing their three month’s replace- 
ment parts inventory fluid. 

Distributors also have their own 
parts men in the field to call on 
and aid dealers and to make cer- 
tain that inventories are kept at 
the required level. 

These field men also conduct 
spare-parts schools at the 15 distrib- 

* + + 


in January. It will sell for about 
$3,850, East Coast port of entry, in- 
cluding almost every accessory ex- 
cept radio, According to Hogman, 
Volvo expects to sell about 4,000 of 
these next year in the U. S. 

Although hesitant to commit 
themselves, both men gave the im- 
pression that a convertible version 
of the 1800 would arrive here in 
about 18 months. 

“By 1962,” Hogman said, “we will 
have a complete line of cars for our 
dealers to sell.” ‘ 

o ea + 

§ COCRD ES to Hogman and 

Beasley, the shakeout has 
forced distributors to expand their 
services to dealers. In the case of 
Volvo, they have added three new 
regions to their setup, making a 
total of seven. 

This involves additional person- 
nel, consequently an increased 
cost, but these are the measures 
all distributors face if they ex- 
pect to remain competitive on the 
dealer level, they said. 

The increased personnel, dealer 
visits and regional setups have al- 
ready proven themselves in Volvo’s 
case, with a doubling of sales in the 
Midwest area. 

Hogman admitted that Volvo suf- 
fered from the common import ail- 
ment of a few months back: Ex- 
cess stock. 

However, he stated: “We have a 
45-day stock of cars on hand right 
now, which ig just right for us.” 

“If we reduced our stock any 
further,” Beasley added, “we would 
lose business. It is absolutely nec- 
essary for us to have our present 
stock in order to satisfy our dealer 
demands. 

“We have the same color prob- 
lems that the domestic manufac- 





"psa peel ochaliew mgd very few 
American-manufactured parts 
are listed or used in the replace- 
ment parts field for imports. Volks- 
wagen, perhaps, utilizes American 
made items to the greatest extent. 
In the main, these are what are 
TBA items such as tires, batteries, 
sparkplugs, seat covers, floor mats 
and some smaller accessories such 
as rear-view mirrors. Sealed-beam 
headlamps are used in Volkswagen 
and, of course, are made by Ameri- 
can manufacturers. 

Up to the present, the supplying 
of replacement parts for imported 
cars has been a profitable and 
stable operation, free to a great 
extent from the “footballing” that 
has taken place in the American 
replacement operation. This has 
led to a number of exclusive parts 
importers and distributors coming 
into the import-car picture. 

One of the largest of these is the 
Beck Distributing Corp. with head- 
quarters at 70 HE. 13ist St., New 
York. Beck has one master ware- 
house and 31 distributors located |® 
across the nation in points of heav- js 
iest import vehicle population. Beck 
handles primarily the fast moving 
parts of the larger English, Ger- 
man, F'rench and Italian parts man- 
ufacturers. 

Beck was one of the earliest in 
the replacement parts distribution 
field, having used as a nucleus for its 
far-flung American organization its 
motorcycle distributing organiza- 
tion. Beck was a motorcycle im- 
porter before the advent of the 
import car in volume and still is. 

* * +. 


ye firm publishes two parts 
catalogs, one of the British- 
made parts and the other covering 
German, French and Italian items. 
While Beck buys a year ahead of 






























Parts Aplenty— 

Stacked in specially designed racks that 
can be moved by fork-lift trucks are these 
mufflers and engine blocks at Riviera Mo- 
tors, Volkswagen distributor in Portland, 
Ore. Volkswagen channels all parts through 
its 15 independent distributors, with in- 
ventories ranging from $500,000 to more 
than $2 million. | 
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Stacked to the Ceiling— 


Relatively slow-moving ports, such as sheet metal, are stocked in ample supply 
along with quick-selling items by Volkswagen distributors, as is indicated by the 
parts depot of import Motors of Chicago, Inc., Northbrook, Ili. Most VW distributors 
are set up for mechanized handling of parts, with stocks keyed to IBM inventory- 
control systems. 





















In Planning for ROE ss 0 
Volvo Looks to the East 













national heaquarters in Englewood 
Cliffs and the tapes are airmailed 
to the factory. Orders of four dis- 
tributors are included in each week- 
ly shipment direct from the Volks- 
wagen factory to the distributor. 

* * * 


N COOPERATION with North 
American Van Lines, Volks- 
wagen is inaugurating a new system 
of shipping spare parts in reusable 
iron containers. 

These containers, designed by 
the moving company, are used to 
ship goods from the United States 
to American Army installations 
in Germany. When emptied, the 
containers are sent to the Volks- 
wagen factory in Wolfsburg 
where they are filled with spare 
parts, which are packaged in 
cardboard boxes inside the iron 
containers. 


When the American distributor 
has removed the spare parts, the 
van line picks them up and refills 
them with goods for the American 
forces in Germany. By using these 
iron containers, Volkswagen does 
not have to build hundreds of wood- 
en crates previously used to pack- 
age spare parts. 

This new program is still in the 
pilot stage, but it is expected that 
it will spread, and eventually be 
used for all spare-parts shipments. 


These containers carry a maxi- 
mum load of 10,000 pounds and are 
101 inches long, 84 inches wide, and 
82 inches high. 








(Continued from Page 62) 


turer has, but we suffer from long 
shipping waits, which is an advan- 
tage the domestic manufacturer 
enjoys over us.” 

Hogman strongly denied that 
there was any truth to the rumor 
that Volvo distributing was about 
to buy out or take over the West 
Coast operation. 

“Gene Klein has done an excel- 
lent job for us out there,” he said. 
“We have no intention of stepping 
into his operation in any way. We 
are pleased and proud to have him 
representing us.” 

—Ep Brown 


Simca Awards 
Prizes to Winners 


Of Sales Contest 


NEW YORK.—Nine Simca deal- 
ers and nine salesmen who won top 
prizes in “Le Top Man” sales con- 
test held from Aug. 1 through Sept. 
30 in the Eastern area, were award- 
ed their prizes at an area meeting 
here. 

“This very successful promotion 
resulted in increased Simca sales 
in the Boston, New York and Phila- 
delphia regions where it was held,” 
A. R. Marzelli, Simca Eastern area 
sales manager, said. “Prizes includ- 
ed trips to Jamaica, Nassau and 
Bermuda plus additional prizes in 
cash.” 

Dealer winners of the program in- 
cluded: Flight No. 1—First prize, 
Reedman Corp., Fairless Hills, Pa.; 
second prize, Dabern Motors, Inc., 
Hartford, Conn.; third prize, Walter 
L. Kennedy, Chelsea, Vt. Flight No. 
2—first prize, Bruno Motors, Inc., 
New Brunswick, N. J.; second prize, 
Baker Auto Co., Inc., Pawtucket, 
R. I.; third prize, McCrane Auto 
Co., Inc., Hackensack, N. J. 

Flight No. 3—first prize, Nemet 
Motors, Jamaica, N. Y.; second 
prize, Ewell Motors, Inc., Glen 
Burnie, Md., and third prize, Town 
Motors, Downingtown, Pa. 

Salesmen winners included: 
Flight No. 1—first prize, H. Pallott, 
Hartford; second prize, J. Connelly, 
Fairless Hills, Pa; third prize, 
George C. Austin, Chelsea, Vt.; 
Flight No. 2—first prize, J. Mar- 
berger, Norristown, Pa.; second 
prize, D. Sarlo, New Brunswick, 
N. J.; third prize, C. Bruno, New 
Brunswick, N. J. 

Flight No. 3—first prize, C. Freed, 
Downingtown, Pa.; second prize, R. 
Sheldon, S. Burlington, Vt., and 
third prize, C. Jablanski, Jamaica, 
N.Y. 
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Volvo Soars in Baltimore . 


‘Gravy Still to Come,’ 
Growing Dealer Says 


(Continued from Page 74) 


every time Michaelson and Woot- 
ton got close). 

After some quick explanations, 
Beve agreed to let the dealers in- 
spect and drive his Volvo, Balti- 
more’s first, which the Swedish- 
born engineer had bought in Wash- 
ington. Result: Michaelson and 
Wootton decided then and there to 
become Baltimore’s Volvo dealer. 
Michaelson Motors sold its first 
Volvo on Apr. 15, 1958. 

Increasing sales of Volvo, steady 
used-car demand and rapidly in- 
creasing service department busi- 
ness brought an insistent need for 
more space and better facilities, re- 
sulting in a decision to build Balti- 
more’s most up-to-date automotive 
sales and service center. 

It was opened on Oct. 20 with a 
gala reception. On hand for the 
celebration were Ake Hogman, 
president of Volvo Import, Inc.; 
David Beesley, Volvo’s national 
sales manager; a host of local civic 
leaders and bankers, and represen- 
tatives of the Swedish Consulate. 

ee 


" new building features an all- 
glass 30-by-75-foot showroom 
with a unique see-through interior 
glass panel construction permitting 
Michaelson’s customers to see their 
cars in the service department from 
the showroom floor. 

Michaelson notes that this fea- 
ture, which also enables him to 
see almost any point in the build- 
ing from his office (and the ad- 
jacent used-car display) has 
noticeably increased productivity. 

The inside service area, contain- 
ing 5,400 square feet, has 11 angled 


AASHO Winds Up 
Illinois Project 


On Road Research 


OTTAWA, Ill—Peace and quiet 
have returned to the cornfields 
northwest of this Illinois River Val- 
ley city. For the last 25 months a 
steady parade of trucks has rolled 
around loops of highway pavement 
at the world’s biggest road-research 
project. 

The last truck has braked to a 
halt, ending a 17-million-mile 
marathon of driving. 

Every mile was a step toward 
better highways, according to re- 
search engineers who made detail- 
ed studies of 836 concrete and as- 
phalt test sections and 18 short- 
span bridges. 

The research engineers said it 
will take several months to an- 
alyze data and write final reports. 

Publication of the reports will 
wind up a task covering nearly 10 
years, First plans for the project 
were made in the early 1950s by 
committees of the American Assn. 
of State Highway Officials. 

AASHO conceived and sponsored 
the big test. However, field direc- 
tion was handled by a nongovern- 
mental agency, the Highway Re- 
search Board of the National 
Academy of Sciences—National Re- 
search Council. 


U. C. Group Eyes 
Sunday Hours 


KANSAS CITY.—A movement to 
organize an independent used-car 
dealers group to promote Sunday 
operations has been started by Leo 
H, Pennington, Blue Hill Motors. 

New-car-dealer members of the 
Kansas City Motor Car Dealers 
Assn. started closing Sundays last 
June along with 150 used-car deal- 
ers. 

Pennington said about 15 used- 
car dealers would join him in the 
new organization. He said it would 
propose hours that would not in- 
terfere with church services but 
would be at least from noon until 
6 p.m. on Sundays. 


Hooper Import (R-P) 
MERRITT ISLAND, Fla.—Hoop- 
er Import Center, Inc., has been 
awarded a Renault-Peugeot dealer 
franchise, 





service bays (to get around the vex- 
ations of straight-in parking), a 
front-end machine, five lifts and a 
separate bay for washing and pol- 
ishing. Body work is done off the 
premises. 

Currently operating with 17 em- 
ployes in the service department— 
a service manager, 10 mechanics, 
two parts men, two polishers and 
two porters—working a single shift; 
Michaelson plans to go on a two- 
shift basis in the near future. 

* * * 


?o parts areas at Michaelson 
Motors take in 2,125 square feet. 
There is a utility room outside the 


L-M Outlet Changes Hands 


ANTIOCH, Ill—Ed Kopper and 
Michael Piccone have purchased 
: he Lincoln-Mercury-Comet outlet 

ere. 


building for compressors, oil stor- 
age and oil pumps which supply 
built-in overhead reel lubricating 
systems. Not one quart or container 
of oil or grease enters the building 
manually, 

Michaelson and Wootton watch 
maintenance and shop activity 
closely, insisting that each service 
bay be swept and scrubbed be- 
tween jobs. 

Contemplating the brand new 
building and the 31 people who now 
make their livelihood at Michael- 
son Motors—including eight sales- 
men and an office staff of four— 
Michaelson and Wootton say they 
have learned two lessons: You 
don’t need a huge outlay to start, 
but you must have enthusiasm and 
a capacity for aggressive sales and 
promotion (they spend up to $2,500 
a month for advertising, direct 
mail, and other promotion, about 
% of it for Volvo) built on a good 
product and satisfactory service. 

They have a firm conviction that 
imported cars are here to stay. 
Reminded of the recent slight slump 
in imported car sales, Michaelson 


market as a whole will continue to 
grow in this country. The setback 
was a temporary situation. Quality 
imports will continue to gain pene- 
tration.” 





British Officers Attend Reception— 
Leaders of the British motor industry in America meet with San Francisco business- 
men and bankers at a reception marking the San Francisco Imported Car Show. 


says, “I feel that the imported car| Clare Sutherland, senior vice-president, Bank of America, who addressed the group, 


said that British car imports are “here to stay since they are of proven worth.” From 
left are Robert Macduff, director, Federal Housing Administration; Reid Adams, British 
consul-general; John Dugdale, British Automobile Manufacturers Assn.; Sutherland; 
Leon Pinkson, auto editor, San Francisco Chronicle; Kjell Qvale, president, British Motor 
Car Distributor, Ltd., and lan Hutchinson, British American Chamber of Commerce. 


BORGWARD 


GROUP PRODUCTS 


The virtue of dependability is priceless. Borgward’s 
unalterable devotion to quality provides West 
German precision engineering at its best. 


Customer satisfaction is assured; your customers 
become your best salesmen. That’s why Borgward 
products sell well, why Borgward dealers are doing 


well in today’s competitive market. 











DISCOVER WHAT BORGWARD CAN DO FOR YOU 


BORGWARD MOTORS CORPORATION 


1160 Park Square Building, 31 St. James Avenue, Boston 16, Mass., Liberty 2-3840 
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Better Dealer Liaison 
Planned by Triumph 


W YORK.—Standard-Triumph 

expects to move forward into 
1961 on several fronts, with ag- 
gressive plans for advertising, pro- 
motion, improved 
service to dealers 
and parts distri- 
bution, 

In addition, 
said Alan Beth- 
ell, president of 
Standard - Tri- 
umph Motor 
Co., Inc., the 
shortage of 
Herald convert- 
ibles which now 
exists, due to 
production difficulties in England, 
will be alleviated by the first of 
the year. 

Clearing the air of the rumor 
which has been making the rounds, 
Bethell also emphatically denied 


Alan F. Bethell 








that there was any plan—or even 
any thought—given to withdrawing 
the Herald line from the United 
States market. 
om + + 

I THE past year Standard-Tri- 

umph has acquired four inde- 
pendent distributors and announced 
that distribution within the terri- 
tories of those distributors would 
henceforth be conducted by S-T it- 
self. 

The four taken over were Cal 
Sales, which becomes the West- 
ern zone for S-T with offices in 
San Francisco and Portland; 
South Triumph Sales, Inc., which 
becomes the Southeastern zone 
and has offices in Pensacola, Fla., 
but will eventually be moved to 
Jacksonville; Southwest Triumph 
Distributors, Inc., and Jones- 


» | GENERAL MOTORS ACCEPTANCE CORPORATION | ¢ 
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Bischoff T rium ph Distributors, 
St, Louis, 

Southwest and Jones-Bischoff 
are being combined into Triumph’s 
Southwestern zone with headquar- 
ters in Houston. 

“We would rather conduct our 
distribution through independent 
distributors,” Bethell stated, “but 
in those cases where one of our 
distributors would like to sell his 
assets, for any one of a number of 
personal or business reasons, it is 
more practical for us to conduct 
the distribution of our own prod- 
ucts at this time, rather than going 
through the educational process 
necessary with a new distributor 
during these very intense competi- 
tive times.” 

ok ea * 

| Spe emerge — also explained that 

where Triumph has taken over 
a distributor there will be no price 
reduction on any of the products 
now in the line, because, he said, 
“our overhead continues undimin- 
ished.” 

“As a matter of fact,” he said, 
“we are planning to spend more 
money. We will have more dis- 
trict managers and more service 
managers on the road at all 
times. Every dealer in our zones 
will receive a visit from his dis- 





D. C. Independents 
Choose Officers 


WASHINGTON. — New officers 
for the coming year have been 
elected by members of the Metro- 
politan Automobile Dealers Assn., 
composed of independent used-car 
dealers in the District of Columbia 
and outlying areas of Maryland and 
Virginia. 

Elected were: Robert Wright, 
Wright Auto Sales, president; Jo- 
seph Thacker, Thacker Motors, 
vice-president; Jules Lafferman, 
public accountant, financial secre- 
tary and treasurer, and Sidney Gor- 
don, Motor Discount Corp., record- 
ing secretary. 





trict manager once every two 
weeks. This means better coordi- 
nation between factory and deal- 
er in all phases of the retail 
business.” 

Bethell also said that Triumph is 
planning to concentrate heavily on 
local advertising and dealer promo- 
tions in 1961. 

“We are looking to improve the 
presentation of our products at the 
local level. Broaden the base from 
which we work, Make certain that 





Winning MORE TIME BUSINESS comes from better Time 
Sales Management. GMAC plans and programs can 
help General Motors Dealers achieve this goal. Ask 
your GMAC representative for complete information. 


Available to Dealers in CHEVROLET » PONTIAC » OLDSMOBILE + BUICK + CADILLAC new cars and used cars of all makes 











more and More people are aware 
of our products. We want to be- 
come more involved in state fairs 
and other local activities of the 
kind.” 

In addition to the above, Bethell 
said that Triumph, through its ad 
agency and its own PR and ad 
setup, had just completed an ex- 
haustive survey of the West Coast 
import market. 

“This,” he said, “has given us a 
humber of important ideas and 
thoughts on how to help our deal- 
ers in the coming year. We, of 
course, are not prepared to divulge 
the information we have compiled, 
for competitive reasons, but we ex- 
pect it will be a definite addition 
to our merchandising program.” 

* cd * 


| 3 seweryened the current fiscal year, 
which rungs from July 1, 1960, 
to June 30, 1961, Triumph has in- 
creased its advertising expenditures 
more than 65 percent to about $2.5 
million. 

Bethell said there are product 
improvements on the way that 
will make every Triumph more 
competitive. He was quick to 
state that this did not include 
price reductions, 

Bethel] stated his belief that the 
import market is now at the bot- 
tom of a long curve and that it will 
start up from here. 

“There is a permanent market 
for the imported car in this coun- 
try, and I believe that by next 
April we will all be prospering once 
again,” he said. 

This observation is based on 
Bethell’s own analysis of the situa- 
tion since concluding his recent 
31,500-mile trip around the country 
talking to dealers. 

“October was the beginning of 
the pickup in sales for many deal- 
ers,” Bethel] remarked, adding that 
several Triumph dealers had the 
best October ever. 

* * oe 

CCORDING to Bethell, 14 makes 

are now taking about 85 per- 
cent of the total import market, 
and he believes this percentage will 
increase as the smaller makes con- 
tinue to withdraw from the mar- 
ket. 

“One of the greatest problems 
these smaller makes create for 
the entire import business is the 
negative attitude on the part of 
bankers and financial men,” 
Bethell stated. 

Because of bad experiences with 
the smaller makes, he said, finan- 
cial institutions of all sorts are re- 
luctant to give floor planning to the 
more reputable makes. 

However, he said he believed that 
most of the larger banks and fi- 
nancial institutions he has visited 
lately are happy to have import 
business from the larger makes, 
but are looking more closely at 
the market than they have before. 

“All the larger manufacturers 
who advertise and have national 
distribution are welcomed by the 
large banking institutions,” he said. 
* OK * 

ETHELL noted that Triumph is 

about to step up to the problem 
of aggressively selling parts. For 
the first time, Triumph is giving 
consideration to aggressively dis- 
tributing parts to body shops of 
large size and even to gas stations 
and other service outlets, making 
servicing of Triumph a still easier 
proposition for the owner. 

“Our prices are competitively 
established, right now, for both 
retail and wholesale sales of any 
kind,” he stated. 

“Service is becoming a very prof- 
itable operation now,” he observed. 
“Almost every service station I vis- 
ited during my recent tour of the 
country was filled with automobiles. 
This means that the cars we have 
sold in the past two or three years 
are beginning to come back now 
for further service. 

“That doesn’t mean there is any- 
thing really wrong with them, be- 
yond the usual service problems of 
a car that age,” he continued, “it 
just means that there are more of 
them on the road and the benefits 
of that are now accruing to the 
dealer.” 

Ep Brown 

Ciuffre Quits Downtown 

SPRINGFIELD, Ill.—Leonard 
Giuffre, Buick-Lark dealer, is mov- 
ing his operation from downtown 
Springfield to a suburban location 
on Bypass 66 at the intersection of 
Highway 29. 
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BMC Goal for ’61 Is 40,000... 





Hambro Revs Up Its Sports Cars 


W YORK.—Relying mainly on 

sports cars and the small 850, 
British Motor Corp. and Hambro, 
Ine., BMC distributor in the United 
States, feel confident that 1961 will 
be a good year. 

According to A, E. Birt, presi- 
dent of Hambro, BMC will sell 
some 40,000 sports cars in the 
U. S. during 1961, the only limit- 
ing factor being. production, 

“We feel confident about 1961 and 
expect that our Sprite, MG and 
Healey 3000 will do a big job for 
us. Toward this end, our BMC- 
Hambro advertising appropriation 
has been increased, and we look 
forward to 1961 as a big year for 
us,” Birt said. 

In addition, Birt and fellow ex- 
ecutives such as James F. Bramley, 
export sales director of BMC, and 
James Malone, deputy export sales 
director of BMC, place great faith 
in the strength of the 850 in the 
U. S. market. 

a cg * 

“a CTUALLY,” Bramley said, 

“production has prevented us 
from really testing the 850 in this 
market. It has been impossible for 
us to bring it into this country in 
sufficient numbers to really get a 
feel, but in those places where we 
have been able to place a few of 
these cars, the success has been 
way beyond our hopes and expecta- 
tions.” 

According to Bramley, BMC 
has been in the U. S. market 
for some 14 years, and during 
that time has experienced any 
number of fluctuations, due to 
economic and world conditions. 


“I believe that any group strong 
enough to withstand this past pe- 
riod of uncertainty in the market 
has demonstrated its ability to stay 
in this market permanently,” he 
said. “And that’s just what we plan 
to do.” 

It is apparent from talking to 
these men that the three sports 
cars plus the small sedan are the 
bastions to which the BMC flag is 
pinned for the 1961 year. 

“We feel that our three sports 
cars are aimed at that segment of 
the market most likely to buy,” Birt 
said. “They are moderately priced, 
yet give true performance values, 
and it has been demonstrated in 
the past year, during this period of 
adjustment, that sales of these ve- 
hicles suffered the least. 

“When you look at sales figures, 
you note that the greatest down- 
turn occurred in family sedans, 
while sports cars were the least 
affected.” 

* a * 
Ame if any change in the MG 
was contemplated Bramley 
asked: “Why quarrel with suc- 
cess?” 

Expecting some dropouts in the 
dealer lineup, Birt said it was his 
feeling that additions would bal- 
ance out the dealer figure so that 
a stabilized value hag just about 
been reached. 

The big problem for Hambro and 





Auto Ownership 
In Miami Climbs 
121 Pet. Since 750 


MIAMI.—Privately owned pas- 
senger cars in the Miami area have 
increased 121 percent since 1950, ac- 
cording to a survey by the Miami 
News. 

The survey, titled The Standard 
Metropolitan Area of Miami—Dade 
County, reported that there were 
381,191 cars in the area in 1959, 
compared with 172,178 in 1950. 

The total vehicle population 
climbed 116 percent during the pe- 
riod, rising from 222,839 to 480,508. 
Gasoline sales jumped from 142,- 
436,000 gallons in 1950 to 288,790,000 
gallons in 1959. 

In retail sales, the survey found 
that the area’s 469 automotive out- 
lets did $297,977,000 worth of busi-| 
ness in 1959, an increase of 63.3 per- 
cent over the gross volume of 
$182,422,000 in 1954. 

During the 1954-1959 period, the 
survey reported, the area’s total re- 
tail sales climbed 52.2 percent, ris- 





ing from $989,054,000 to $1,504,984,- 
000. 


BMC in 1961, these officials felt, will 
be one of allocation. 

“We are confident that we will 
sell the 40,000 sports cars which are 
slated for this market in 1961,” 
Birt remarked, “and our big prob- 
lem will be to allocate them, If is 
going to be a matter of shortages 
in our sports car lines, and this 
brings on the headaches one al- 
ways has with being sure that 
everyone is supplied properly. 
Therefore, it will be necessary for 
us to establish some kind of a 
quota system based on past per- 
formance, All of this is necessitated 
by restricting production.” 

. a * * 


ACS to Malone the pres- 
ent stock situation with BMC 
distributors is approaching normal 
again, after a period of overstocks. 

“The cutbacks at the factory 
on production were necessitated 
by seasonal declines more than 
anything else,” he explained, add- 
ing that during 1961 BMC was 
going to invest another $50 mil- 















lion-plus in new plant and equip- 
ment, which would bring total 
production potential to a million 
cars a year. 

It is obvious from talking to the 
Hambro and BMC executives that 
in great measure their confidence 
in 1961 is based on their confidence 
in the products they are represent- 
ing in the market. 

Three sports cars plus the 850 
are the vehicles with which they 
expect to ride a rising sales curve 
in 1961. Their dealers are expected 
to profit in the same manner. 

Based on experience in Canada,/ 
Malone said, they expect the 850 
to be a big hit in cities in the U. S. 

“Our experience has been that 
the big cities are ideal sales areas 
for our new 850. And this, of course, 
bears out our original thinking. 
The car is ideal for cities, because 
of its size and convenience and the 
fact that it does not suffer in traf- 
oie because of being underpower- 





























Simca Expands Single-Line Dealers— 


Chrysler Corp. is the first of the domestic auto makers to launch a new single-line 
dealer body for a “captive” import—in this case, Simca. Franchised will be dealers 
entirely separate from Chrysler's domestic dealers, who also sell Simca. In charge of 






the new setup is Peter Nunez, who functions as sales manager of United States Simca 

sales, International Operations Group Staff. Nunez is pictured here with his three ; 
Simca area sales managers. From left, E. F. Frank, Western area; Nunez; A. R. Marzelli, 

Eastern area, and C. E. Miller, Southern area. 





—Ep Brown 
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stainless steel 


No other metal has the strength, beauty and 
versatile qualities that serve you so well today 
and promise so much for tomorrow. 
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McLouth Steel Corporation, 
Detroit 17, Michigan 
Vf, 


Manufacturers of high quality 
McLOUTH STAINLESS STEEL } 


ri 
Look for the STEELMARK \ 
on the products you buy. i 
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Rosenthal Sells to the Masses. . . 


Top Dealer’s Formula for Success 


By William Uliman 
Washington Bureau Chief 
ASHINGTON.— An unshakable 
conviction that the imported 
car is not the exclusive property of 
the “arty” or high-income groups 
in this country—plus the experience 
and knowhow to give that belief a 
solid foundation—has put a quiet, 
industrious young man named Bob 
Rosenthal at the top of the import- 
car game as the nation’s top-selling 
Renault dealer. 

No stranger to fellow Renault 
salesmen in the United States, 
who with good cause may envy 
his astounding sales record, the 
32-year-old Rosenthal entered the 
car business at the age of 16 as 
an apprentice for one of Wash- 
ington’s largest dealers. 

During the years, he worked for 
various auto outlets in sales, serv- 
icing and repair, finally becoming 
a@ partner in his father’s 41-year-old 

Chevrolet dealership, the largest in 
the capital area today. He is a 
member in good standing of the 
Automotive Trade Assn.—National 
Capital Area. ae 
cd 


A LITTLE over a year ago, Ros- 
enthal opened his now-famous 
Renault-Peugeot dealership in 
Shirlington, Va., a suburb of Wash- 
ington. It was nothing extraordi- 
nary, it was thought at that time, 
considering that Rosenthal was al- 
ready an established Chevrolet 
dealer who could well afford to 
take on a new line. 

But the idea behind the venture 
was something else. In Rosen- 
thal’s words, it was a “break- 
through”—a breakthrough into a 
new and willing market. 

“Up to that time,” the nation’s 
No. 1 Renault salesman reminisced 
recently, “the imported car had 
been more or less restricted to the 
professional and high-income 
groups. I felt that this car, the 
Renault, should literally be ‘sold to 
the masses,’ the people who could 
afford only this type of new car.” 

“For instance,” he illustrated, 
“the average low-income Chevrolet 
buyer pays $70 to $100 monthly on 
his financed car, where he could 
better afford $30 to $60. He can do 
that with the Renault.” 

*~ * * 


ST how valid this idea was, has 

since been borne out to the 
amazement of other imported car 
dealers and distributors — and to 
Bob Rosenthal himself. 

“We started out in September 
of 1959,” Rosenthal related, “at 
our present site, It’s three acres 
of paved lots and showrooms, 
with servicing. facilities in the 
rear, on a very busy highway 
just outside of Washington. 

“We broke the ice with a small 
champagne party for about 100 
guests, mostly from the French 
Embassy, Renault and the press. 
We had about 100 cars in stock in- 
itially, and were projecting average 
sales of 50 a month, that is, two 
or three a day. We thought this 
was pretty optimistic.” 

Looking back, he says, that “pret- 
ty optimistic” estimate seems like 
a timid guess. From the first day 
it opened, people were coming into 
Rosenthal Renault and, with “no 
demonstration, no pitch, nothing,” 
were ordering cars—“and we were 
delivering those cars within an 
hour after the order had been writ- 


Court Overrules 
Denial of License 


For Illinois Dealer 


SPRINGFIELD, Ill—The Third 
District Appellate Court has upset 
the denial of an auto dealer's 
license to Werner Goers of Alta- 
mont, Il. 

Goers was denied licenses in 1958 
and 1959 because his 1957 license 
was revoked. Secretary of State 
Charles F. Carpentier revoked the 
1957 license on grounds that Goers 
committed fraudulent acts. 

In overruling the denial of the 
1958 license, the appellate court re- 
ferred to a ruling of the State 
Supreme Court in another case 
against Goers in which the high 
court ruled that revocation of 1957 
license was not sufficient grounds 
for denying licenses in subsequent 
years. 











ten.” That first month, Rosenthal 
Sold 220 Renaults and 27 Peugeots. 
om * * 


CCORDINGLY, Rosenthal im- 

mediately increased his adver- 
tising budget from an initial $3,500 
monthly to $9,500. Since then, it has 
risen as high as $15,000 in a month, 
and totalled $140,000 during his first 
year of operation, 

“Naturally,” Bob related, “we had 
expected at the outset that our big- 
gest task would be selling Re- 
naults. To our amazement, it was 
just the opposite. I suddenly found 
myself teaching the salesmen how 
to not sell cars. We learned right 
off that our customers were pre- 
sold. 

“Salesmen were taught never 
to talk price. They merely show- 
ed the customer the cars, helped 
him choose a color, took his cred- 
it information, and filled out the 
order, The customer had his car 
within the hour, And believe me, 
it was a very nice arrangement 
for the salesmen, knowing that 
the customer didn’t even need to 
be pitched.” 

The major force behind that first 
big rush of sales, Bob believes, was 
his advertising—“we pitched to the 
masses, the people who never be- 
fore had considered buying a new 
car.” 

* * * 

Anta big factor behind his 

success with Renault, Bob says, 
was superior financing. “In our 
years with the Chevrolet dealership, 
we had built up solid relationships 
with three nationally known fi- 
nance companies and two major 
local banks. Through arrangements 
with them, we were always able to 
offer top, immediate financing to 
our customers... Good financing is 
an absolute essential in any venture 
of this kind,” he emphasized. 

The combination of solid fi- 
nancing and crash advertising 
“aimed at the butcher, the baker 
and the candlestick maker,” kept 
them coming in growing num- 
bers. 

“There was an immediate chain 
reaction, too,” he remembered, “Our 
buyers were bringing their neigh- 
bors, after telling them how won- 
derful their first new car was, Some 
Saturdays, we’d sell as many as 25 
cars.” 


* + 

N OCTOBER, 1959, Rosenthal 

sold 220 Renaults; in January, 
1960, he sold 224; in March, 272; in 
May, 247; in July, 163, and in Au- 
gust, 151. 

“As the figures show,” he con- 
tinued, “the drop-off came early 
last summer, We knew it was com- 
ing; it was part of the wave of fear 
in the import market which was 
then sweeping the country from 
West to East. 

“California was hit hardest. Deal- 
ers there couldn’t cut back their 
expenses and sales forces in time; 
as financing got tighter, more went 
out of business. And suddenly, with 
fewer dealers, there were fewer 
places for import owners to buy 
parts and get service. Then the 
market really dropped, to nothing.” 

“After fighting this drop with 

everything I had,” Rosenthal ad- 
mits wryly, “I’ve finally accepted 
the fact that it’s here to stay. 
When it began, back in July, we 
tried everything we knew— we 
boosted the ad budget, started 
our salesmen on followup calls to 
old buyers, everything, But, hard 
as it is to concede, we’re over- 
sold in this area, and we’re being 
hit by this overall tightening up 
in financing. In short, we’ve got 
to cut back.” 

The “cutback,” Bob explains, is 
symbolized by his revised lower es- 
timates of future sales. Where six 
months ago he could project at 
least 200 sales monthly for the near 
future, today he foresees a level- 
ling-off at “between 100-150 a 
month.” 

Notably, this is 50-100 sales more 
each month than Rosenthal an- 


“We take in tradeing on about 70 
percent of our sales each month.” 
Rosenthal does not plan, how- 
ever, to cut back his sales force 
“unless absolutely necessary.” 

“This is only a levelling-off,” he 
believes, “and there’s still plenty 
of profit for all if we can just ad- 
just.” 

Rosenthal’s salesmen, who are 
paid a straight 20 percent of gross 
profit on each sale, plus overrides 
on accessories, undercoat and the 
like, were making about $1,500 a 
month until a few months ago. 

“It’s hard for them to adjust to 
less money, of course, but if they 
can, the business is still there,” he 
said, 

Also important in adjusting to 
the lower sales picture, Bob be- 
lieves, is the strengthening of the 
parts and service side of the busi- 
ness. Rosenthal himself stocks 
$10,000 in Renault replacement 
parts, and has always prided him- 
self on superior service—“the Re- 
nault warranty says six months or 
6,000 miles, but we take care of our 
customers’ cars whenever they need 
it, regardless, If a breakdown oc- 
curs out of this area, the customer 
knows he can have it fixed at the 
nearest service station on our ac- 
count. We always pay the bill.” 

+. co o* 


S PART of his “new look,” Ros- 

enthal plans to place more em- 
phasis on servicing, and he has al- 
ready started a direct-mail cam- 
paign designed to bring his buyers 
back for “free lubrication of your 
car for one year” as an introduc- 
tion to the service department. 


“Of course, it’s harder to build 
@ profitable servicing business in 
imports,” Bob admits, “There are 
so few models on the road, com- 
Pared to domestic cars, that the 
potential revenue is pretty slim. 
But we’re trying.” 

What else can be done to offset 
the effects of the “dropoff?” On the 
part of makers and distributors of 
—" cars, Bob asserts, “quite a 

2. 

“Unfortunately,” he says, “the 
policies of the manufacturers and 
distributors of foreign cars are not 
what I would call ‘normal’ policies, 
especially as reflected in dealer- 
distributor relationships. Last year 
was a big one for foreign cars, as 
we all know, but it wasn’t a typical 
one. Now, the distributors are 
jumpy. They find they can’t cut 
back to lower sales, and their 
jumpiness is helping to upset the 
market further. 

“The only way they can hope to 
continue to do business in this 
country is by accepting the fact 
that it takes an American, using 
American methods, to sell to other 
Americans consistently. Those dis- 
tributors and makerg of imports 
who accept this, by providing their 
dealers with stable warranties and 
sound franchises, will stay in busi- 
ness, Then and only then will the 
market for imported cars become 


truly stable.” 
* * * 


ticipated when he opened the Re-| jm 


nault outlet one year ago, which 
may illustrate just how difficult to 
define is the commodity called 
“success.” 

Another way by which Rosenthal 
hopes to weather the storm is 
through the retailing of used cars 
on his Renault lot. 

“Up to now, we've wholesaled al- 
most all our used cars,” he said. 
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They Make Rosenthal Nation's Largest— 





No Space Squeeze at Rosenthal— 

Rosenthal Renault, Arlington, Va., which claims to be the largest Renault-Peugeot 
dealership in the United States, has plenty of elbow room. Shown here are new-car 
storage area, parking lot, outdoor showroom and dealership building. 


Three Points of Quality 
Cited by Mercedes-Benz 


EW YORK.—“The automobile} part of the sale of the Mercedes 


business is like a three pointed 
star,” said Heinz C. Hoppe, presi- 
dent, Daimler-Benz of North Amer- 
ican, Inc., “in which the first point 
is a quality product, the second 
point a quality dealer organization 
and the third point is quality parts 
and service for customers. 

“The organization which can 
boast of all three is the one which 
will continue to do good business 
during all kinds of fiuctuations of 
the auto market,” he concluded. 


The above three points capsule 
the reasons why Hoppe feels Mer- 
cedes-Benz continues to be one of 
the most sought-after imports. He 
stated that M-B continues to enjoy 
excellent business, with a waiting 
period of more than a year on most 
models. In Germany and around 
the rest of the world, the waiting 
period is even longer, averaging 
about 24 months. 

* * * 

ier stated that during 1961 

Mercedes-Benz will continue to 
work at reducing the delivery time 
for vehicles in this country, “so that 
we can build a stronger dealer or- 
ganization here. We already have 
an outstanding quality product, and 
we have to strengthen our dealer 
organization. We must do this so 
that we are certain we have quality 
service coverage all over the coun- 
try. 

“We try to give the dealer 
enough cars,” he continued, “so 
that he can make money. It is 
extremely important to us that 
our dealers make money.” 
Furthering this thought, W. F. 

Robinow, public relations and ad- 
vertising manager for D-B said 
that a dealer body making money 
is eager to give the customer better 
service satisfaction, which both 
gentlemen felt was an indigenous 








in any country. 

“Quality service is what keeps 
customers year after year,” they 
stated. 

According to Hoppe, “We think 
that for the future, the best support 
we can give our dealers will be 
through better delivery of cars, 
better advice on how to handle his 
own business in every aspect of re- 
tailing, such as ideas on how to 
approach and handle the customer, 


etc.” 
* * * 


—”, expanded this idea by 
stating that since the sale of 
Mercedes is relatively small, (about 
15,000 in 1960, and expected to hit 
18,000 in 1961) the customer expects 
to be handled differently. He ex- 
pects to be approached differently 
and by a certain type of salesman 
or dealer. This is the kind of aid 
M-B expects to extend to dealers 
this year. 

“We do not intend to expand 
our dealer organization during 
1960,” Hoppe stated. “We now 
have about 365 dealers and our 
efforts during 1961 will be concen- 
trated on helping these dealers 
improve their operations so that 
they make more money.” 

Active advice will be forthcoming 
from M-B during 1961 for dealers 

which will include such things as 
how to attract good personnel, men 
with experience. Schools to train 
sales personnel will be increased. 
Product knowledge on the sales- 
men’s part will be increased. 

M-B will increase its support of 
dealers in the field of training me- 
chanics. At present there are about 
80 factory trained mechanics in the 
field, some with big dealers across 
the country, others who travel and 
aid dealer mechanics with their 
problems. In each case, these 80 men 
have had from three to five years 
of experience at the factory in Ger- 
many. 

In addition, there are a number 
of American mechanics now in Ger- 
many, studying the Mercedes-Benz 
service operation. Most of these men 
come from Mercedes dealerships 
where separate facilities have been 
established by the dealer, and where 
concentration on the sale of Mer- 
cedes has been refined to a high 
point. 

Concentration in both of the 
above areas can be expected by 
dealers in 1961. 

* * 


OPPE said Mercedes hopes to be 
able to offer “active advice to 
the dealer, through trained and ex- 
perienced zone personnel,” that will 
help the dealer solve each and every 
problem he is liable to encounter 
in the daily exercise of his retail 
business. 
In order to conduct a profitable 
business, Hoppe stated that the 
average dealer must keep a suf- 
ficient stock of parts on hand at 
all times. Mercedes keeps one 
warehouse of over $4 million 
worth of parts, while the 17 zone 
offices across the country also 
keep an active stock of parts. 
Mercedes can deliver 98 percent 
of any part a dealer or customer 


Sales staff of Rosenthal Renault, Shirlington, Va., assembles under the outlet's road-| May want immediately, and with 
side display sign, one of the biggest in the National Capital area. Rosenthal pays sales-| jet transportation so readily avail- 
men well, makes them adhere to proven methods. 


(Continued on Page 89, Col. 1) 
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Product, Dealer, Service . ... 


Mercedes-Benz Cites 
3 Points of Quality 


(Continued from Page 88) 





able the other 2 percent can be| dealer organization to offer quality 
supplied within 24 hours. sales and service. 

The Mercedes problem of keeping} Klaus Fleischer, vice-president of 
a sufficient stock of parts on hand} DKW American, Inc., joined Hoppe 
is complicated by the tremendous| in: pointing out that DKW, under 
variety of parts needed to satisfy| the auspices of Mercedes-Benz, en- 
the customer. Parts for the intrica-| tered the American market at the 
cies of fuel injection, make the life| time of the import-market readjust- 
of the parts warehouseman more} ment, 
interesting and varied. Said Fleischer, “We moved into 

Great stress has been placed upon| the market at a very difficult.time. 
adequate and quality service by| The import market had begun to 
Mercedes-Benz in the past few! show signs of readjustment and the 
years and it has paid big dividends.| American compacts first made their 
Today complaints are at an absolute | appearance.” 2 
minimum according to both gentle Mest apottaat 





























* 

men. on the: list of 
The aftermarket for dealers is be- 

ginning to look very bright, it was 

pointed out, with over 40,000 M-Bs 

of every description on the roads 


of the U.’S. 


* * * 


N RELATION to Mercedes-Benz 
and its future in the U. S., Hoppe 
said: “I’am convinced that because 
of our quality product, our quality 
dealer organization and the quality 
service we now offer, that our sales 
will continue to move along at a 
brisk pace, and that we will have 
no difficulty selling the vehicles we 
plan to import in the coming years.” 
Hoppe also said that Mercedes 


of a solid, quality dealer body, ac- 
cording to these gentlemen. “We are 
moving toward getting our dealer 
organization into good shape,” 
Hoppe. said. 

“When you look at the figures,” 
he continued, “they are very 
small, but we did not actually 
lose anything, which we think is 
an accomplishment.” 

According to Fleischer there are 
now seven men from the DKW fac- 
tory in the U. S. doing nothing but 
promoting DKW. 

“This doesn’t mean that they are 
visiting dealers asking them how 
many cars they want this month,” 


DKW activities is the building 































he explained. “What they are doing}. 


is spending two and three days at 
a time in the dealership actually} 
helping. the dealer sell cars. They 
demonstrate, give product informa- 
tion to customers, help dealers pros- 
pect and do all those things whieh 
make retail sales. That is their 
whole -purpose.” 

“After a few days these men 
move on to another dealer, but after 
about two weeks they return to the 
first dealer and spend more time 
with him. This is the kind of active 
assistance we are offering our deal- 
ers.” 

a * oo 

INCE these men arrived in the 

U. S. some six months ago, 
dealer reaction has been extremely 
favorable, said Marc Clary, Daim- 
ler-Benz sales manager. After a 
short period of vacation in Ger- 
many, the men are expected to re- 
turn here for more .of the same 
dealer. assistance work, 

All of these men have been with 
DKW from 10 to 15 years, so that 
they have a wealth of background 
material available and a knowl- 
edge of the product second to 
none, he said. 

Asked just how large they felt 
the U. S. market for imports would 
be in about five years, estimates 
varied from 350,000 to half a million, 
but one thing was certain and in 
Hoppe’s words: “I’m not sure how 
big the market will be. Much will 
depend up the domestic manufac- 
turer and what his new products 
will be. We already have seen great 
strides toward quality products 
from Detroit. All of these things 
can affect the total volume of im- 
ports, but one thing we do know: 
We will continue in this market.” 








has used its long experience to 
devise a quality product with 
great safety built in. “This has ac- 
tually been necessary because of 
the increase of traffic deaths in 
this country and around the 
world. We felt that we should 
take the lead in building in safety, 
which we did many years ago.” 

Touching on DKW, Hoppe first 
stated: “Contrary to some rumors 
you may have heard, we have no 
intention of reducing our support 
of the DKW in this country. As a 
matter of fact, we have a strong 
program afoot which will improve 
the situation in every way.” 

Again Hoppe said that beginning 
with a quality product, it was the 
intention of M-B to build a quality 


LUGGAGE RACKS 


FOR ALL STATION WAGONS 
FOREIGN CARS AND COMPACTS 
























By E. C, Bash 
Staff Correspondent 

AMPA, Fila.—The future looks 

good for Simca in Tampa, de- 
spite slow business for the past 
three months, according to Neal 
Napolitano, general manager of 
Humphrey’s. 

The only authorized Simca dealer 
in Tampa, Humphrey’s took over 
the Simca line from Overseas Auto 
Importers, Inc., in 1958. 

Cc. Eugene Humphrey, presi- 
dent, had been a DeSoto-Plym- 
outh dealer in Tampa for 23 
years, and a distributor in 22 
Florida counties, before switching 
to Simca. 

The firm currently is the fifth 
ranking Simca retailer in the 
United States. In the face of gen- 
erally poor business conditions and 
stiff competition from other im- 
ports and the new American com- 
pacts, this position is becoming in- 
creasingly hard to maintain. 

But Humphrey’s expects to do it, 
reports William Everett, sales man- 
ager, by consistent advertising and 
promotions, and by direct approach 
to prospects. 

Radio spot announcements on 
Tampa stations were used to some 
advantage by Humphrey’s earlier 
this year. Large institutional ads, 
paid for by the factory and running 
once a month in the Tampa Trib- 
une, have proved better traffic 
builders. 

Several large promotional cam- 
paigns put on by the Humphrey’s 
retail sales staff also have proved 
effective. 









Type 12 howe on VW 
Dealer Cost, $14.85 
Send for Details on Your Make 


CAMELL “° 


HUbbard 9-9651 
63 So. State St., Hackensack, N. J. 
DISTRIBUTOR INQUIRIES INVITED 













TALK TURKEY TO 
TRUCK OWNERS 


MRN list of California 
truck registrations tells 


ca * oa 
OE of these promotions was 
bringing the Hell Drivers to 
Phillips Field where. ticket holders 
saw a free stunt driving show. 
Hundreds .of tickets were mailed 
out with covering promotional: let- 
ters to former -‘Humphrey’s Plym- 
outh, DeSoto and Simca customers. 
Tickets also were mailed from reg- 
istration lists to owners of older 
American lower priced cars, Inter- 
ested persons not contacted by mail 
could pick up tickets at the show- 
room. 

Another successful promotion 
was a one-week auto show at 
Britton Plaza Shopping Center, 
where Simcas were on display 
and demonstration rides were 
given. 

The two-day display in Hum- 
phrey’s showroom of the Simca 
Fulgar with a registration for 
Motorola table radios and other 
free gifts created showroom traffic 
and resulted in additional sales. 

All promrotiongs are sparked by 


owner name, address, 
make, number cylinders, 
body style, the unladen 
weight, motive power, 
etc. Available by fleet, 
company, make, model, 
locality. Dept. E, Motor 
Registration News of 
California, 523 E. 14th IAA 
Street, Oakland 6, Calif. BY 








MOTOR ey 
MASTER 


DEFIANCE: OHIO l@ 





Promotions Play Key Role 
In Humphrey’s Operation 














full-page newspaper advertising. 
Napolitano says such promotions 
increase Simca’s local market pen- 
etration, 

“Competition being what it is 
today, it is necessary to keep a 
firm’s name constantly before the 
public,” Napolitano says, 

ea cs * 


UMPHREY’S management. be- 

lieves if they can get a pros- 
pect to look a Simca over carefully, 
to listen to the facts, and take a 
demonstration ride, he can be sold. 

For this reason, Humphrey’s 
staff constantly takes the Simca 
story to business houses who buy 
cars for their travelling men, to 
fleet operators, to one-car and 
two-car owners, to military men 
and to school teachers and pro- 
fessors. Repair customers are 
approached also on converting to 

Simca. 

The essence of the story, accord- 
ing to Everett, is: How Simca can 
Save the customer money in or- 
iginal cost, one-third on mainte- 
nance, and mileage, and yet offer 
quality construction, fine interiors 
and comfortable ride. The Chrysler 
name behind the product also helps 
build confidence, he says. 

bd me * 


OF of the problems confronting 
Tampa import dealers igs that 
finance companies are requiring 
one-third downpayment on al] for- 
eign cars, with 30 months the top 
loan limit. 

Because of Tampa’s current 
labor problems, the depressed to- 
bacco manufacturing industry 
and the explosive Cuban situa- 
tion, the demand for new cars, 
foreign or domestic, hag been 
sharply curtailed in recent 
months. 

For this reason, Humphrey’s 
stresses service as well as sales in 
its ads. The service department has 
five hydraulic lifts, a complete 
front-end department and paint 
and body shop. 

Twelve cars, American or im- 
ports, can be handled at one time, 
not including the front-end depart- 
ment. The service manager regular- 
ly attends sessions at the Chrysler 
Training Center in Atlanta, 

A $15,000 minimum in parts is 
stocked in the modern parts depart- 
ment. Humphrey’s is agent for 
Denman tires for all imported and 


sports cars, 
* * * 


Extremely rough cars are whole- 
saled, but worthy cars are re- 
paired, reconditioned and sold at a 
profit. A separate reconditioning 
department is not maintained. 
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SABRA STATION WAGON (immediate Delivery) 
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SABRA PANEL DELIVERY (immediate Delivery) 





SABRA PICIOUP DELIVERY (immediate Delivery) 


An Engineering Achievement! 

Safest — Most Economical Cars You Can Buy! 
Only low-priced compacts with Reinforced 
Fiberglass Bodies — 3 times stronger than 
steel! 8 Economical — 40 Miles and more 
to the gallon! &@ Overhead Vaive Engine — 
delivers more power! ® 4-Speed Trans- 
mission plus reverse! ® Pressed Steel . 
Chassis for greater Safety @ Greater Pay- 
load due to lightweight construction! 
Advanced Design & Construction! 


Exclusive Dealerships available on a first come basis! 





OABRA MOTORS CORPORATION of AMERICA 


1836 Broadway New York 23, N.Y. JUdson6-1870 








A Full Line of Parts 
For All Foreign Cars 


ENGINE PARTS 
BRAKE PARTS 
IGNITION PARTS 
CLUTCH PARTS 
MUFFLERS 
GASKETS 
SUSPENSION PARTS 
CRASH PARTS 
























The new Prior COMPACTOW 
small car trailer has. been de- 
signed to meet the increasing 
needs of compact and foreign 
car owners who. must have 
additional luggage space and 
carrying capacity. Designed 
specifically for the smaller-cars, 
the Prior COMPACTOW offers 
maximum visibility and capac- 
ity while maintaining a size 
consistent with the car itself. 


The COMPACTOW is made of 
heavy-duty rugged ~ materials. 
It is a half-ton capacity tilt 
trailer and is equipped with 
8” or 12” wheels. Overall bed 


53 Park Place 


FOREIGN CAR PARTS 
HIGH DISCOUNTS! 


Regional Distributors Wanted 


lucrative territories still open 


Albert Wepper Corporation 


Factory Representatives 
Tel. WO 4-0966 


PRIOR PRODUCTS, INC. 


4828 Racell Street 
P. O. Box 7608, Dallas, Texas 
Please send me further information on the 


COMPACTOW. 


NAME abiedal 
size is 36x64x14” with 11” nee 
inside depth. Stop-, Tail-, 
Turn-, and License Plate lights t OE recreate TON 
COV iS ON INR en, 


are included. Vinyl coated 
nylon zippered tarp is optional. 


Ls sb tise ene ses some tn cea 


New York 7, N. Y. 
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Prices marked with an asterisk 


indicate a unit equipped with an 
automatic transmission or over- 


et and (ps) indicates power 
, ” * 7 
ALBANY 


Tim Anspach, Inc, Dealer’s Auto Auc- 
tion, Sale every Monday. Prices are for 
gale of Nov. 28. Car market here today 
was a good steady market, It appeared 
cars sold were bringing all they were 
worth. Sold 96 cars from 129 consignments. 


BUICK—’57 Century 4-dr. Riviera, $850* 
(ps); 4-dr., $650°; Super 4-dr. Riviera, 


$650°. 

"56 Special 4-dr., $440*° (ps). 
OADILLAC—’60 (62) conv., $4,340* (ps). 
"68 (62) Coupe de Ville, $2,350* (ps). 
"57 (62) Coupe de Ville, $1,050* (ps). 
CHEVROLET—'59 Parkwood 

$1,325; Bel Air (8) 4-dr., 


if 


$1,225", $1,125° (ps); Bel ‘Air (6) 4- 
om $1,110*; Impala (6) 4-dr., $1,- 


‘68 Bel Air (8) 2-dr., $1,080* (ps); Bis- 
cayne (8) 2-dr., $1,025*; Biscayne (6) 
2-dr., $900°, $750°; Delray (6) 2-dr., 


'S7 Bel Air (8) 4-dr., $950*; 
wagon 4-dr., $930* (ps); 2-dr., $830*, 
$825; Two-ten (6) 2-dr., $610*. 

"56 Bel Air (8) sport sedan, $580*; Two- 
ten (8) 2-dr., $410°; station wagon 2- 


dr., $390. 
‘55 Bel Air (8) oe $525*; Two-ten 


(6) 2-dr., $325, $135 
—" 2-dr., $325, $110*; 4-dr., 
CHRYSLER—'56 NY 4- -4r., $480° (ps). 
’64 Windsor 4-dr., $160 
DeSOTO—’' 57 Firedome 2-ar, hardtop, 


$585. 
DODGE—’55 Coronet (8) 2-dr., $390*. 
FORD—'59 Galaxie (8) 2-dr., $1,550* (ps); 
Ranch Wagon (6) 4-dr., $1,010. 
"58 Fairlane (8) 4-dr., $840*, $435°; 
Fairlane (6) 2-dr., $710; Custom (8) 
4-dr., $800*; Ranch Wagon (8) 4-dr., 


$500. 

’S7 Fairlane 500 (8) 4-dr., $840*; Cus- 

4-dr., $485; 2-dr., $480; Cus- 
tom 300 (8) 2-dr., $480*, $290*; Cus- 
tom (8) 2-dr., $480. 

’66 Custom (8) "2-dr., $500; 4-dr., $390°; 
Country Squire (8) 4-dr., $325°: Ranch 
Wagon (6) 2-dr., $310. 

'SS Fairlane (8) 4-dr. Victoria, $355*; 
Country Sedan (8) 4-dr., $210°. 

"64 Custom (6) 2-dr., $170. 

LINCOLN—’59 Continental Mark IV, §$2,- 


900° (ps). 
91.328 unr "59 Monterey 2-dr. hardtop, 
, ps). 
NASH. '26 sar., $185. 
“ae — ‘61 (88) 4-dr., 


(ps 
'58 Pree) 4-dr., $825* 
'S7 (88) Fiesta 4-dr. athe, $930° (ps). 
*56 (88) 2-dr., $550°. 


$2,900° 


"55 (98) 2-dr. Holiday, $450* (ps), $325° 
(ps); (88) 2-dr, Holiday, $3708 (ps); 
4-dr., $300° (ps); (88) Super 4-dr., 
$210° (ps). 

"B4 (88) 4-dr., $130° (ps). 

PLYMOUTH—'59 Belvedere (8) 4-dr., $1,- 
140° (ps). 

"58 Belvedere (8) 2-dr, meraien, $535°; 
Suburban (8) Custom $485 


"57 -seaggem (8) Seam aie $380° 


(ps 
"5S Belvedere (8) 2-dr. hardtop, $470*; 
Plaza (6) 2-dr., $240, 
PONTIAC—'58 Chieftain 2-dr., $985*. 
’S7 Chieftain 4-dr. Catalina, $610°. 
‘65 Chieftain station wagon 2-dr., $185* 


(ps). 
’58 Rebel (8) 4-dr., $950°; 

Deluxe (6) 4-dr., $590*, 
woe yy Golden Hawk (8) 2- 


, $500* ( 
wis 59 seep; $1,420. 
°63 Jeep 2-dr. wagon, 2 at $520. 


DETROIT 


Aptco Auto Auction, Sale every Wednes- 


day. Prices are for sale of Nov, 30. 
BUICK— 


‘59 Blectra 4-dr. hardtop, $1,730° 


(ps). 
’568 Special 2-dr., $970* (ps), $710°. 
$600°. 


"ST Special 2-dr., 
Riviera, $460° 


"56 Super 4-dr. 
corn 4-dr. Riviera, $410°*; 


clal 2-dr., $245°. 
—— (62) 2-dr. hardtop, 

ree (ps 
‘58 (62) * oo hardtop, $1,825° (ps). 
’ST (62) 2-dr. hardtop, $1,200* (ps). 
‘56 (62) 2-dr. hardtop, $790* (ps). 
OHEVROLET—’'60 Impala (8) conv., 
975° (ps); Bel Air (8) 4-dr., 
a ease” $1,800° ; 

. 


Average Price of Used Cars Sold at Auction 








’56 (88) eonv., $600*; (88) Super 2-dr. 
$495°, $475°. 
-dr., $615*, $355°; 2-dr. Holi- 
*, $345° (ps), '$315° (ps); 
(ons 2-dr. Holiday, $345* (ps). 
PLYMOUTH—’59 Savoy (8) 2-dr., $855*. 





(Compiled by Automotive News from Auction Reports.) 68 Belvedere (8) 4-dr., $840*, $775°; 
Suburban (8) 4-dr., $760*, 
’57 Savoy (8) 4-dr., $575, 
56 Savoy (8) 4-dr., $300*, 
PONTIAC—’59 Bonneville conv., $1,840* 


(ps). 
*58 Chieftain 4-dr, Catalina, $1,060*; 4- 
dr., $1,025*. 
*57 Chieftain 2-dr, Catalina, $940*; 4- 
dr. Catalina, $725*; Star Chief conv., 
2-dr. Catalina, 


$855* (ps). 
"56 Chieftain 2-dr., $580*; 
$500*; Star Chief 4-dr. Catalina, $595*. 
RAMBLER—’'59 Rebel (8) 4-dr. Deluxe, 
$980; American (6) Custom 4-dr., 
$920, $890; 2-dr., $800. 
*58 Super (6) Cross Country 4-dr., $1,- 


000*, $960*. 
'57 Deluxe 4-dr., $505*. 
’56 Deluxe 4-dr., $405. 
55 Super Cross Country 4-dr., $375. 


LOS ANGELES 


Harold Henry’s Los Angeles Dealer Auto 
Auction. Sale every Tuesday. Prices are 
for sale of Nov. 30. 

BUICK—’59 Invicta 2-dr. hardtop, $1,- 
800* (ps); conv., $1,735* (ps); Le- 
Sabre 4-dr. hardtop, $1,635* (ps); 2- 
dr., $1,520* (ps). 



















2 3 2 : ° 2-dr. lera, - , 
"68 °5sS "59 °60 "59 °60 "59 4°60 "59 4°60 59 4°60 "se *°60 "58 4°60 59 4°60 "59 4°60 "59 4°60 "59 °60 "59 °60 wise (he). . Riviera $785 (Ps) 
Dec. Jan. Feb. March April May June duly Aug. Sept. Oct. Nov. one a Special 4-dr. Riviera, $490*; Century 
Date -dr. Riviera, 95* . 
Prices of '61s added and '53s dropped in November, 1960, Prices of ’60s added and ’52s dropped in December, 1959. Prices of ’59s added and ’51s dropped in December, 1¥54, 55 Super Sa tevin , $450* (ps), 
Figures alongside bars represent dollars. (Copyright, 1960, by Automotive News) aeas*, ya var a ia 1 2-dr. Riviera, 
at $300*. 





’54 Super 2-dr. Riviera, $275* (ps). 
53 RM 4-dr., $135* (ps); Special 2-dr. 

























(ps); conv., $660*. $685*° (ps). $600* (ps); Fairlane (8) 4-dr., $605* 
‘ST Two-ten (8) station wagon 4-dr., 2| DODGE—'55 Custom Royal (8) conv., (ps); Ranch Wagon (6) 2-dr., $450°*; Riviera, 2 at $125*. 
at $700*. $250*. Custom (8) 2-dr., $450, $425 CADILLAO—’60 de Ville 4-dr. hardtop, 
'56 Bel Air (8) 2-dr., $475*; Two-ten (6)| FORD—'60 Galaxie (8) conv., $2,040*;| "56 Fairlane (8) 2-dr, Victoria, $650*; oy aes? 7", Wie) toed an, hard. 
2-dr., $450°. Country Sedan (8) 4-dr., $1,610*; Fal- 2-dr., $465°; 4-dr., $520*; ‘Country ton =3,000" | “Ye . 
55 Bel Air (8) Nomad 2-dr., $640*; One- con (6) 2-dr., $1,275. Sedan (8) 4-dr., $560*, $410*; Ranch — .. vile oo 5 alate $3,000° (pe) 
fifty (6) station wagon 2-dr., '59 Country Sedan (8) 4-dr., $1,300° Wagon (8) 2-dr., $485* (ps), $465*; $3,575 (pe), $3,800° (pe): 4-dr. hard. 
DODGE—'59 Royal (8) 2-dr. hardtop, $1,- (ps); Fairlane 500 (8) 4-dr., $1,285°; Custom (8) 2-dr., $480*; Custom (6) to $3,500°" ¢ iy $3\s75¢ ay; <62) 
610* (ps); Coronet (8) 2-dr. hardtop, Fairlane (6) 2-dr., $1,080%; Ranch 2-dr., $400, $390°. om aden ms soo ¢ _ és, S00 
fi (ps). Wagon (8) 4-dr., $1,100; Custom 300| "55 Country Sedan (8) 4-dr., $500*; (ps); 4-dr., $3,150° (ps), $2,900° (ps) 
nian i the hen ae See Ranch Wagon (8) 2-dr., $480°; Custom) .52°%@>)" Coupe ‘de Ville, $1,835° (ps): 
“Coronet (8) 4-dr, hardtop, $525*. 'S8 Fairlane 500 (8) 4-dr., $850* (ps); (6) 4-dr., $305°. (62) conv., $1,750* (ps); Coupe de 
Bees 56 _Chation 3-de.. CESS" (Be). 4-dr. Victoria, $680*; conv., $735*;|LINCOLN—'5S6 Premiere 2-dr, hardtop,| Ville, $1,750* (ps) y 
FORD—'61 Falcon (6) 2-dr., $1,710. Custom 300 (8) 2-dr., $710* (ps); $765°. an ath dates hele, bawkiae, 04.006 
'60 Thunderbird (8) 2-dr, hardtop, §2,-| Custom 300 (6) 2-dr., $595 (ps),| MERCURY—'57 Montclair 4-dr., $730°. (ps); (62) conv., $1,750* (ps); Coupe 
750° (ps); Fairlane 500 (8) 4-dr., $1,-|  $480*; 4-dr., $560; Country Sedan (8)| ‘56 Custom station wagon 4-dr., $565*; de Ville, $1,750* (ps). : 
500* (ps). 4-dr., $700*; Ranch Wagon (6) 2-dr., 2-dr., $535*; 4-dr., $495*. 566 (62) Sedan de Ville, $1,450* (ps) 
'59 Fairlane 500 (8) conv., $1,325*, $1,- $600. 55 Monterey - dr., '$380°. $1.315° (pa); 2-dr. Sales quens 
320° (ps); Galaxie (8) 4-dr., $1,220*;| °57 Country Sedan (8) 4-dr., $800* (ps); | OLDSMOBILE — ‘57 (88) 2-dr. Holiday, ie). ; , 
Custom 300 (8) 2-dr., $1,055; Fairlane Fairlane 500 (8) 2-dr., $695*; skyliner, $790*, $650°. (Continued on Page 91, Col, 1) 


(8) 2-dr., $910. 

‘58 Thunderbird (8) 2-dr. hardtop, $1,- 
780° (ps); Fairlane 500 (8) 4-dr. Vic 

$750* (ps); Ranch Wagon (8) 

2-dr., $700; Custom (8) 2-dr., $685. 

’S7T Fairlane 500 (8) 2-dr. Victoria, $760* 
(ps), $750* (ps); conv., $540° (ps); 
Country Sedan (8) 4-dr., $740, $690*; 
Ranch Wagon (8) 2-dr., $585*, $435; 
Custom 300 (8) 4-dr., $480°. 

’56 Custom (8) 2-dr. Victoria, $500*; 2- 
dr., $240*; Ranch Wagon (8) 2-dr., 
$380; Fairlane (8) 4-dr., $320*. 






































“tom (8). 2dr. $250"; Fairlane (8) ALABAMA MARYLAND NEW JERSEY 
MEROUY—'S0' Monterey —2-dr.,” $1,460* coe nt nd-Ade-Aaee daoden 3h: 
+5] Montelair 4-dr. hardtop, $655" (ps); dies, checks guaranteed. Cars group- 
Monterey 4-dr.. $535". < JOHNSON AUTO ed. Thur.,12 noon. Established 1947, | Minutes from New York City 
NASH—’'56 Ambassador (6) station wagon, 
‘50 Ambassador (6) 4-dr., $145*. AUCTIONS MICHIGAN 7 oe | 


OLDSMOBILE—’61 (88) Super 4-dr. Holl- 


MOBILE "61 (8 Huntsville, Ala.—Friday 








’58 (88) 4-dr. Holiday, $1,225* (ps), 100% Insured—Ne Registration Fee 
wt igs) 2.ae. Holiday, $750° (pa); 4-dr., SANTA IS AUTO AUCTION 
$615* (ps); 2-dr., $565* (ps 
"56 (98) 4-dr. Holiday, $400" (ps), $360° me COMING TO 
FLYMOUTH—s0 Belvedere (8) 4-dr., $1,- RADO A P T C Oo I 





’58 Savoy (8) 2-dr. hardtop, $650*. 
"BT Savoy (8) 4-dr., $360". 
'56 Savoy (6) 2-dr., $250, $225*; Savoy 
(8) 4-dr., $195*; Belvedere (8) 2-dr., 
. 


Colorado Auto Auction 


4285 So. Santa Fe, Littleton, Colorado 
Phone: SU 1-782! 


Wednesday, Dec. 21st 


EXCLUSIVELY FOR AUTO DEALERS 


GIFTS GALORE FOR ALL! INSURED PICKUP AND 


$ A 
PONTIAC—’61 Bonneville sport coupe, $3,- $$$ —________________j 
TBO" (pe), SALE EVERY TUESDAY DELIVERY SERVICE 
59 Bonneville sport coupe, $1,895* (ps). 11:00 A.M. APTCO AUTO AUCTION 
‘56 Star Chief conv., $435*; Chieftain MINIMUM RATES 
2-dr., $285*. George A. Lamb Norman Early 19241 Dix, Melvindale, Mich. 
RAMBLER — ‘60 Ambassador (8) 4-dr. Owners & Operators Phone: DUnkirk 3-0150 We issue auction checks— 


hardtop, $2,150° (ps). 
— (6) Cross Country 4-dr., $1,- 


'S8 American (6) 2-dr., $755, $675; Zadel 
) 


Gvarantee titles. 
Dual Lane Sale—4 Auctioneers 


INSURANCE 





MILL NACE, General Manager 


Dealers Only RR ISS 











Se pom a . gel ( ; . Write for FREE Market Reports. amenan ‘ 

EG ack ce Flint Auto Auction, Inc. Birmingham, Alabema 
CONNECTICUT FLINT, MICHIGAN EVERY THURSDAY AT NOONI 
FONTANA, WIS. Exclusively for Dealers aidiidetietl tas 
Fontana Auto Auction. Sale every Thurs- @ “DUAL RING" 2 lines running simultane- 

day. "Prices are for sale « of bec. riees NEW ENGLAND'S OLDEST | oui. aE LDS Ba Ls CALDWELL TOWNSHIP, N. J. 
8 on all mode ° ° an ientl ti 
60s are still slow, Sold 196 cars ‘from 308 AND BEST © Seetee leet ie ” CApitol 8-0100 for Reservations 


consignments. Dealers Auto Exchange in our I4th year | © Ten acres of completely fenced parking | SaammmnmmmmmnnssnnneSS 


BUICK—'56 Super 2-dr. Riviera, $580* of continuous operation. area. 
‘>. 
ee Eee ee eco as! | Sale every Wednesday - 11:00 A.M. | © Always a fine selection of sharp cars, NEW YORK 
SOUTHERN AUTO SALES, INC. Friendly relations prevail at all times, 


’5S Special Estate Wagon, $555° (ps); 
2-dr., $330*; 2-dr. Riviera, $300; Super 
2-dr. Riviera, $405°. 

OCADILLAC—'59 (62) 4-dr., $2,900* (ps). 

‘58 (62) 4-dr. hardtop, $2,050* (ps). 

"57 (62) 4-dr., $1,720* (ps); Sedan de 
Ville, $1,650* (ps). 

'56 (62) 4-dr., $930*; conv., $845° (ps). 

"55 (62) 2-dr. hardtop, $850* (ps), 

CHEVROLET—'60 Nomad (8) 4-dr., $1,- 


NEW YORK STATE'S OLDEST 
NATIONALLY KNOWN 


TIM ANSPACH INC. 
Dealer Aute Auction 


. 
2 

Warehouse Point, Conn. © Congenial auctioneers. 
@ Fair management, 


MICHIGAN'S FINEST SALE 
FLORIDA 12:00 SALE EVERY WEDNESDAY 12:00 
M, D, McColl Vice-President and M 
OAT Ee Ge ket tee a7it W rn Road Phone ‘Cedar 23181 
A.M. Dealer-owned. Dealers only. 





Albany 5, N. Y. 
Every Monday — I! O'Clock 
80 car sale average 
All Titles and Checks Guaranteed 





(ps); 
2-dr., 


$2,- 


$1,- 
$1,850° ; 
Biscayne (6) 4 


, $1, 
8 Impala (8) conv., $1,525* (ps), $1,- 
sedan, #1. 345° (ps); 


$1,190° 











sta Corvair (500) (6) 4-dr., $1,285, 
‘Moai car tease, ecuee’ stiisee;| WEST PALM BEACH — Florida's re 
6 ewe b. Bel Air (8) | bs =~ 25082 LAFAYETTE—Syracuse Auto Auction, 
ar. hardtop, 61/300"; ‘pieengue (s ‘ quality” auction. 12 Noon. Thurs- oe Aa Center of Empire State. Check and 
ar. $3,100") Dissavee (6) a-dr., $1,- day. W. Palm Beach Fairground. < ot) oO 3 Title Protection. (Wed.) 
; 4-dr., ¢ >, 


‘58 Brookwood (8) 4-dr., §1,110*; Bis- 
cayne (8) 4-dr, hardtop, $1,100* (ps); 
Biscayne (6) 2-dr., $890*; Impala (8) 
4-dr, hardtop, $1,065*; conv., $1,050*; 
Nomad (6) 4-dr., $940*. 

‘ST Bel Air (8) station wagon 4-dr., 
$1,075* (ps); 2-dr, hardtop, $1,045*, 
$940*, $695°; 4-dr. hardtop, $925°; 4- 
dr., $860° (ps); Two-ten (8) station 


Crossroads 
. where they meet... 





wagon 4-dr., $755*; 2-dr, hardtop,|| buyers and sellers .. . new and 
58 Bel Air (8) 4-4 Tape $660° 
Fi r r. rdtop, ’ 

$640*; 4-dr., $550*, $540* (ps), $520°; used car dealers. They meet at 

conv. $055 thwocten (8) duit. tmrdton, || the dealer auctions of the na- 

$580*; 4-dr., $570*, $545*, $540°, 

$456°; 2-dr., $500°. tion . . . and on the pages of 
BEE Ry 

; wagon 4-dr., ps); i 
Two-ten (8) 2-dr., $500*; station wag- A tive News. 
on 4-dr., $415*. 


— ‘S57 Firedome 4-dr,. hardtop, 












NORTH CAROLINA 


RALEIGH — Mann’s Auto Auction 
Sale, Rt. 5. Ph. 3-1564, Titles & 
checks guaranteed. Mon. 10 A. M. 


OHIO 


AKRON—A-1 Auto Auction, U.S. 224, 
PL 3-6643, Titles, Checks guaran- 
teed. Ea. week, Tues., Thurs., 12:30. 
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a8 WEDNES 
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DEALERS EXCHANGE 





U CA D, the Dealers’ Directory 
Leading Auto Auctions. 
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Used-Car Auction Prices 





(Continued from Page 90) 


55 (62) 4-dr., $965* (ps); Coupe de 
Ville, $935* (ps); conv., $760* (ps); 
(60) Special 4-dr., $865* (ps). 

’52 (62) 4-dr., $185*. 

"47 (61) 4-dr., $235*. 


CHEVROLET—’60 Impala (8) sport coupe, 


$2,230* (ps); Parkwood (8) 
$2,050*; Corvair (6) Monza 2- 
Biscayne (6) 2-dr., $1,- 


$2,300, 
4-dr., 
dr., $1,950*; 
390. 

’59 Impala (8) sport coupe, $1,900, $1,- 
890* (ps), $1,885* (ps), $1,845* (ps), 
$1,840* (ps), $1,810* (ps), $1,700; 
sport sedan, $1,775* (ps), $1,740* 
(ps), $1,700*, $1,575* (ps); Bel Air 
(8) 4-dr., $1,435* (ps), $1,310*, $1,- 
250*; Biscayne (6) 2-dr., $1,110. 

"58 Impala (8) sport coupe, $1,285* (ps), 
$1,150* (ps); conv., $1,285*%, $875* 
(ps); Bel Air (8) sport coupe, $1,- 
185* (ps); 2-dr., $1,110*%; Brookwood 
(8) 4-dr., $1,085*, $1,000* (ps); Bis- 
cayne (6) 4-dr., $900*; 2-dr., $880; 
Biscayne (8) 2-dr., $885*. 

’57 Bel Air (8) sport coupe, $1,155* 
(ps); conv., $1,150* (ps); station wag- 
on, $1,030* (ps); sport sedan, $985* 
(ps), $840*, $800* (ps); Two-ten (8) 
station wagon, $1,120*; sport sedan, 
$850*; 4-dr., $775*, $750*, $730*; Two- 
ten (6) 2- dr., $820*; One-fifty (8) sta- 


tion wagon, $755°*. 

56 Bel Air (8) sport coupe, $840*; 
sport sedan, $760*; Two-ten (8) sport 
coupe, $675*; One-fifty (6) 2-dr., 
$580*, $440; 4-dr., $395*. 

56S Bel Air (8) 2-dr., $635*, $535*; 
conv., $635*; 4-dr., $570*; Bel Air (6) 
2-dr., $430; Two-ten (8) station wag- 
on, $565*; 4-dr., $535*; Delray, $535*; 
Two-ten (6) 4-dr., $270; One-fifty (6) 
utility sedan, $300. 

54 Bel Air 4-dr., $385; 2-dr., $385; 
conv., $195*; Two-ten 2-dr., $345, 
$330; One-fifty station wagon, $265. 

’53 Bel Air 2-dr. hardtop, $265*; 4-dr., 
$220. 

’50 Deluxe 4-dr., $100. 

CHRYSLER—’56 NY 2-dr. hardtop, $500* 


(ps). 
'65 NY 4-dr., $500* (ps). 
COMET—’61 Comet Deluxe 2-dr., $2,210*. 
DeSOTO—’57 Adventurer 2-dr. hardtop, 
$895* (ps); Firesweep 2-dr. hardtop, 
$705*, $650*; Firedome 4-dr. hardtop, 


$705* (ps). 
’56 Firedome 2-dr. hardtop, $570* (ps). 


DODGE—’60 Seneca (6) 2-dr., $1,450. 
’59 Coronet (8) 2-dr. hardtop, $1,750* 
(ps); 4-dr., $1,485* (ps). 


’54 Coronet (8) 4-dr., $795*. 
EDSEL—’58 Citation 4-dr. hardtop, 


(ps). 
FORD—’61 Thunderbird (8), $4,350* (ps), 
$4,100* (ps), 2 at $4,050* (ps). 

"60 Thunderbird (8), $3,350*° (ps), $3,- 
065* (ps); Galaxie (8) conv., $2,075* 
(ps); starliner, $1,885* (ps); 4-dr. 
Victoria, $1,825* (ps); 4-dr., $1,575*; 
Country Sedan (8) 4-dr., $1,840*. 

"59 Thunderbird (8), $2,700* (ps); Gal- 
axie (8) 4-dr., $1,625* (ps); conv., 
$1,550* (ps); 2-dr. Victoria, $1,530*; 
4-dr. Victoria, $1,525* (ps); Country 
Squire (8) 4-dr., $1,550* (ps); Coun- 
try Sedan (8) 4-dr., $1,485* (ps), $1,- 
475*; Fairlane 500 (8) 2-dr. Victoria, 
$1,300* (ps); Fairlane (8) 2-dr., $1,- 
205* (ps); Custom 300 (8) 2-dr., $1,- 
135*; 4-dr., $625*; Custom 300 (6) 
2-dr., $940. 

’58 Thunderbird (8), $2,100* (ps); Fair- 
lane 500 (8) 2-dr. Victoria, $1,080" 
(ps), $985* (ps); 4-dr, Victoria, $980* 
(ps); Custom 300 (6) 2-dr., $655. 

’57 Fairlane 500 (8) 2-dr. Victoria, 
$890*, $765*; 4-dr. Victoria, $885* 
(ps); 4-dr., $800* (ps); 2-dr. Vic- 
toria, $765*; Country Sedan (8) 4-dr., 
$860* (ps), $780*; Custom 300 (8) 2- 
dr., $650; 4-dr., $650*; Main (6) 2- 
dr., $635; Country Squire (8) 4-dr., 


$585°*. 

56 Fairlane (8) 2-dr. Victoria, $610* 

(ps), $560, $550*, $515* (ps), 
(ps), $435*; conv., $525* (ps), $315*; 
4-dr. Victoria, $390*; Country Sedan 
(8) 4-dr., $485°, $400°; Custom (8) 4- 
dr., $425*. 

55 Thunderbird (8) conv., $1,265*; 
Country Sedan (8) 4-dr. (9 pass.), 
$485*, $385*; (6 pass.), $470*; Fair- 
lane (8) 2-dr., $450*, $325°; 2-dr. 
Victoria, $325*; Custom (8) 4-dr., 
$390*; 2-dr., $385, $315*. 

’54 Crest (8) 2-dr. Victoria, $245*; 
Ranch Wagon (8) 2-drf., $165"; Ranch 
Wagon (6) 2-dr., $125. 

"52 Ranch Wagon (8) 2-dr., $150. 

HUDSON—’56 Hornet (8) 2-dr. hardtop, 
. 


4-dr., $1,285* 


$585* 


$450°. 
IMPERIAL—’57 Imperial 


(ps). 
LINCOLN—’60 Continental Mark IV conv., 
$4,000* (ps). 
’S7 Premiere 2-dr. hardtop, $1,335* (ps). 
’56 Premiere 2-dr, hardtop, $685* (ps). 
’54 Capri 2-dr. hardtop, $485* (ps), 
$255* (ps). 
’53 Capri 4-dr., $135* (ps). 
MERCURY—’59 Park Lane 4-dr, 
top, $1,950* (ps). 
58 Commuter 4-dr., $1,035* (ps). 


hard- 


’57 Turnpike Cruiser 4-dr. .ardtop, $1,- 
160* y 4 Monterey 4-dr, hardtop, 
$700* (ps 


"56 Montelais 4-dr. hardtop, $500* (ps); 
2-dr. hardtop, $495*. 

’55 Montclair 2-dr. hardtop, $385*, $375*; 
Monterey 2-dr. hardtop, $260*. 
’54 Monterey 2-dr. hardtop, $350* 

Custom 4-dr., $185. 
’53 Monterey 2-dr. hardtop, $220*, 
OLDSMOBILE — '61 (98) 4-dr. Holiday, 


(ps); 





Leave Big Cars in U. S., 
Army Personnel Told 


FRANKFURT, Germany, — 
United States Army personnel 
have been asked not to bring 
large American cars overseas. 

“Shipment of flashy or expen- 
sive vehicles to foreign areas is 
discouraged,” an Army directive 
said, “Personal vehicles taken to 
foreign countries should be ap- 
propriately inconspicuous and un- 
ostentatious.” 












(ps). 
PLYMOUTH—’59 Sport Fury 


$4,100* (ps). 
"59 (98) 2-dr. Scenic, $2,165* (ps). 
"58 (98) 4-dr. Holiday, $1,510* (ps); 2- 


dr, Holiday, $1,275* (ps); (88) 2-dr. 
Holiday, $650* (ps), 
’57 (98) 4-dr., $875* (ps); (88) 2-dr. 


Holiday, $595* (ps). 

‘56 (88) Super 2-dr. Holiday, $740* (ps); 
(98) 4-dr. Holiday, $635* (ps); (88) 
2-dr., $350* (ps). 

"55 (88) Super 2-dr. Holiday, $510* (ps); 
4-dr., $500* (ps); 4-dr. Holiday, $390* 


(ps). 
"54 (88) Super 4-dr., $325* (ps); (88) 
: ” (88) Super 4-dr., 


2-dr. Holiday, 
"53 (88) 2-dr., 

(98) 2-dr. Holiday, $150* 
(8) 2-dr. 


$165* (ps); 

hardtop, $1,485* (ps); Fury (8) 2-dr. 
hardtop, $1,300* (ps); Suburban (8) 
Custom 4-dr., $1,275*; Savoy (8) 4-dr., 


$850. 

’57 Belvedere (8) 2-dr. hardtop, $775* 
(ps), $575*; 4-dr., $600*; 4-dr, hard- 
top, $585*. 

’56 Fury (8) 2-dr. hardtop, $535*. 

’55 Belvedere (8) Suburban, $525*; 
$335". 

53 Cambridge business coupe, $130. 


4-dr., 


PONTIAC—’59 Bonneville sport coupe, 


2 at $2,280* (ps); Catalina conv., §1,- 

800* (ps). 
’58 Star Chief 2-dr. Catalina, $1,475° 
(ps); Bonneville 2- dr, Catalina, $1,- 
$900* (ps); 


470* (ps). 

’57 Star Chief 4-dr. Catalina, 
2-dr. Catalina, $745*; Chieftain Safari 
4-dr. (9 pass.), $900* (ps); Star Chief 
2-dr. Catalina, $775* (ps). 

’55 Chieftain 2-dr. Catalina, $420*; 2-dr., 
$290. 

’54 Star Chief conv., $170* (ps); 4-dr., 
$150* (ps). 

$1,210, 


RAMBLER—’59 Super (6) 4-dr., 
$1,200*; American (6) Deluxe 2-dr., 


$835. 
’58 American (6) 2-dr., $750. 
’56 Super 4-dr., $435. 
'55 Custom Cross Country, $380. 
VALIANT—’61 Valiant 4-dr., $1,875. 
60 Valiant 200 4-dr., $1,705* (ps). 
MISCELLANEOUS—’60 Ford (6) Falcon 
Ranchero, $1,525; (8) F-100 pickup, 
$1,335. 
*59 Chevrolet (8) El Camino, $1,600; In- 
ternational (6) %-ton pickup, $950. 
’58 Chevrolet (8) %-ton fleetside pickup, 
$1,035;.(6) %-ton pickup, $905. 

‘56 Ford (8) %-ton pickup, $475*. 

’55 Chevrolet (6) stake %-ton, $635. 

’54 Dodge (8) %-ton pickup, $375; Chev- 
rolet tractor, $340. 

’53 Chevrolet %-ton pickup, $310. 


FLINT 


Flint Auto Auction. Sale every Wednes- 
day. Prices are for sale of Nov. 30, Sold 
186 cars from 377 consignments. 
BUICK—’60 Electra 225 4-dr. hardtop, $2,- 

690* (ps); Electra 4-dr., $2,500* (ps); 
LeSabre Estate Wagon 4-dr., $2,635* 
(ps); 4-dr., $2,275* (ps). 

’59 Electra 225 4-dr. hardtop, $1,820* 
(ps); Electra 4-dr. hardtop, $1,820* 
(ps); 2-dr. hardtop, $1,625* (ps); In- 
victa 4-dr. hardtop, $1,550* (ps), $1,- 


535* (ps); LeSabre 2-dr. hardtop, $1,- 
535* (ps); 2-dr., $1,375* (ps); 4-dr. 
hardtop, $1,375*. 

’58 Super 4-dr. Riviera, $1,125* (ps); 
Special 2-dr. Riviera, $920*. 

'57 Special 2-dr. Riviera, $720*, $605* 
(ps); 2-dr., $560*; RM 4-dr., $650*; 
Century 2-dr., $625*; conv., $525* (ps). 

"56 Special 4-dr. Riviera, $460*; 2-dr., 
$435*, $425*, $410*; Super 4-dr., $405° 
(ps). 

'55 Special 4-dr., $290*. 


’54 Super 4-dr., $115* (ps). 
'53 Century 4-dr., $225* (ps). 
CADILLAC—’56 (62) Coupe de Ville, $900* 
(ps). 
CHEVROLET—'60 Impala (8) 4-dr, hard- 
top, $1,920* (ps); Parkwood (8) 4-dr., 
$1,800* (ps), $1,770; Bel Air (8) 2-dr., 


$1,660*; 4-dr., $1,565*; Biscayne (6) 
2-dr., $1, 500* ; ’ Corvair (500) (6) 4-dr., 
$1, 375°; 2-dr., $1,350*. 

59 Parkwood (8) 4-dr., $1,330* (ps); 
Bel Air (8) 4-dr., $1, 300°; Bel Air (6) 
2-dr., $1,070*; Brookwood (6) 4-dr., 
$1,280*, $1,240*, $1,175; Impala (8) 
conv., $1,225*; Impala (6) 4-dr., $1,- 
200* ; Biscayne (6) 4-dr., $1,160*; 2-ar., 
$1, 115%, $1,115; Biscayne (8) 4-dr., 
$1,125*. 

‘58 Brookwood (8) 4-dr., $950; Brook- 
wood (6) 4-dr., $880*; Impala (8) 
conv., $935*; Bel Air (6) 2-dr., $780; 
Bel Air (8) 2-dr., $765*; Delray (6) 
2-dr., $750, $665*, 

’57 Bel Air (8) 4-dr., $750*, $750, $705*; 
Bel Air (6) 4-dr., $745*; 2-dr., $735*, 


Two-ten (6) station wagon 4- 
dr., $640; 2-dr., $615, $560; Two-ten 
(8) station wagon 4-dr., $590*, 

'56 Two-ten (8) station wagon 4-dr., 
$570*, $250; 4-dr., $385* (ps); 4-dr. 
hardtop, $315; Two-ten (6) 2-dr., $410; 
Bel Air (8) 2-dr., $220*; One- fifty (6) 
2-dr., $180. 

55 Bel Air (8) 2-dr. hardtop, $375*; 
4-dr., $220*; One-fifty (6) 2-dr., $180. 

‘53 Bel Air 2-dr., $350; 4-dr., $165*. 

DeSOTO—’'57 Firesweep 2-dr., $590* (ps); 


$700° ; 


4-dr., $525° (ps). 
DODGE—’'59 Coronet (8) 2-dr., $1,200*. 
’56 Custom Royal (8) 4-dr., $350*. 


FORD—’'61 Falcon (6) 2-dr., $1,680. 

'60 Thunderbird (8) 2-dr. hardtop, $2,- 
600*; Falcon (6) station wagon 2-dr., 
$1,515; 4-dr., $1,330; 2-dr., $1,285; 
Custom 300 (6) 2-dr., $1,300. 

'59 Thunderbird (8) conv., $2,300* (ps); 
Galaxie (8) 4-dr. Victoria, $1,420* (ps); 
2-dr. Victoria, $1,345*; Country Sedan 
(8) 4-dr., $1,260* (ps); Ranch Wagon 
(8) 2-dr., $1,175*; Fairlane 500 (8) 
2-dr. Victoria, $1,170* (ps); Fairlane 
(8) 4-dr., $1,100*; Custom 300 (8) 2- 
r., $890, $875. 

‘58 Fairlane 500 (8) 2-dr., $865* (ps); 
4-dr., $755, $700* (ps); Fairlane (8) 
conv., $765*; Fairlane (6) 2-dr., $545; 
Custom 300 (6) 2-dr., $720*, $500; 
Country Sedan (6) 4-dr., $715. 

’57 Fairlane 500 (8) 2-dr. Victoria, $625*; 
conv., $615* (ps); 4-dr., $605* (ps); 
Custom 300 (8) 4-dr., $590*; 2-dr., 
$530*; Custom (6) 2-dr., $420*, $350*. 

"56 Fairlane (8) 4-dr., $325* (ps); 2-dr., 
$290; Ranch Wagon (8) 2-dr., $235* 


(ps.) 
‘55 Country Squire (8) 4-dr., $370*. 


"54 Crest (8) 2-dr., $110*. 
IMPERIAL—’57 Imperial 
(ps). 


LINCOLN—’54 Cosmopolitan sport coupe, 


$140*. 


MERCURY—’57 Monterey 2-dr. 


4-dr., 





$1,110* 


hardtop, 





Dec., 1960 Nov., 


a *; Te -dr., es in Model To Date 1960 
% onterey conv. 
aseae~ 59 (98) 4-dr. Holiday, $1,- 1961............ bo q a $2,329 
‘58 (98) 4-dr., $1,280* (ps ae 1,455 ep 
ST (88) 4-dr. Holiday, * ab 
s ») Holiday $685 (ps); 2-dr. . 1011 1,016 
'55 (88) 4-dr., $280°. 685 703 
"54 (88) 4-dr., $125* (ps), $115*. i 463 480 
PLYMOUTH—’58 Belvedere (8) 4-dr. hard- 355 357 
1 eT | eee rmcnnene 
57 Suburban (8) 4-dr., $500*; Savoy| 1954...... sevees 256 228 
(8) 4-dr., $460*, $400; Belvedere (8) Overall ———- —— 
2-dr. hardtop, $380°. Average $1,095 $1,082 


PONTIAC—’60 Ventura 4-dr., $2,200* (ps); 


Star Chief 4-dr., $2,150* ‘(ps); 
2-dr., $2,015*. 


"59 Bonneville 2-dr. hardtop, 
Star Chief 
4-dr., $1,538* (ps); Catalina 2-dr., $1,- 


(ps); conv. $1,750* (ps); 


230*. 


‘58 Star Chief 4-dr. Catalina, $525* (ps). 
’56 Star Chief 2-dr. Catalina, $460*, 
2-dr., 


Chieftain Safari 
$220*; 2- 


$440°*; 
$295. 
’55 Star Chief 4-dr., 


tion wagon 2-dr., $1,810*; 
000* 


"59 American (6) Super Cross Country 2- 


dr., $1,250*, $945*, 
58 Super (6) 4- dr., 


$825. 


$650. 
STUDEBAKER—’59 Lark (6) Deluxe 4-dr., 


$775. 





dr., $165*. 
RAMBLER—’60 American (6) Custom sta- 
4-dr., 


Catalina 
$1,790* 


$345, 


$1,- 


Model Breakdown 
Of Auction Averages 


Oct., 
1960 


$2,239 
1,614 
1,113 
761 
495 
369 
239 





VALIANT—’60 V 100 (6) 4-dr., $1,490. 
MISCELLANEOUS—’59 Chevrolet (6) %- 
ton, $1,035. 
‘58 Chevrolet (6) %-ton pickup, 
1-ton panel, 
’56 Chevrolet 1%- -ton van, $410. 
’53 Ford pickup, $210. 


CALDWELL, N. J. 


Skyline Auto Auction. Sale every Tuesday 
and Thursday. Prices are for sales of Nov. 
22 and Dec, 1, Good consignment—good 
percentage sold, Market showing signs of 
holding, Sold 310 cars. 


BUICK—’59 Invicta 4-dr. hardtop, $1,800* 


$685; 


(ps); LeSabre 4-dr., $1,520* (ps), $1,- 


500°; 2-dr, hardtop, $1,475* (ps). 
"58 Super 4-dr. Riviera, $965* 
on? Special 4-dr, Riviera, $940* 


(ps). 
"67 RM 4-dr. Riviera, $785* (ps); Cen- 
tury Riviera Estate Wa gon 4-dr., 


(ps), 


$780* (ps); Special Estate Wagon 4- 
to ‘ $700* (ps); 2-dr. -Riviera, $580* 
ps 


‘56 Super 4-dr., $480* (ps), $400* (ps); 
Special 2-dr. Riviera, $435* (ps); 2-dr., 
$290, $270* Ge); Century 4- dr. Rivi- 
era, $400* (ps 

55 RM 2-dr. Riviera, $240* (ps); Spe- 
cial 2-dr. Riviera, $215*, $170*. 

"54 RM 4-dr., $170* (ps); Super 4-dr., 
of aie (ps); Century 4-dr. -» $110° (ps). 

53 RM conv., $105* (ps). 


CADILLAG. 58 (62) conv., $2,170* (ps). 


"57 (62) conv., $1,635* (ps). 


56 (62) Sedan de Ville, $940* (ps); 
Coupe de Ville, $800* (ps); 4-dr., 
$775* (ps). 

"55 (62) 4-dr., $280* (ps). 


"53 (62) Coupe de Ville, $220* (ps). 

"51 (62) conv., $125*. 

LET — ’61 Impala (8) sport 
coupe, $2,360*. 

’60 Impala (8) conv., $1,900; Bel Air 
(8) 4-dr., $1,850*° (ps), $1,800* (ps), 
2 at $1,775* (ps), $1,750*, $1,675* 

$1,650*, $1,50* (ps); $1,625* 


sport sedan, $1,700* (ps); 
Brookwood . 4-dr., $1,300*; Corvair 


(6) 4-dr., $1,050 

"59 Impala’ (8) conv., $1,670* (ps), $1,- 
525* (ps); sport coupe, $1,500* (ps), 
$1,420* (ps), $1,375%, $1,350; sport 
sedan, $1,470* (ps), $i, 450* (ps), $1,- 
405° (ps); Parkwood (6) 4-dr., 2 at 


(Continued on Page 92, Col, 1) 


Largest Stock in the U.S.A. 


BRITISH CAR PARTS 


HEPOLITE—Pistons & Ri 
WELLWORTHY—Pistons & 
JAMES—Valves & Guides 
TERRY—Valve Springs 
PAYEN—Gaskets & Oil Seals 
BORG & BECK—Clutches 


ings 


LOCKHEED & GIRLING—Brake Parts - 


FERODO—Brake Linings, Fan Belts 
LUCAS—Ignition, Lamps, etc. 
GLACIER—Engine Bearings 
VANDERVELL—Engine Bearings 
RANSOME & ES—Ball 


KOLBENSCHMIDT—Pistons 
ATE—Lockheed Brake Parts 
ATE—Valves, Ring Sets 

F & S—Clutches 
REINZ—Gaskets 
SIMRIT—Oil Seals 


SWF—Windshield Wi 


ers & Motors 
rs & Mirrors 
ine Bearings 


HELLA—Lamps, Horns 


Plugs & Ignition 


BOSCH—Spark 
Roller Bearings TEXTAR —Brake and Clutch Linings 


WHITELEY—Water Pumps, Tie Rods, Universals VARTA—Batteries 
@ other top lines 


@ other top lines 


ITALIAN CAR PARTS 
MARELLI—Ignition, Spark Plugs SPESSO—Gaskets AKRON—Oil Seals, Rad. Hose R.I.V.—Ball and Roller Bearings @ other top lines 








GERMAN CAR PARTS FRENCH CAR PARTS 


MONOPOLE-POISSY—Pistons, Rings, Valves 


CURTY & Cie.—Gaskets, Oil Seals 
ALLINQUANT—Shock ers 

COUSSINETS MINCES—Engine Bearings 

SOCIETE FERODO—Brake Linings, Clutches, Ferlec 
BES FREINS 


SOCIETE S.E.V.—Ignition, Fuel Pumps, Wi 
MARCHAL oy 


—Lamps, Light Units, Spark Plugs 


PARIS—RHONE—Generators, Starters, Regulators 
$.N.R.—Ball and Roller Bearings 

JAEGER—S.N.A. —Speedometers, Instruments 
PECASEAUX—Lamps, Plastic Parts 


@ other top lines 


Quick Service Available in All Parts of the U.S.A., Hawaii 
and Puerto Rico Through Authorized Beck Distributors. 


BECK DISTRIBUTING CORP. 
70 East 131st Street, New York 37, N. Y. 


WHOLESALE ONLY — Only Dealers may apply for catalog to nearest regional distributor listed below. 






Cogmogmare Imports 


Ce. 
415 $. ait St. 
Birmingham, Ala, 
Bri St. Joha, Inc. 
1101 So. Hope St. 
Los Angeles 15, Calif. 


Vern Gardner 
4418 E. 14th St. 
Oakland, Calif. 


E jan Aute Parts 
988 Cherokee 
Denver, Colorado 


“tates 
421 Park St. 
Hartford, Conn. 

Hiatt Porsion Car 


5 W. State $i St. 
Westport, Conn, 





European Aute Parts 
1314 N. W. 14th St. 
Washington, D. C. 


im Moter Parts Ce. 
2717 N.W. 34th St. 
Miami, Fla. 


Vitesse imported Auto 
Parts, inc. 
Pinellas intl. Airport 
St. Petersburg, Fla. 
Dec Whites imported 
Auté Parts 
1246 Kapiolani Bivd. 
Honolulu, Hawaii 
HW B Foreign Aute 
Parts, lac. 
5343 N. Clark Street 
Chicago 40, Iilinois 
rapered Parts Co. 
$.E. 14th.St. 


Des Moines, lowa 





Beck Regional Distributors 
Foreign Aute Parts Dist. 


149 Arsenal St. 
Watertown, Mass. 
Michigan Engine Suppl 
Sone Cocliden niches Highway. 

perkicn, Michigan 
moore Aute Parts 

7 Hennepin Ave. 
Minneapolis, Minn. 


European Car Parts 
1015 McCausland Ave. 
St. Louis 17, Mo. 
Ithported Auto Parts 
2 Lackawanna Plaza 
Morristown, N. J. 
Hettrich Electric Service 
1032 Ellicott St. 
Buffalo 9, N. Y. 
Hiatt Foreign Car 
Parts, | 


, Inc. 
235 Main St. 
Hempstead, WN. Y. 


Latham Motors Rambe Meters 
Bridge Circle 307 WN. E. Broadway 
Highlan Portland, Oregon 
Allied Foreign Car Foreign Car Parts, Corp. 
Parts 5 hen 127 Piilow St. 
73-14 Northern Blvd. Butler, Pa, 
Jackson Heights, N. Y. Foreign Car Parts 
ABGS ly 815 $. 53rd St. 
747 10th Ave. Philadelphia, Pa, 
New York, N. Y in Motor Parts 
. Box 10396 
t Parts, Inc. ooo Heights St., 
reonnen Bivd. 
Raleigh, N. a Rico 
's Auto Parts 
ae an Parts 235 ouamer Ave. 
Dayton, Ohio” emphis, Tennessee 
Southwest Imported 
European Automotive Auto Parts, inc. 
1495 Warrensville Ctr. Rd. 1814 cous Ave. 
$o. Euclid, Ohio Houston, Texas 
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Fairlane (8) 4-dr., $510* (ps), $425*, 4-dr. hardtop, $1,880* (ps). 250*, $1,245*, $1.2 230*, $1,170*; Bel Air 
$300"; cony., | $375°; Country Sedan| ‘57 (62) conv., $1,925* (ps); Sedan de (8) '4-dr., '$1,270*;' 2-dr., '$1,160°; 

U C s p e (8) 4-dr., $360*. a a ge: 4-dr. hardtop, $1,- Brookwood (8) 4-dr., $1,225* (pe); 

d A ct IMPERIAL—’59 Imperial 4-dr, hardtop, ps), . Brookwood (6) 4-dr., $1,200, $1,060; 
se wy ar u ion rices $2,675* (ps). “oP: | +56 (60) Special 4- -dr., $925* (ps); (62) Biscayne (6) 4-dr., $960 (ps). 
57 Imperial conv., $1,040* (ps). Coupe om. Ville, $940* (ps); 4-dr.,| '58 Be (8) conv., $1,990* (ps), $1,- 
LINCOLN—'60 Lincoin 4-dr., $3,485* a eee cere See + Spee «o> 
58 Premiere 4-dr, hardtop, 3 750° tbe. CHEVROLET—’60 Impala (8) sport sedan, sport coupe, $1,035*; Bel Air (8) sport 
(Continued from Page 91) '57 Capri 4-dr. hardtop, $700* (ps). Sarre wer. Peenwems @ Sat. $2.- oa $1,100" (pe) oes", gunn” tou): 
hed , ps); Brookw ) 2-dr., $1,- ” , $1, $830 ; 
$1,300, $1,295, $1,230* (ps); Park-| ‘58 (62) Sedan de Ville, $1,615* MEROCURY—'59 Monterey conv., $1,505*; 560. Biscayne (8) 2-dr., $980, '$840*; 4-dr., 

, +295, Ps); ) le $1,615* (ps). 2-dr, hardtop, $935* (ps). , $950", ¢, 
wood (8) 4-dr., $1,300° (ps), $1,250,| °57 (62) 2-dr, hardtop, $1,530* (ps); | 757 Monterey 2-dr, hardtop, $355* So Impala (8) 4-dr., $1,710 (ps); ale delet, lnaee ee ib 

195" (ps), $1,175, $1,100*, $1,100;| Sedan de Vite, $1,500° (ps), $1,380*| 56 Monterey conv., $490°. , (oo); Sen ae ene” ‘abs, 1. ae dr. $840, $805*, $780*; Delray (8) 

4-dr., $1, ,250*, an? ; r odr., $1, - SLi 

fi2ib. § $1, vies, $i, a2 $1 420° $1, a (62) Coupe de Ville, $1,100° (ps) OLDSMOBILE 60. (98) 4-dr., $2,370* 175*; Bel Air (6) 2-dr., $1,125; Brook- CHRYSLER—’58 Windsor 2-dr. hardtop, 
100°; 2-dr., $1,135"; Bel Air (8) 4-dr.,|  §770* (ps). repay, nn Raper Ards. Holiday, $2,225°) wood (8) 4-dr., $1.430*, $1,400; Brook-| ,,$1.100¢ (ps). wi 

Bi ates 8220s, #1220, 4, | OMMVROLET ‘00 impain () sort coupe,| '88,(08), conv. $1,780 (pny; ar, mott| Ton! {Dyed Fob; Biactyne (6) | "haa, ‘cay: ae” SEttion atane i) 
$1.175*, $1.170*, $1,125*, $1,100 Si. $2,125* (ps), $1,975* (ps); Bel Air day, $1,750* (ps); (88) 2-dr, Scenic,| +5¢ Bel Air (8) conv., $1,150* DeSOTO—'59 Firedome 4-dr.. $1,400° (ps). 

a wane meee (6) 2-dr., $1,680, $1,610; sport coupe, $1,700* (ps); 4-dr. Holiday, $1,675* rt sedan, $1,025*; 4- * aa ’57 Firedome 4-dr., $475* (ps). 

090, $1,050 (ps) $1,030 (ps); Bis- $1,545°; *4-dr. $1,500"; Corvair (6) (ps); conv., $1,610* (ps); 4-dr., $1,- sport se $1,025*; 4-dr., $850 

cayne (6) 4-dr., $1,035 ’ St ; 3 » $1, ; +» $1, Biscayne (8) 4- -dr., $1,030* (ps), 33: DODGE—'61 Matador (8) 2-dr. hardtop, 

58 Bel Air (8) conv, a3. 250° (ps), $1.-| «2 ot $1,310*: 2-dr., §1,160. 490°; (88) Super 4-dr, Holiday, $1,- (ps), $805* (ps); Nomad (8) 4-dr $1,955°. 

e 4 =), 59 Impala (8) sport coupe, $1,500* (ps), 540* (ps). 1,095° . Br “dr | °58 Sierra (8) 4-dr., $875* (ps); Co: 
135° (ps), $1,000° (ps), $975" (ps), $1,435°, $1,430; Nomad (8) 4 ‘58 (88) 2-dr. Holid 1,300° $i. (oees. Beeches’ (8) 4-48.) ‘ yen 
$850* (ps), $840*; sport sedan, $1,150° tebe Che); Perkweed (8) aan. fi’. 4-d2., GOTO (pe); (me) Ge eens: $990 (ps); Yeoman (6) 2-dr., $855. j_net (6) 2-dr. hardtop, §$775* (ps). 
(ps), $1,145* (Ds); 4-dr., $1,050°, *; Ds); » 4 $1,- a3 PS); ) oliday, ’S7 Bel Air (8) Nomad 2-dr., $1,075* 57 Coronet (8) 2-dr. hardtop, $505* 

+, $890°, *, $800: Bis: 405*; Bel Air (8) sport coupe, $1.- $1,060*° (ps). (ps); 4-dr., $840*; conv., $755*: Two- (ps). 
$925°, , a 295°; $1,250; 4-dr., $1,060; Bel Air| ‘57 (98) 4-dr. Holiday, $845° (ps); (88) ; st ‘ ‘i : ; | FORD—'61 Thunderbird (8) 2-dr. ha 

(6) 2-dr., $900°. (6) ‘4-dr., $1,260°; Brookwood (8) 4-dr. Holiday, $800* (ps); 4-dr., $780*; ten (8) station wagon 2-dr., $685; . lerbir ) ir. hardtop, 

'ST Bel Air (8) conv., $850* (ps), $830° 4 yy ; 2-ar. Holt ° ° Two-ten (6) station wagon 4-dr., $680.| $2,810 (ps). 

. ten (8) 4-dr., $590°: Two- 4-dr., $1,205*; Brookwood (6) 4-dr., oliday, $675* (ps), $600°. 56 Bel Air (8) sport sedan, $700*; 4- 60 Country Sedan (8) 4-dr., $2,000* 
Sats. Seen, oe 4 ee: Fe $1,195*, $1,075. 56 (98) 2-dr, Holiday, $525* (ps). dr., $595*; sport coupe, $695*, ses*, (ps), $1,910* (ps); Galaxie (8) conv 
Sie ten (6) $400; One-fifty (6) 2-dr.,/ +58 Impala (8) conv., $955* (ps); Bis- PLYMOUTH—'so Suburban (8) 4-dr., $1,- $605°: Bel Ait) can. $525"; $1,960" (ps), $1,800* (ps); starliner, 

Dei (0) epee aan, 0407; Bal] SAESne cay Tae 8 at Wo, Wiso;| Be PRL geer*abaaane GS MHeaes| fama. dete toy. eae ea, | BLT, Stes, Pend 
46) station wagon 2-4, $310; "Two-| »,B*0okWwood (8) 4-dr., $855. ‘of aan zs | $5258; ate “car, $275, | $1,450". Pataca vor.” 
ion Sar," at Air ty ‘nebo itor "“eghtae” Bude avn” cgi | gum ae ate poe on |S, calete con S880 fo 

CHRYSLER—'58 NY 4-dr. hardtop, $1,- coupe, $835*, $750*; 2-dr., $665*; Two- $450, $420; Plaza’ (6) 4-dr., $430*. dr., $975° riresweep station wagon 4- 400* (ps); 2-dr. Victoria, $1,440* (ps) 
215* (ps). ten (6) station wagon, $675*;' 2-dr '57 Suburban (6) 4-dr., $445*; Plaza| , ps) 1,325¢* ( ; 

"ST Saratoga 2-dr, hardtop, $815* (ps), $575; 4-dr., $505. 7 (6) 4-dr., $350°. : 57 Firesweep 2-dr, hardtop, $800* (ps). tains cook hones Wemiony tee led. 
$675* (ps); NY 4-dr, hardtop, $810*| '56 Corvette (8) conv., $1,165*; Two-ten| "56 Suburban (6) 4-dr., $330°. Seen Cont ey Te | ates ae. Victoria, $1460 (pe); Countsy Bo. 
(ps); 4-dr., $620°. © pw we yn $745* (ps); Bel were aa See 4-dr. Vista, $2,- $580". ron (8) 4-dr. hardtop, dan (8) 4-dr.,’ $1,400° (ps), $1.390° 

Sd resweep 2-dr, hardtop, r (6) 4-dr., * ; Catalina sport coupe, $1,940. ’ * Country § -dr.. $1.0 
se16° (ps). eet CHRYSLER—'S7' NY Town & Country,| 59 Catalina 2-dr., $1,325°; 4-dr., $1,- a. Royal, {0 BAe, harden, 960°; Sean ae. saieneae 

’ ome 4-dr, hardtop, $450* (ps). , ps); 4-dr, rdtop, $1,150* . ° *. Pa 4 

36 Firefiite a, hardtop, sai0 (esp, (ps); Windsor 4-dr. hardtop, $450*| '58 Super {niet 2-dr, Catalina, $1,025° eh eae ey partner, $2,555°. Feirtans NG) dare $1.1308" $1°0008 

poman-ep_rioneis () station wagon &| sade cae, gagor; windsor ce.,| $27! $608" toes; Bonners cone, | SO Fmunderird® (8) 2dr naratop ga: | 28) Sustem, 300 8) ar $1 10%, 

7 rT ’ . ‘: 5 4ér., ° $500* (ps), "$380° (ps). $725* (ps). ’ B a - ie. oria, ,805 2 ’ 

59 Coronet (6) 2-dr., $965; 4-dr., $825" | 1, ono —'57 Fireflite 4-dr, hardtop, $700*| °5T Star Chief 4-dr., $750°; 4-dr, Cata- (Ps); d-dr., $1,515*; “Fairlane 500 (6) ‘is tose $i,080°, $810. gabe ina); 

‘57 Coronet (8) 4-dr., $550* (ps), $520*; (ps); Firedome 2-dr. hardtop, $665*. lina, $500* (ps); Chieftain 2-dr. Cata- ’ a 7 . Fairlane (8) 2-dr Victoria $850*: 
Royal (8) 2-dr. hardtop, $470* (ps). | "56 Fireflite 4-dr, hardtop, $350*. lina, $550* (ps). Tes, Gaikine Th eae en ne Fairlane (6) 4-dr., $725*; 2-dr., $700: 

—’58 Ranger (8) 4-dr. hardtop, DODGE~'e0 Dart (8) Seneca 4-dr., $1,- "08, Cadetenin ‘dr. $390°; 2-ae, Cata- (8) 4-dr " ie; Coan (6) — Custom 300 (6) 2-dr., $645. : 
$550* (ps). ’ ps), ps); ar $775 2 5 7 '57 Thunderbird (8) conv., $1,800* (ps); 

FORD—’ 8) Starliner, $1,825* ‘59 Royal (8) 4-dr., $1,120* (ps). Chief 4-dr. Catalina, $280* (ps). c . : 
(oe) Country ‘Began (6) 4-dr., 31° 775*| ‘57 Sierra (8) 4-dr., $670*, $585*; Royal| RAMBLER—'59 Super (8) Cross Country, oor “G “ MSL o10e ‘oan rai ne 60 Custom (8) “ar “STO; 2-ar.. $470"; 

Custom (8) 4-dr., $1,265*. (8) 2-dr. hardtop, $500°; Coronet (6) $1,340*; Super (6) Cross Country, $1,- ps), ‘i (ps); rlane 500 Country Sedan (6 4-dr. $680* $675, 

“ Te sserbiod (8) 2-dr., hardtop, $2,- 4-dr., $350. 190; Deluxe (6) 4-dr., $875; American (8) skyliner, $1,025° (ps); 2-dr. Vie- $630°: Fairl 500 6 a ’ 66: *: 
325* (ps); Country Sedan (8) 4-dr.,| EDSEL—'59 Ranger 4-dr., $605*. (6) station wagon, $725. | Cute 300 (8) 2 ar. $760, $650; ‘Cus: Ranch Wagon (6) 2-dr., $575. cont 
$1,135°; Fairlane (8) 4-dr., $1,050" | FORD—'61 Galaxie (8) Starliner, $2,350*.| 57 Deluxe (6) 4-dr., $385°. tom 300 (8) 4ir $610. "*"|  °56 Ranch Wagon (8) 2-dr., $425*; Cus- 
(ps), $975° (ps), $950*, $870; Ranch| ‘60 Thunderbird (8) conv., $3,175° (ps); | STUDEBAKER—'60 Lark (6) station wag-| +57 fairlane 500 (8) 4-dr, Victori tom (8) 2-dr. Victoria, $335" (ps) 
Wagon (8) 4-dr., $1,040°, $500, $420; 2-dr, hardtop, $2,880* (ps); Galaxie on, $1,320; 4-dr., $1,160*, $1,150; 2- $300*: 2-dr. Vict hd $700°: yiiner” 265*. . ' : 
Custom 300 (8) 4-dr., $935, $910, (8) conv., $1,520 (ps); 4-dr., $1,- dr., $1,100. $630°: $670": Fairlane ca)|LINCOLN—'59 Capri 4-dr. hardtop, $2,- 
$840; 2-dr., $810*, $700, $$535°. 515*; Fairlane 500 (8) 2-dr., $1,350°. '59 Lark (6) 2-dr., $885; station wagon, Sone. *eunees ‘gle Lace: Geamire 175° (ps). . bs oe 

’58 Country Sedan (8) 4-dr., — Cus-| ‘'59 Thunderbird (8) 2-dr. hardtop, $2,- $845. Sedan (8) 4-dr., $610*, $525* Ons), | °S7 Premiere conv., $920* (ps); Capri 2- 
tom (8) 4-dr., $710, $650, 2 at $625, 420* (ps); conv., $2,325* (ps), $2,190*; | VALIANT—’60 Valiant station wagon, $1,- Ranch Wagon (8) 2-dr., $585° (ps) ; dr. hardtop, $700* (ps). " 
$580; Ranch Wagon (3) sae, $645. Galaxie (8) 2-dr. Victoria, $1,430* 750° (ps); 4-dr., $1,400*. 500°: & 7 ‘ * ’56 Capri 4-dr., $710* (ps) 

57 Fairlane (8) 2-dr, Victoria, $850*; (ps); 4-dr, Victoria, $1,350*, $855*; eeoe*, o an. G00 $000; “ae ak aes MERCURY—’59 ' Monterey 4-dr., $1,400* 
4-dr. Victoria, $05; 2-dr., $405; Coun-| 4-dr., $1,275°; Galaxie (6) 2-ar. Vie-| WEST PALM BEACH, FLA 6) 2-dr., $43 mae. (ps), $750; 2-dr. hardtop, $705* (ps) 
| & ‘dr. Tiel, Conn torte, $1.200° (pe); 0 Av... $1,120° z +56 'pairlane’ (8) 4-d $515; c 2 at $575* (ps). . : — 
Sedan (8) 4-dr., $665%, $630*; Custom (ps); Country Sedan (8) 4-dr., $1,-| West Palm Auto Auction, Sale every $420°; Custom (8) 2dr’ Victoria’ | ’56 Monterey 4-dr., $300° (ps), $250° 
(8) business coupe, $395°; Custom (6) 165*; Country Sedan (6) 4-dr., $1,145*, | Thursday. Prices are for sale of Dec. 1. 2 ; y ‘ar, $295. | OLDSMOBILE—'60 (88) Super 4-dr. Holi- 
4-dr., $360. $900*; Custom 300 (6) 2-dr., $1,150*,| More clean cars entered and sales were| fri (Pari Cumom (6) Zar, $295:) °° Gay, $2,290° (ps). ee 

*56 Custom (8) 2-dr., $340, $140; 4-dr., $775; Fairlane 500 (8) 4-dr., $1,010*;| booming here today, Market slightly lower, (ps), $325*, $305* (ps): Ranch Wag- 59 (88) Fiesta 4-dr., $1,800* (ps); 4-dr 
$265, $180; Ranch Wagon (8) 2-dr., Fairlane (8) 4-dr., $900*. but dealers were willing to sell at the lower on (6) 2-dr., $400 $385° as Holiday, $1,775* (ps), $1,750°" (ps), 
$300, $260 (ps), $235; Fairlane (8) ’58 Thunderbird (3), 2-dr, hardtop, $2,-| figures. Retail continues spotty, Sold 84 IMPERIAL—’57| Imperial 4-dr. hardt $1,730*' (ps); 2-dr. Scenic $1 700* 
conv., $260* (ps); 4-dr., $240*; Main 000* (ps), $1,525*; Fairlane 500 (8)| percent of all consignments. $1,300* (ps), $1 OB 3) $905" 9 (ps). : : 

(8) 2-dr., $165. 2-dr. Victoria, $835°; conv., $825*,| BUICK—’59 Electra 4-dr. hardtop, $1,850* LINCOLN 87 P’ na h ps). 5S (88) 4-dr, Holiday, $1,270* (ps); 4- 
HUDSON—'55 Hornet (8) 4-dr., $155*. $795*, $500* (ps); Ranch Wagon (6) (ps), $1,800° (ps); LeSabre conv., $1,- $855. ‘ig — on dr., $925* (ps). a tae ° 

IAL — '59 Imperial 4-dr. hardtop, 2-dr., $675*; Custom 300 (6) 4-dr., 670, $1,625* (ps); 2-dr. hardtop, $1,-| »; ’ ‘ST (88) 4-dr. Holid $865* +. Qe 

$1,965" (pa) $535: Custom 300 (8) 4-dr., $465: 2- 650° (ps) 55 Capri 4-dr., $260* (ps). a dr. Holiday, (ps) ; 
LINCOLN —’50 Premiere 4-dr. hardtop, $1,-| _dr., $435 wD. 'ST Special 4-dr. Riviera, $710, $675 ee eens Ot. SEEN. PA KAR iD - 106 Bearietan ants.” s106° 
io ton). . » $1, 57 ‘Thunderbird (8) conv., $1,700* (ps), 56 RM 4-dr. Riviera, $550* (ps), $530* Ee eaves seed 4-dr., $1,000* CKARD — '54 Patrician 4-dr., $165 

‘58 Premiere 4-dr, hard $1,310* (ps). $1,550* (ps); Fairlane 500 (8) 4-dr., (ps); Special Estate Wagon 4-dr., , . ihe. Pinal, 

‘ST Premiere 4-dr. hardtop, 2 at $050 $760*; 2-dr. Victoria, $665*; 2-dr.,| _ $420* (ps); Super 4-dr., $385" (ps). 87 Monterey 2-dr.’ hardtop, $710* (ps), PLYMOUTH a re 
(ps), $805" (ps ps) eee ee sees. $405¢; Custom! 200. ‘) 4-dr., camaae-- »¥ de Ville 4-dr, hardtop,| #56 Monterey station wagon 4-dr., $525* "Oe maawstene. (0) 4-dr., $975*; Savoy 

3 , , : wh % Et (ps); 4-dr., $420*. -dr., 
; $1,425° {ps ps). a ila 56 Thunderbird (8) conv., $1,430°; 58 (62) Sedan de Ville, $1,975* (ps); 54 "Satanen Ser hardtop, $340* (ps). ‘58 Belvedere (8) 2+dr. hardtop, $1,000*, 
56 Montclair 2-dr, rdtop, $2 Ay NASH—'54 Statesman (6) 4-dr., $175*, $900* (ps); Belvedere (6) 4-dr, hard- 
OLDSMOBILE—’59 (98) conv., $1,750 $165". top, $685* (ps); Savoy (8) 2-dr., 
vg{P8);, (88) 4-dr. Holiday, $1,500° (ps). OLDSMOBILE — ’59 (98) 4-dr. Holiday, $560*; 2-dr., $475. 

58 (88) 4-dr. Holiday, $1,255* (ps); . : 2 ’57 Savoy (8) 2-dr. hardtop, $585*; Sa- 
aa : (ee) acde Holla $2,040* (ps); (88) Super 2-dr. Scenic, . P, ; 

. rs 3740 (Ps); ( eS r, Holiday, $1,825* (ps), $1,635*. voy (6) 4-dr., $395*; Suburban (8) 4- 
$1,010 bing conv., $9 z (ps); (88) 57 (98) 4-dr, Holiday, $1,100* (ps); 2- dr., $575*; Belvedere (6) 2-dr, hard- 
| Buper o i. eee, $850° =. nae dr. Holiday, $735* (ps); (88) 4-dr. top, $540*; 2-dr., $475*; 4-dr., $465*; 

57 (98) 4-dr. Ho! iday, —_ pe): & ir. Holiday, $740* (ps). Plaza (6) 2-dr., $410. 

Holiday, $715 (ps); anf tne; yh ; 56 (98) 4-dr., $735* (ps). PONTIAC—’59 Catalina sport coupe, $1,- 
Se’ slantaw, “otder apa (88) Super ALBANY DKW —'59 station wagon 2-dr., $395. PAOKARD— 55 Clipper 4-dr., $115*. om (ps); conv., $1,615*; 4-dr., $1,- 

56 (98) 4-dr, Holiday, $500* (ps); 2-dr. | Jaguar—'59 Mark IX 2-dr., $2,750* (ps). Sena one Seas oni ee Ween AG) G-GE., Shirl “ig pupae Chlet S.ér, Catalan nee; 
aay, dither: ate ieee, iss)" super BORDENTOWN, N. J. 2-dr., $340. ort station wagon) +59 suburban (8) Deluxe 4-dr., $1,260* Chieftain 2-dr. Catalina, $960* (ps), 
4-dt., $400" (ps).” ) Super! viat—'60 4-dr., $930. Goliath—'59 2-dr., $545 (ps); Fury (8) 2-dr., $1,250*, $1,110;| ,. $925° (ps), $890". 

r., 2 al as a ‘59 4-dr., $610, $590. M 58 180 4-dr $1,025 Belvedere (8) 4-dr., $1,025* (ps). 57 Chieftain 2-dr. Catalina, $825*, $650* 

PLYMOUTH—'59 Belvedere (8) r., $1,- | Hillman— + ercedes-Benz— +» $1,025. 58 Plaza (8) 2-dr., $540*. (ps); 4-dr, Catalina, $570*; 2-dr., 
010*, $885*, $850*, $830*, $820*, $775° Mercedes-Benz—'55 4-dr., $725. MG—’'58 MGA roadster, $900. ® Pe 95; s Chief Safari 4-d 650* 
$725; 2-dr. hardtop, $940° (ps); 2-dr,, | Metropolitan—'59 2-dr. hardtop, $715. '56 MGA conv., $620. 1 ee ee ae. we oe eo 
$835*; Savoy (6) 2-dr., $675, $665. '|MG—'60 conv., $1,810, $1,375. Morris—’57 conv., $520. Se eR Se See COT! ing Canattain 2dr, Catalinn, $370°: 

'58 Suburban (8) Custom 4-dr., $1,000*| | '56, $750. Opel—'60 station’ wagon 2-dr., $1,275 geerey E> Oey. Rassien, S60 ips). mee auper te) ade, * 
(pa); Belvedere (8) 2-dr. hardtop, | Vauxhall—'58 4-dr., $650. 59 2-dr., $725, Ce eee OF Betvesive (6) 4-4. $6005 Belvedere | BAMEERE—'60 Super (6): d-ar., $1,200", 

. (ps), $640*%; 2-dr. [30*: 4-dr,. | Volkswagen—’'60 conv., $1,400. ‘58 station wagon 2-dr., $765; 2-dr. (8) 2- nae. hardtop, $325°. 58 > * 
$690° na ce eent fesse: ar | '59 2-dr., $1,075. $680. ; | PONTIAC—'59 Catalina conv., $1,670* Super (8) 4-dr., $950° (ps), $950; 
$600* (ps), $475*, $465°. E “| ‘57 2-dr., $912. Renault—'60 Dauphine, $885; 4-CV, $460.| ,,‘P%): aoe Pr Fore Wee 

’ST Suburban (8) Custom 4-dr., $655*| 56 2-dr., $580. ‘59 2-dr. hardtop, $1,620; Dauphine 4- 56 "Chleftain  Satart watts font? ®***| +57 Super (6) Cross Country, $726°. 
$3): agg ee ae ee CALDWELL, N. J. or "cotta tee. RAMBLER—’57 Custom (8) 4-dr., $725*; | STUDEBAKER—'59 Lark (6) station wag- 
— et - “ss9b"s is Tasks, Fiat—’60 1200 4-dr., $1,000. Simea—’60 4-dr $985 Super (6) Cross Country 4-dr., $430. on, $1,155*. 
wiaee (4) 4 P, 90¢ ® g290°, | Ford (Engiish)—'59 Escort station wagon| +59 4-ar., $430. , '56 Deluxe (6) 4-dr., $250. MISCELLANEOUS—'60 Willys wagon, $1,- 

za (6) 4-dr., $490*, $300*, $290°; 4-dr., $645, 3 . STUDEBAKER—'55 Commander (8) sta- 
2-dr., $400* . Triumph—’'61 TR-3 2-dr., $2,010. ae g = 2-t ick 350; Ford 

ee Baedere 0s bean, Ween; 4-8 55 Consul 4-dr., $150. 60 TR-3 2-dr, roadster, $1,570. tion wagon, $325. ge on pickup, $35 ‘ord %- 
$340; Pia ae io, in an * | Hiliman—'59 4-dr., $705. ‘59 conv., $1,310; TR-3 roadster, $1,060, | MISCELLANEOUS—’ 59 Ford (6) Ranch- ton pickup, $305; panel, $145 

PONTIAC—'59 Bonneville 4-dr. Vista, $2,- | “O_O roadster, $1,520, Vauxhall—"61 station wagon 4-dr., §1,225.| 1. £79", $950, 1 925 
100°. (pa)_conv, $1,850" (pa); Cats: | gy, 08, MGA roadater, $1,010. 9,80, 4dr, $910, ge (8) panel, $250, WAREHOUSE POINT, CONN. 
lina 4-dr., $1,445* (ps). - *? . olkswagen—'61 2-dr., $1, oo $1,600, 

‘58 Bonneville conv., '$1,350° (ps); Star Trisaph 50 ae cee * $1,090. — a , $1, AM $1,285, $935. BORDENTOWN, N. J. Wednesday. Prices one the ro of, Nov. 30. 

15h ee Fae Catalin, tO Oa sone | Volkswagen — '59 2-dr., $1,020; station &, ge oe ia, 3-ar-, MS 455; 2dr! National Auto Dealers xchange, Sale| BUICK—'d7 Special 4-dr, Riviera, $750*; 
Aina aaaee oak ps), _ wagon, $730, $1,035, $675. every Wednesday. Prices are for sale of pe ae, ee aia eae. Gap 

, 57 2-dr., $650, - ee $795, $730; conv., $795; sun- Nov. 30. Brisk weather brought with it a 3535". fon. . , ps), 


’56 Star Chief 4-dr., $560*; Chieftain 4- very brisk sale. Not only were there more 


dr, Catalina, $360*, $250* (ps); 2-dr. CHICAGO proc! $630; Microbus, $550. cars here, but also more buyers who bough ‘54 Century 2-dr. Riviera, §245*. 
Catalina, $275* (ps). Austin—'59, $780. a 2-dr., $620. Sere Gna Gf DUltar ivinee tet At any et | CADILLAC—'60 (75) 4-dr.. $4, 100° (ps). 
RAMBLER—’57 Custom (6) Cross Coun- | Metropolitan—'59 2-dr. hardtop, $570, bivo—'59 2-dr., $1,300. in the past few weeks. Sold 73 percent of| ‘59 (62) 4-dr. hardtop, $3,2 
try 4-dr., $990. MG—’57 2-dr. hardtop, $730. ,58 2-dr., $870, $760. 588 consignments. '57 (62) 2-dr, hardtop, $1, aoe (ps). 
VALIANT—'60 V-100 4-dr., $1,350. Renault—'59 Dauphine, $610. 57 2-dr., $410. BUICK—'61 Special 4-dr., $2,300*. CHEVROLET—’60 Impala (8) 4-dr, hard- 
MISCELLANEOUS — '57 Chevrolet %-ton | Triumph—'59 TR-3 conv., $1,190. WAREHOUSE POINT, CONN. "60 Invicta 4-dr. hardtop, $2,160* (ps); top, $2,050* (ps); conv., $2,035* (ps); 
: panel, $320. ‘ Volkswagen—’60 2-dr., $1,170, $1,105. Lioyd—’58 18600 station wagon, $215. 4-dr., $2,050° (ps). Parkwood (6) 4-dr., $1,985, $1,900; 
55 Chevrolet Prone sedan, $195*; car- 56 2-dr., $630, MG—’57 Magnette 4-dr., $500. '59 Electra 4-dr., $1,675* (ps); Special Bel Air (8) 4-dr., $1,750* (ps), $1,- 
ryall, $135. Volvo—'59 2-dr., $1,235. Morris—'60 Oxford 4-dr., $160. conv., $1,675* (ps). jis te (500) (6) 4-dr., 
EACH, FLA Renault—’60 Dauphine 4-dr., . "58 Century 4-dr. Riviera, $1,250* (ps), (amy wh eeN. 
CHICAGO maamae 60 cont, etn aoe, Dauphine dud. gars 97 S1.198 (pays, Special andr. Riviere, | "00, Jmpale (9) 2 at, _hardton, £1 828" 
Mercedes-Benz—'57 190 4-dr., $1,050. "60 Victor 4-dr., $820. ‘at token ae." 15* (ps); Bel’ (8) | : 
every thursday Prints are ht valet | Voikewagen—'68 2-dr., $715.” ° Volkswagen—'60 Karmann-Ghia, $1,425. 57 Century 4-dr. Riviera, $910° (ps);| = SEAT DA) tor, #1.2i8e; fede’, Ste 
ry ¥. le oO ’56 Deluxe 2-dr., $530. Special 4dr, Riviera, $775* (ps), $620* 325° (ps), $1,240%, $1,215*; 2-dr., $1,- 
Dec. 1, Sold 328 cars from 783 consign- DETROIT Volvo—57 2-dr.. $550. (ps). 00, $1,135) Bel Air (8). 4-dr., $1,250° 
ry Ford (English)—'58 Anglia 2-dr., $22 , 56 RM 4-dr. Riviera, ° ; 2dr. (ps), 2 at $1,175*, $1,150. 
BUICK—'60 Electra 4-dr. hardtop, $2,400* | vauxhall—’59 Victor aunee 4-02. oo WEST PALM BEACH, FLA, Riviera, $300* con ; series one. — ’58 Impala (8) 2-dr, hardtop, $1,245* 
(ps); LeSabre 4-dr. hardtop, $2,100* FLINT Alfa Romeo—’'59 roadster, $1,550, jera, $540*, $440*; 4-dr. Riviera, $520* (ps), $1,195* (ps), $1,170* (ps), $1,- 
vel): } Austin-Healey—'58 Sprite, $750. (ps); Super 2-dr. Riviera, $470%) (ps). 125° (ps); Biscayne (8) 2-dr., $970*, 
59 Electra (225) 4-dr. hardtop, $1,900* | Fiat—'59 4-dr., $400. Borgward—'56 2-dr., $365. CADILLAC—'59 de Ville 4-dr. hardtop $840*; Biscayne (6) 4-dr., $875*; Del- 
(ps); Invicta Estate Wagon, §1,800*| Ford (English)—'59 Squire station wagon, | DKW—'57 2-dr., $275. $3,375" (ps); (62) 4-dr., $3,175* (ps): ray (6) 2-dr., $910*, $735, 
(ps); Electra 4-dr, hardtop, $1,640* $470. Fiat—'59 2-dr., $370, $355. (60) Special 4-dr. hardtop, $3,040*| ‘57 Bel Air (8) 4-dr. hardtop, $965* 
(ps), $1,575" (ps), $1,510* (ps); Le-| Hiliman—’58 Minx 4-dr., $525. Ford (English)—'59 2-dr. Anglia, $610. (ps). E (ps); 4-dr., $860*, $825*, $770*, $700*; 
Sabre 4-dr, hardtop, $1,590"; 2-dr, | Panhard—'59 4-dr., $280. Goliath—'59 2-dr., $320, 58 (62) 4-dr. hardtop, $2,100* (ps), $2,- conv., $860; Two-ten (8) station wag- 
| hardtop, $1,530* (ps). Taunus—'58 2-dr., $295. Lloyd—’60 2-dr., $295. 090* (ps), $1,800* (ps), $1,710* (ps). on 4-dr., $725* (ps); 2-dr., $590. 
58 Century 4-dr. Riviera, $1,080* (ps); | Volkswagen—’59 2-dr., $1,025. 59 station wagon 2-dr., $225. CHEVROLET—’61 Impala (8) sport sedan "56 Two-ten (8) 4-dr., $590*, $500; Bel 
; Special 4-dr., $830* (ps). 2 FONTANA, WIS. '58 2-dr., $190, $2,335* (ps). r Air (6) 4-dr., $510*. 
oT Century 4-a2, Revise, gor. j SuPer) austin. paleh eandiin, $2'400. Mereedes-Bens—'58 220 4-dr., $1,075. 60 Kingswood (8) 4-dr., $1,910* (ps); nen Windsor 2-dr. hardtop, 
ie. ; : -dr. Heale: roadster, $1,225. Impala (8) sport coupe, $1,825* vane 
Riviera, $430* (ps). Renault—'59 Dauphine 4-dr., $680, Morris—'58 Minor 2-dr., $365. epert cotem, th. 725; 4dr. sr 200°: Bei DODGE—'59 Coronet 4-dr., $1,275* (ps); 
56 Super 2-dr. Riviera, $490* (ps); Spe- | Volkswagen—'58 sunroof, $975. , ; ' 
4 ., $4 ps); Spe Opel—'53 Olympia 2-dr., $135. Air (8) 4-dr., $1,770* (ps), $1,750*; 2-dr., $730. 
cial 2-dr, Riviera, $440*, $280 », $2508. LOS ANGELES Peugeot—'59 4-dr., $735. Corvair (6) 4-dr., $1,465*, $1,435*,. $1,- ’55 4-dr., $255°*. 
CADILLAC—'61 (62) 4-dr., $5,650* (ps), | Fiat—'60 Blanchina sport coupe, $425, Prinz—'59 2-dr., $480. 420°, FORD—’60 Ranch Wagon (8) 2-dr., $1,- 
$5,035 (ps) ; 2-dr. hardtop, $5,450* | wG—'60 MGA roadster, $1,600, Renault—'60 4-dr., $760. ’69 Impala (8) sport coupe, $1,700* (ps), 805°. 
: (ps), $4,720*° (ps), $4,700 (ps). : '58 MGA 2-dr., $1,075. '59 Dauphine 4-dr., $625. $1,510* (ps), $1,500" (ps); 4-dr., $1,- ‘59 Country Sedan (8) 4-dr., $1,460* 
60 (62) 4-dr., $3,850* (ps), $3,795 Triumph—'59 TR-10 4-dr., $500, Saab—’'59 2-dr., $450. 600, $1,435* (ps); conv., $1,550* (ps); (ps); Custom 300 (8) 4-dr., $1,150*; 
opt): Fae ae asec 7). Volvo—'60 2-dr., $925. Se oe Asante station wagon, $530. sport sedan, $1,550*, $1,525* (ps), $1,- oo Wena (8) ae oe (pe), 
“dr, » $2, , jumph—' station wagon 4-dr., $305. 430* (ps), $1,400* ; Nomad es "58 irlane (8) 4-dr., $860*; Fairlane 
$2,755* (ps); 2-dr, hardtop, $2,750* MANHEIM, PA. '53 2-dr., $180, $150, dr., sieroe, Parkwooa’ (8) an es. (6) 2-dr., $790*; Custom 300 (8) 2-dr., 


(ps); (62) 4-dr., $2,900* (ps), $2,-| Austin—’58 conv., $1,465. Volkswagen—’ 60 conv., $595. 420*, $1,410*, $1,375* (ps); Bel Air 


880° (ps), $2,750* (ps), $2,650* (ps). | Austin-Healey—'60 conv., $1,100, $1,060. | Volvo—'59 2-dr., $800. (6) 4-dr., $1,350* (ps), $1,280*, $1,- (Continued on Page 94, Col, 4) 
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PV-544 2-Door Sedan. Famous through- 
out the world for sports-car performance 
plus family-car convenience. Rugged, de- 
pendable, economical to run. Comes in 


three models. 





with the P-1800! 


VOLVO 10-POINT DEALER PROFIT PLAN 


1. Complete range of models. The 1961 
Volvo line offers three 2-door sedans, one 
4-door sedan, the 210 station wagon, and 
the new P-1800 sport coupe. 


2. Among top five imports. Volvo ranks 
among the first five in imported car sales 
per dealer. 


3. Coast-to-coast parts & service. Volvo 
stocks an abundance of parts in strategic 
locations all over the country. 


4. Competitively priced. Many features 
which come as standard equipment on 
Volvo cost ‘‘extra’’ on other cars. For ex- 
ample, at no extra cost Volvo comes with 
heater & defroster, electric windshield wip- 
ers, directional signals, white side-walls, 
cigarette lighter, tool kit, and more. 

5. Territorial protection. No unfair compe- 
tition, no crowding of dealers. Open-point 
dealer development based on R. L. Polk 
county registrations. 

6. Superb Swedish engineering. Every- 
thing about Volvo says quality, craftsman- 
ship, engineering skill. For example: weath- 


er-tight construction throughout . . . zero 
to 50 in 10 seconds flat . . . outstanding 
roadability . . . 28 to 32 miles per gallon... 
seven coats of enamel... 17 cu. ft. of trunk 
space ... beautiful interior appointments. 


7. Fast-growing popularity. Volvo delivers 
what people demand in a car: economy & 
quality; comfort & convenience; safety & 
protection; pleasure & performance; pride 
of ownership in how it looks and drives. 


8. Rally & race track records. Brilliant 
performances at Lime Rock, Sebring, Day- 
tona Beach, and elsewhere here and abroad 
add to Volvo’s reputation as a superbly 
well-built car. 


9. Heavy advertising & sales promotion. 
During 1961 Volvo will back up its dealers 
with the largest atreming and promo- 
—_ campaigns ever put behind the Volvo 
ine! 


10. Add Volvo for profits. With a small in- 
vestment, you can add Volvo to your pres- 
ent franchise and realize extra profits with- 
out increasing your overhead. 


VOLVO 


Cash in on complete 
’61 line featuring 


sensational new 
P-1800 Sport Coupe! 


THE SHOW! 


The new Volvo P-1800 Sport Coupe stole the show at this 
year’s Automobile Show in New York! Auto expert Robert 
Fendell of New York’s World-Telegram and Sun said: “... has 
that $15,000 hand-crafted look about it.” And yet, the P-1800 
will sell for less than $4,000. You can hit the sales jackpot 


122-S Deluxe 4-Door Sedan. Luxury and 
beauty in a roomy 4-door sedan that’s got 
all the pep and power Volvo’s so famous for. 
The Volvo 122-S is one of the best buys on 
the road today. 
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210 Station Wagon. Volvo performance 
and economy plus station-wagon conven- 
ience! The 210 features new Volvo four- 
speed transmission; one-piece windshield 
and roll-down windows; new padded in- 
strument panel. A real family bargain. 





VOLVO DEALER FRANCHISES STILL OPEN IN KEY MARKETS — 
INCLUDING SOME METROPOLITAN AREAS. SEND COUPON TODAY! 


MAIL COUPON TO VOLVO DISTRIBUTOR NEAREST YOU 


Swedish Motor Import, Inc. Auto Imports, Inc. 

452 Hudson Terrace 3301 W. 12th St. 12925 Riverside Drive 
Englewood Cliffs, N.J. Houston 24, Texas Sherman Oaks, Calif. 
Gentlemen: Please send me the full story on a Volvo Dealer Franchise—in confidence 


and without obligation. 


Volvo Distributing, Inc. 


Name 





Firm & Position 
Address 


City & State 
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U.S. Distributors Listed 
For Imported Cars 


Eprror’s Notre: The firms listed 
below carry out distribution of the 
makes under which they are list- 
ed. In cases where national sales 
offices, or U. 8. branches of for- 

eign firms, do not actually act as 
Georioators they are not listed 
below. Readers who wish detailed 
information on any individual 
make, or on franchises, may con- 
tact the appropriate distributor. 
aa * * 


A, C. CARS 

A. C. Imports, Inc., 8 Alden Ave., 

Valley Stream, N. Y. 
ALFA ROMEO 

Hoffman Motors Corp., 443 Park 
Ave., New York 22, N. Y. 

Hoffman Motors Corp., 9130 Wil- 
shire Bivd., Beverly Hills, Calif. 

ARABELLA 
(LLOYD) 

Arabella Motors Corp., 5069 
Broadway, New York 34, N. Y. 

BCS Financial Corp., 566 Whalley 
Ave., New Haven 11, Conn. 

ARNOLT-BRISTOL 

8S. H. Arnolt, Inc., 2130 N, Lincoln 

Ave., Chicago, Ill 
ASTON-MARTIN 

Chas. H. Hornburg Jr., Inc., 9176 
Sunset Blvd., Los Angeles 46, Calif. 

J, 8S. Inskip, Inc., 304 E. 64th St., 
New York, N. Y. 

British Motor Car Distributors, 
Ltd., 1800 Van Ness Ave., San Fran- 
cisco 9, Calif, 

AUSTIN 

See BMC. 


Main, South Bend, Ind. 
BENTLEY 
See So 


Berkeley Motor Cars, Ltd., 218 W. 
Garvey, Monterey Park, Calif. 


Hambro Automotive Corp., 27 W. 
Fifty-seventh St. New York 19, 
N. Y. (National importers.) 

8S. H. Arnolt, Inc., 2130 N. Lincoln 
Ave., Chicago 14, IIl. 

British Motor Car Distributors, 
Ltd., 1800 Van Ness Ave., San Fran- 
cisco 9, Calif. 

Continental Cars Distributors, 
Inc., 5615 Pershing Ave., St. Louis 
12, Mo. 

Crandall-Hicks Co., 226 Worces- 
ter Turnpike, Wellesley Hills, Mass. 

Falvey Motor Sales Co., 22600 
Woodward Ave., Detroit 20, Mich. 

Gough Industries, Inc., P. O, Box 


fourth St., New York 21 N. Y. 
Hambro Automotive Corp., 5009 
Xerxes Ave., Minneapolis 10, Minn. 
Overseas Motors Corp., 
— Settlement Rd., Fort Worth, 
‘ex. 
Royston Distributors, Inc., 1601 
Vine St., Philadelphia, Pa. 
Shelly Motors, Ltd. P. O. Box 
3194, nolulu 1, Hawaii. 
Ship and Shore Motors, 701 S. 
Flagler Dr., West Palm Beach, Fla, 
BMW 
Frontek Corp., 230 Park Ave., 
New York 17, N. Y. 
BORGWARD 

Fergus Imported Cars, Inc., 1717 
Broadway, New York 19, N. Y. 

Earle C. Anthony, Inc., 1000 S. 
Hope St., Los Angeles, Calif. 

Skyview Serer Inc., 2001 Main 
St., Brockton, M 

Martin J. Kelly, es 441 E. Ohio 
St., Chicago 17, Il. 

P. J. Kauman Co., Inc., 3064 N. 
Third St., Milwaukee 12, Wis. 

Lutgen "Import Center, 1644 O St., 
Lincoln, Neb. 

Pearson Motors, S.W. Broad and 
Dauphin, Box 4123, Mobile, Ala. 

Bob Berry Ford Sales, Inc., 339 
E. Washington Blvd., Fort Wayne 
2, Ind. 

Marcus Motors, Inc., 1156 Broad- 
way, Denver 3, Colo. 

E. C. Riley Chevrolet Co., Inc., 
Cawker City, Kans. 

Snuffy Smith Motors, Inc., 
8S. Main St., Houston, Tex. 

CITROEN 


Citroen Cars Corp., 121 W. 50th 
St., New York 20, N. Y. 
Citroen Cars Corp., Beverly Hills, 
Calif. 
Ward & Wallace, Quincy, Mass. 
DAF 


Eastern Cars of Holland, Inc., 


2317 
















~~ Flatbush Ave,, Brooklyn 34, 


Western Cars of Holland, 21805 
S. Western Ave., Torrance, Calif. 
DAIMLER 


Automotive Imports Corp., 3020 
ees Rd., Cleveland Heights 18, 


 sicitlats Motor Car Distributors, 
Ltd., 1200 Van Ness Ave., San Fran- 
cisco 9, Calif. 

Downing Distributing Co., 500 W. 
Peachtree St., Atlanta 8, Ga, 

Falvey Motor Sales Co., 22600 
Woodward Ave., Detroit 20, Mich. 

Bob Grossman Foreign Cars, Inc., 
40 South Main Street, Spring Val- 
ley, N. Y. 

Charles H. Hornburg Jr., Inc., 
9176 Sunset Bivd., Log Angeles 46, 
Calif. 

Jaguar Midwest Distributors, Inc., 
2330 N. Meridian St., Indianapolis 
8, Ind, 

Overseas Motors Corp., 2824 
on Settlement Road, Fort Worth 

, Tex. 

Royston Distributors, Inc., 1601 
Vine St., Philadelphia 3, Pa, 

Waco ‘Motors, 1301 W. Flagler St., 
Miami 35, Fla. 

DATSUN 

Nissan - Motor Corp, U.S.A., 221 
Frelinghuysen Ave., Newark, N, J. 

Nissan Motor Corp. U.S.A., 137 E. 
Alondra Blvd., Los Angeles (Gar- 
dena), Calif. 

Southern Datsun Distributors Co., 
1501 Clay St., Houston, Tex. 

Von Hamm-Young Co., Ltd., P. O. 


Box 2630, Honolulu 3, Hawaii. 
DKW 


Mercedes-Benz Sales, Inc., 635 S. 
Main, South Bend, Ind. 
ENGLISH FORD 
Lincoln-Mercury Division, 3000 
Schaefer, a Mich. 
FACEL VEGA 
Facel Vega, Inc., 1888 Broadway, 
New York, N. Y. 
Peter Satori Co. Ltd. 325 W. 
Colorado, Pasadena, Calif. 
FERRARI 


Luigi Chinetti Motors, Inc., 
1ith Ave., New York 19, N. Y. 
FIA’ 


T 
Hoffman Motors Corp., 443 Park 
Ave., New York 22, N. Y. 

Roosevelt Automobile Co., Inc., 
2825 V St. N. E., Washington 18, 
D. C. 

Ray Whyte Italian Motors, Inc., 
14801 E. Jefferson Ave., Detroit 15, 


780 


Mich. 


Rountree Enterprises, Inc., Fiat 
Division, 1705 Old Minden Rd., 
Bossier City, La. 

Italian Southwest Car Co., 2830 
A ga Settlement Rd., Fort Worth, 

‘ex. 

Hoffman Motors Corp., 9130 Wil- 
shire Blvd., Beverly Hills, Calif. 

Motor a Second East, 


1124 


2824 | Salt Lake City, U 


Import Motors Co., Inc., 
Pike St., Seattle, Wash. 
Stephens Italian Motors, 1301 
Harmon Place, Minneapolis, Minn. 
International Motors, 1680 Kapio- 
lani Blvd., Honolulu, Hawaii. 
HANSA (Goliath 


) 

C. B. Conditt Motor Co., 1117 N. 
Main St., Fort Worth, Tex. 

Foreign Motor Distributors, 6700 
Allentown Blvd., Harrisburg, Pa. 

Hansa Corp., 1326 Marsten Rd., 
Burlingame, Calif. 

P. J. Kaufman Co., Inc., 3064 N. 
Third St., Milwaukee 12, Wis. 

HILLMAN 


See Rootes. 


Automotive Imports Corp., 3020 
Mayfield Rd., Cleveland Heights 
18, O. 

British Motor Car Distributors, 
Ltd., 1200 Van Ness Ave., San Fran- 
cisco 9, Calif. 

Downing Distributing Co., 500 W. 
Peachtree St., Atlanta 8, Ga. 

Falvey Motor Sales Co., 22600 
Woodward Ave., Detroit 20, Mich. 

Charles H. Hornburg Jr., Inc., 
9176 Sunset Blvd., Los Angeles 46, 
Calif, 

Jaguar Midwest Distributors, 
Inc., 2330 N. Meridian St., Indian- 
apolis 8, Ind. 

Jaguar of New York Distributors, 
Inc., 32 EB. Fifty-seventh St., New 
York 22, N. Y. 

Overseas Motors Corp., 2824 
White Settlement Rd., Fort Worth 
7, Tex. 

Royston Distributors, Inc., 1601 


Vine St., Philadelphia 3, Pa, 

Waco Motors, 1301 W. Flagler St., 
Miami 35, Fla. 

LANCIA 

Hoffman Motors Corp., 443 Park 
Ave., New York 22, N. Y. 

Hoffman Motors Corp., 9130 Wil- 
shire Blvd., Beverly Hills, Calif. 


MASERATI 
Rallye Motors, Inc., 46 Sea Cliff 
Ave., Glen Cove, N. Y. 
MERCEDES-BENZ 
Mercedes-Benz Sales, Inc., 635 S. 
Main, South Bend, Ind. 
METROPOLITAN 
American Motors Corp., 14250 
Plymouth Road, Detroit 27, Mich. 


MG 
See BMC. 
MORGAN 
Fergus Imported Cars, Inc., 1717 
Broadway, New York 19, N. ¥. 
Worldwide Auto Import, 1968 S. 
Sepulveda Blvd., West Los Angeles. 
MORRIS 
See BMC. 


NSU PRINZ 
Transcontinental Motors, Inc., 230 
Park Ave., New York 17, N. Y. 


OPEL 
Buick Division, Flint, Mich, 
PANHARD 


Ward & Wallace, Inc., 24 Ray- 
mond St., Quincy 69, Mass. 

Compact Cars, Inc., 105 Long 
Beach Rd., Oceanside, N. Y. 

Hoosier International Motors, 226 
8S. Lafayette Bivd., South Bend, Ind. 

8S. H. Arnolt Co., Warsaw, Ind. 

Southern Cars Distributors, 3234 
Peachtree Rd. N.E., Atlanta, Ga. 

Tad McGhee Motor Co., 2824-30 
White Settlement Rd., Fort Worth, 
Tex. 

Northwestern Auto Imports, 5091 
Stockton Blvd. Sacramento 20, 
Calif. 

Charles H. Hornburg Jr., Inc., 
9176 Sunset Blvd., Los Angeles 46, 


Calif. 
PEUGEOT 

Dolphin Motors, Inc., 41-38 
Thirty-ninth St., Long Island City 
4, N. Y. 

Renault Distributors Corp., 450 
Arsenal St., Watertown, Mass. 

Magna Motors, Inc., 41-38 Thirty- 
ninth St., Long Island City 4, N. Y. 

Eastern Auto Distributors, Inc., 
1022 Granby St., Norfolk, Va. 

Lake States Imports, Inc., 1000 
S. Wabash Ave., Chicago 5, Ill. 

Renault of America, Inc., 311 Sun- 
shine Rd., Fairfax, Kansas City, 
Kan. 


Renault Western Corp., 6655 Cor- 
son Ave., Seattle 8, Wash. 

Sterling Motors, Inc., 732 N. Pearl 
St., Dallas, Tex. 

Imported Motors of Florida, Sem- 
inole Box #9149, Fort Lauderdale, 
Fl 


a. 

John Green Corp., 2250 E. Impe- 
rial Blvd., El Segundo, Calif. 

Universal Motor Co., Ltd., P. O. 
Box 2693, Honolulu, Hawaii. 

John Green Corp. of Northern 
California, 103 Dauphine Way, S. 
San Francisco, Calif. 

PORSCHE 


Brumos Porsche Car Corp., 30 W. 
Fifth St., Jacksonville 6, Fla. 

Porsche Car Import, Inc., 1850 
Frontage Rd., Northbrook, II. 

Porsche Cars Southwest, Inc., 
1820 Broadway, San Antonio, Tex. 

Hoffman Motors Corp., 443 Park 
Ave., New York 22, N. Y. 

Porsche Car Pacific, Inc., 1600 
Van Ness Ave., San Francisco 9, 
Calif. 

Porsche Car Distributors, Inc., 
1219 Vine St., Hollywood 38, Calif. 
PRINCE SKYLINE 

Milt Frumkin Imports, 2360 Al- 
varado St., San Leandro, Calif. 

RENAULT 

Dolphin Motors, Inc., 41-38 
Thirty-ninth St., Long Island City 
4, N. Y. 

Renault Distributors Corp., 450 
Arsenal St., Watertown, 

Magna Motors, Inc., 41-38 Thirty- 
ninth St., Long Island City 4, N. Y. 

Eastern Auto Distributors, Inc., 
1022 Granby St., Norfolk, Va. 

Lake States Imports, Inc., 1000 
S. Wabash Ave., Chicago 5, Ill. 

Renault Western Corporation, 
6655 Corson Ave., Seattle 8, Wash. 

Renault of America, Inc., 311 Sun- 
shine Road, Fairfax, Kansas City, 
Kan, 

Sterling Motors, Inc., 732 N. Pearl 
St., Dallas, Tex. 

Imported Motors of Florida, Sem- 
inole Box #9149, Fort Lauderdale, 
Fla. 

John Green Corp., 2250 E. Impe- 
rial Blvd., El Segundo, Calif, 

Jose J, Figueroa & Sons, Inc., 
P. O. Box 207, Hato Rey, P. R. 

Universal Motor Co., Ltd. P. O. 
Box 2693, Honolulu, Hawaii. 

John Green Corp. of Northern 


California, 103 Dauphine Way, S.| European Motors, Inc., 8811 E. 


San Francisco, Calif. 
ROLLS-ROYCE 

J. S. Inskip, Inc., 304 E, Sixty- 
fourth St., New York 21, N. Y. 

Peter Satori Co., Ltd, 325 W. 
Colorado St., Pasadena 1, Calif. 

British Motor Car Distributors, 
Ltd., 1200 Van Ness Ave., 
Francisco 9, Calif. 

Overseas Motors Corp., 2824-30 
White Settlement Rd., Fort Worth 
7, Tex. 

ROOTES 

Rootes Motors, Inc., 42-32 Twenty- 
first St., Long Island City 1, N. Y. 

Rootes Motors, Inc., 9830 W. Pico 
Blvd., Los Angeles, Calif. 

Regional Offices 

Rootes Motors, Inc., 156 Lawton 
St., Brookline, Mass. 

Rootes Motors, Inc., Detroit Har- 
bor Terminal, 139 Clark St., Detroit 
9, Mich. 

Rootes Motors, Inc., 591 Park St., 
Jacksonville, Fila. 

Rootes Motors, Inc., 2525 Van 
Ness Ave., San Francisco, Calif. 

Rootes Motors, Inc., 4120 Thirty- 
ninth Ave., Kenosha, Wis. 


ROVER 

Rover Motor Co. of North Amer- 
ica, Ltd., 36-12 Thirty-seventh St., 
Long Island City 1, N. Y. 

Rover Motor Co. of North Amer- 
ica, Ltd., 373 Shaw Rd., South San 
Francisco, Calif. 

SAAB 

Saab Motors, Inc., 405 Park Ave.. 

New York 22, N. Y. 
SABRA 

Sabra Motor Corp. of America, 
1836 Broadway, New York, N. Y. 

Sabra Motors, Inc., 8833 Wilshire 
Blvd., Beverly Hills, Calif. 

SIMCA 

Chrysler Corp., 341 Massachu- 

setts Ave., Highland Park 3, Mich. 
SINGER 

See Rootes. 

SKODA 

Amsko Distributors, Inc., 5069 
Broadway, New York 34, N. Y. 

Willy Witkin, Inc. 2400 W. 
Washington Blvd., Los Angeles 18, 


Calif. 
SUNBEAM 
See Rootes. 
TOYOPET 
Toyota Motor Distributors, Inc., 
a Beverly Blvd., Los Angeles 48, 


Toyota Motor Distributors of New 
—- Inc., 231 Johnson Ave., New- 
ark, N. J. 


TRIUMPH 
Columbia Triumph Distributor, 
Inc., 10582 Metropolitan Ave., Ken- 
sington, Md. 


Jefferson, Detroit 14, Mich. 
Genser-Forman, Inc., 1200 
Springfield Rd., Union, N. J. 
Midwest Triumph Distributors, 
Inc., 870 N. Clark St., Chicago, Ill. 
Sportcar Sales, 413 Gambell St., 
Anchorage, Alaska, 
Standard-T riumph Motor Co., 
i 207 N. Palafox St., Pensacola, 


Standard-T riumph Motor Co., 
Inc., 308 Hughes St., Houston 11, 
Tex. 

Standard-T riumph Motor Co., 
Inc., 1957 W. 144th St., Gardena, 
Calif. 

Triumph Distributor of New 
England, 33 Mount Auburn S&t., 
Watertown 72, Boston, Mass. 

Vail Motors, Ltd. 400 S, Bere- 
tania St., Honolulu, Hawaii. 


VAUXHALL 

Pontiac Division, Pontiac 11, 

Mich. 
VOLKSWAGEN 

Hansen-MacPhee Engineering 
Co., Inc., 314 Great Road, Route 4, 
Bedford, Mass. 

Import Motors of Chicago, Inc., 
1850 Frontage Rd., Northbrook, IIl. 

Midwestern VW Corp., 1125 
near Rd., Columbus 12, O. 

Import Motors, Ltd, Box 184, 
Grand Rapids, Mich. 

ew Motors, Inc., P. O. Box 
3095, 30 W. Fifth St., Jacksonville, 
Fla. 


International Auto Sales & Serv- 
ice, Inc., 5950 Chef Menteur High- 
way, New Orleans, La. 

World Wide Automobiles Corp., 
49-12 Newtown Rd., Long Island 
City, N. Y. 

Capitol Car Distributors, Ltd., 
5011 Lawrence Place, Bladensburg, 
Md. 

Competition Motors Distributors, 
Inc., 1219 Vine St., Hollywood, Calif. 

Volkswagen Hawaii, Inc., 800 Ala 
Moana Bivd., Honolulu, Hawaii. 

Riviera Motors, Inc., 1737 Morri- 
son, S. W., Portland 5, Ore. 

Inter-Continental Motors Corp., 
P. O. Box 2207, San Antonio, 6, Tex. 

Volkswagen Washington, Inc., 
900 N. 137th, Seattle 33, Wash. 

Reynold C. Johnson Co., 1600 Van 
Ness Ave., San Francisco 9, Calif. 

John Barry Distributors, Inc., 
9550 True Drive, St. Louis 32, Mo. 

Auto Associates, Inc., Box 224, 
Wynnewood, Pa. 

VOLVO 

Volvo Distributing, Inc., 452 Hud- 
son Terrace, Englewood Cliffs, N. J. 

Auto Imports, Inc., 12925 River- 
side Drive, Sherman Oaks, Calif. 

Swedish Motor Import, Inc., 3301 
W. Twelfth St., Houston, Tex. 


Used-Car Auction Prices 





(Continued from Page 92) 


’57 Custom 300 (8) 4-dr., $660*. 
‘56 Fairlane (8) 2-dr. Victoria, 
; Custom (8) 4-dr., $430, 
$235*; Main (8) 2-dr., $290. 

'55 Main (6) 2-dr., $395; Main (8) 2-dr., 
$225; Fairlane (8) 2-dr. Victoria, 


‘54 RM Skylark conv., $315* (ps). 
CADILLAC—’59 (62) 2-dr, hardtop, $3,- 
000* (ps). 
‘58 (62) 4-dr, hardtop, $1,965* (ps). 
'57 (62) 4-dr. hardtop, $1,475* (ps). 
'56 (62) Coupe de Ville, $1,000* (ps). 


00; | CHEVROLET—’60 Impala (8) 4-dr. hard- 


$385*; Custom (8) 2-dr., $235, 

Custom (6) 4-dr., $175; Ranch Wagon top, $1,950* (ps); 4-dr., $1,800* (ps); 
(8) 2-dr., $195, Bel Air (8) 4-dr, hardtop, $1,630*; 

HUDSON—’56 Hornet (6) 2-dr, hardtop, Corvair (500) (6) 4-dr.; $1,380*. 
$240°*. ’59 Kingswood (8) 4-dr. (9 pass.), $1,- 
LINCOLN—’57 Premiere conv., $1,155* 550°; Impala (8) 4-dr. hardtop, §$1,- 
(ps). 510° (ps); Impala (6) 4-dr,. hardtop, 
MERCURY—’57 Monterey 4-dr., $675*. $1,370* (ps); Bel Air (8) 4-dr., $1,- 
'56 Custom 4-dr., $380*; Monterey 2-dr., 435*, $1,350*, $1,340*, 4 at $1,300*; 
295°. Bel Air (6) 2-dr., $1,125; Parkwood 
OLDSMOBILE—’60 (88) Super 4-dr. Holi- (6) 4-dr., $1, 400° (ps); Brookwood 

day, $2,525* (ps), $2,460* (ps), $2,- (8) 2-dr., $1,200; 4-dr., $1,090. 
450° (ps), $2,440° (ps). '58 Impala (6) 2-dr, hardtop, $1,320°; 
59 (88) Super 4-dr, Holiday, $1,875* Bel Air (8) 4-dr, hardtop, $1,110*; 
(ps), $1,785* (ps). Yeoman (6) 2-dr., $875* (ps); Bis- 
(88) Super 4-dr. Holiday, $1,200* cayne (8) 2-dr., $865*, $795; Biscayne 


(ps). 

PLYMOUTH—’ 57 Belvedere (8) 2-dr. hard- 
top, $675*; Savoy (8) 4-dr., $525*; 
Plaza (6) 2-dr., $465*; Suburban (8) 
4-dr., $410* (ps). 

PONTIAC—’59 Star Chief 4-dr,. Vista, $1,- 
785* (ps) 

58 Star Chief 4-dr., $1,085* (ps). 
'56 Chieftain 4-dr., $195*. 
ee ll 60 Custom (6) 4-dr., $1,500* 


+58 cee (6) 4-dr., $750*, $400 


‘55 Super (6) Cross ‘Country 4-dr., 
$250*, $200°*. 
MISCELLANEOUS—’55 Chevrolet %-ton 


panel, $300. 


COLUMBUS, O. 


Capital Auto Auction, Inc, Sale every 
Thursday, Prices are for sale of Dec. 1. 
Weather: Very cold and windy. Market 
high on ‘56 and ’57 models, steady in- 
crease on all '58 and ‘60 models, Sold 137 
cars from 248 consignments. 

BUICK—’'59 Electra 4-dr. hardtop, $1,890* 
) os LeSabre 4-dr. hardtop, $1,800* 


‘58 Recetas 2-dr., $900°*. 
‘57 Special 4- dr. Riviera, 
$670* (ps); Century 4-dr. 
$770* (ps). 


$825°, $800*, 
Riviera, 


’56 Super 2-dr. Riviera, $575* (ps); Spe- 
cial 2-dr., 25°. 
‘55 RM 4- -dr., $340° (ps); Special 2-dr. 


Riviera, $340*; Century 4-dr, Riviera, 


$245° 


(6) 4-dr., $760. 

’57 Bel Air (6) 4-dr, 
4-dr., $810*; Two-ten (6) 4-dr., $680*. 

'56 Bel Air (8) 2-dr, hardtop, $725*; 
Bel Air (6) 2-dr, hardtop, $525*; Two- 
ten (8) station wagon 4-dr., $575*; 
4-dr, hardtop, $545*; One-fifty (8) 2- 


dr., $535. 
55 ‘Two-ten (8) Delray, $620; 
4-dr., $545* 


$490; Bel Air (8) 
(Continued on Page 95, Col, 1) 


Gift-Bearing Santa 
Due at Aptco Auction 


DETROIT.—Dealers who attend 
the Aptco auto auction in Detroit 
on Dec. 21 will see Santa Claus 
arrive at noon in a “custom-built 
’61 sleigh.” 

The occasion is Aptco’s annual 
Christmas party, and all new and 
used-car dealers are invited to at- 
tend and share in Santa’s bag. 

Santa will pass out gifts to his 
dealer friends all day long during 
the traditionally big pre-Christmas 
sale. A special holiday menu will 
be offered by the Prime Beef 
House. 


hardtop, $815*; 


2-dr., 


P. 
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’42 Special Deluxe 2-dr., $250. 
"39 2-dr., $325. 

CHRYSLER—’57 Saratoga 4-dr. 
$1,110* (ps). 

’'55 NY 2-dr, hardtop, $500* (ps). 

DeSOTO—’ 57 Fireflite 4-dr. rardtop, §650* 
(ps). 

'56 Fireflite 4-dr., $570* (ps); Firedome 

4-dr., $535* (ps), $450° (ps). 

DODGE—’ 60 Dodge Dart (8) Pioneer sta- 
tion wagon, $1,920* (ps); Matador 
(8) 4-dr, hardtop, $1,885* (ps). 

'57 Coronet (8) 4-dr, hardtop, $635*; 
4-dr., $545*; 2-dr., $560*; Royal 2-dr. 
hardtop, $625*. 

’56 Custom Royal 4-dr, hardtop, $400*. 

’54 Royal 4-dr., $180* (ps). 


hardtop, 


EDSEL—’59 Corsair 4-dr. hardtop, §$1,- 
100* (ps). 
FORD—’60 Thunderbird (8) conv., $3,225* 
(ps). 
59 Galaxie (8) conv., $1,460*; Country 
Sedan (8) 4-dr., $1,300*. 


°58 Fairlane 500 (8) 4-dr., $885* (ps), 
$820* (ps), $815*; Ranch Wagon (8) 
2-dr., $725*. 

°57 Fairlane 500 (8) 2-dr., $730*, $575*; 
2-dr, Victoria, $710*, $650°, $587* 
(ps); 4-dr., $675*; Fairlane 500 (6) 
conv., $725*; Ranch Wagon (8) 2-dr., 
$690*; Custom 300 (8) 4-dr., $525. 

'56 Fairlane (8) 4-dr, Victoria, $480*; 
Ranch Wagon (6) 2-dr., $290. 

’55 Fairlane (8) 2-dr, Victoria, $445°*; 
2-dr., $405*; Custom (6) 2-dr., $265. 

°54 Crest (8) 2-dr. Victoria, $275*. 

IMPERIAL — '55 Imperial 2-dr. hardtop, 
$710* (ps). 
LINCOLN—’58 Premiere 4-dr. hardtop, $1,- 
880* (ps), $1,790* (ps). 
’57 Premiere 4-dr. hardtop, $890* (ps). 
MERCURY—’57 Montclair 4-dr. hardtop, 
$800* (ps), $610* (ps), $560*; 4-dr., 
$660* (ps); Monterey 4-dr., $700*; 2- 
dr, hardtop, $650* (ps), $550* (ps). 
OLDSMOBILE—’60 (88) Super 4-dr., $2,- 
235* (ps). 

59 (98) 4-dr. Holiday, $2,150* (ps); 
(88) Super 4-dr. Holiday, $1,875* (ps); 
(88) 4-dr., $1,750* (ps); 4-dr. Holiday, 
$1,700* (ps), $1,640* (ps). 

’57 (88) 4-dr. Holiday, $860*, $765*; 
(88) .Super 4-dr., $790* (ps); (98) 
conv., $825* (ps). 

’56 (88) 4-dr, Holiday, $595* (ps); (98) 
4-dr. Holiday, $400* (ps). 

'55 (88) 4-dr. Holiday, $385*. 

’54 (88) Super 2-dr. Holiday, $300* (ps). 

PLYMOUTH—’59 Fury (8) 4-dr., $1,260* 
(ps); Belvedere (8) 2-dr, hardtop, $1,- 
080°. 

’58 Plaza (8) 2-dr., $705*. 

’'57 Suburban (8) 4-dr., $680*. 

PONTIAC—’59 Star Chief 2-dr., $1,530* 
(ps). 

’58 Bonneville sport coupe, $1,505* (ps); 
Super Chief 4-dr. Catalina, $1,060*° 
(ps); Star Chief 4-dr., $800* (ps). 

’57 Star Chief 4-dr., $925* (ps); Chief- 
tain 2-dr. Catalina, $775*, $750*. 

’56 Chieftain 4-dr., $540*. 

'55 Star Chief 2-dr. Catalina, $200*. 

RAMBLER—’58 Custom (6) Cross Coun- 


try 4-dr., $1,220*. 
STUDEBAKER—’59 Lark (6) 4-dr., §$1,- 
040* (ps). 


MISCELLANEOUS—’60 GMC (6) %-ton 
pickup, $1,700. 


'57 Dodge (8) %-ton pickup, $595. 


DAYTONA BEACH, FLA. 


Florida Auto Auction. Sale every Tues- 
day. Prices are for sale of Nov, 29. 


BUICK—’59 LeSabre 4-dr, hardtop, §$1,- 
540* (ps). 
'57 Special 4-dr., $825*. 
"56 RM 4-dr., $485* (ps). 
CADILLAC—’59 de Ville 4-dr. hardtop, 


$2,850* (ps). 
"58 (62) Sedan de Ville, $1,690* (ps). 
’57 (62) 4-dr. hardtop, $1,085* (ps). 


56 (62) 2-dr. hardtop, $1,110* (ps), 
$800* (ps). 

CHEVROLET—'60 Brookwood (6) 4-dr., 
$2,000*. 


’59 Kingswood (8) 4-dr. (9 pass.), $1,- 
675; Brookwood (6) 4-dr., $1,600* 
(ps); Bel Air (8) 4-dr., $1,445" (ps), 
$1,370*; Bel Air (6) 4-dr., $1,365*, 
$1,150, $1,015*; Impala (6) sport 
coupe, $1,160* (ps). 

’58 Bel Air (8) sport coupe, $1,250* 
(ps); Bel Air (6) sport sedan, $940* 
(ps); Corvette (8) conv., $1,200; 
Brookwood (6) 4-dr., $700. 


’S7 Bel Air (6) 4-dr., $900*; Bel Air (8) 
4-dr., $900*, $800* (ps). 
"56 Bel Air (8) 4-dr., $760* (ps); Two- 


ten (6) 2-dr., $410. 

55 Two-ten (8) 4-dr., $465*; Two-ten 
(6) 2-dr., $395, $355; One-fifty (6) 2- 
dr., $255. 

DeSOTO—’58 Firedome 4-dr., $1,100* (ps). 

DODGE—'56 Royal (8) 4-dr., $395* (ps). 

FORD—’'60 Thunderbird (8) 2-dr. hardtop, 
$2,925* (ps); Galaxie (8) Starliner, 
$1,820* (ps); Falcon (6) 2-dr., §$1,- 
455, $1,115; Ranch Wagon (6) 2-dr., 
$1,380. 

"59 Country Sedan (6) 4-dr., $1,375", 
$1,315*; Ranch Wagon (6) 4-dr., $1,- 
200; Custom (6) 2-dr., $995, $965; 
4-dr., $920*, $900°; Fairlane 500 (6) 
4-dr., $975. 

‘58 Fairlane 500 (8) 4-dr., $905; Ranch 
Wagon (6) 4-dr., §770*, $715; Custom 
(6) 4-dr., $710. 

"57 Fairlane (8) 2-dr., $675; 
Sedan (6) 4-dr., $625* (ps); Fairlane 
500 (8) conv., $600* (ps); 4-dr., $510*, 
$215*. 

’56 Country Sedan (8) 4-dr., $435° (ps); 
Country Squire (8) 4-dr, (9 pass.), 
$500* (ps); Custom (6) 4-dr., $415; 
2-dr., $185*; Main (8) 2-dr., $410. 

’55 Ranch Wagon (8) 2-dr., $500* (ps), 
$395* (ps); Country Sedan (8) 4-dr., 
$290; Custom (8) 4-dr., §280*, 


Country 


LINCOLN—’'58 Continental 4-dr., $1,435* 
(ps). 
’56 Premiere 4-dr., $825* (ps). 
MEROURY—’'59 Montclair 4-dr., $1,500* 
(ps). 
’56 Montclair 2-dr., $515*, 
OLDSMOBILE — '60 (88) conv., $2,345* 
(ps). 
’59 (88) 4-dr. Holiday, $1,765* (ps); 


4-dr., $1,600* (ps); (88) Super 2-dr. 
Holiday, $1,750* (ps). 

’57 (98) 4-dr. Holiday, $995* (ps); 2-dr. 
Holiday, $300* (ps); (88) Super 4-dr., 
$600° (ps). 

'56 (98) 4-dr, Holiday, $715* (ps), $525° 
(ps). 

PACKARD—’55 Packard Line 4-dr., $350° 
(ps); Clipper 4-dr., $110*. 





































PLYMOUTH—’61 Fury (8) 2-dr. 


MISCELLANEOUS—’57 Ford pickup, $690. 


BUICK—’58 Century 4-dr. 


(ps). 
CHEVROLET—’59 Bel Air (8) 4-dr., $1,- 


wagon, $525*; Bel Air (8) 4-dr., $390, 

‘55 Bel Air (8) '2- dr., $365*; sport coupe, 

$250*; Two-ten (6) 4-dr., $450. 
CHRYSLER—’56 NY 2-dr, hardtop, $550* 
(ps). 

"51 Windsor 4-dr., $150*. 

FORD—'60 Thunderbird (8) 2-dr. hardtop, 
$2,780* (ps), 

’59 Galaxie (8) 2-dr, Victoria, $1,450* 
(ps); Fairlane 500 (8) 2-dr., $1,195* 
(ps); Fairlane (8) 4-dr., $1,090* (ps). 

’58 Fairlane 500 (8) 4-dr. Victoria, $900* 

hardtop, (ps); 4-dr., $745* (ps), $530*. 


’54 Clipper 4-dr., $120. 


$2,620* (ps). "57 Fairlane 500 8) 2-dr, Victori 625* 
’59 Savoy (6) 4-dr., $850; Belvedere (6) (ps). = ee 
4-dr., $760*. ’56 Custom (8) 2-dr., $325; Custom (6) 


’58 Savoy (6) 2-dr., $560*, 4-dr., $150. 


’57 Suburban (6) Deluxe 2-dr., $450°*; ’55 Fairlane (8) conv., 20*; Main (6 
Savoy (6) 2-dr., $450*. 2-dr., $165. ero i 
PONTIAC—’ 56 Star Chief 4-dr., $460*| LINCOLN — ’'57 Premiere 2-dr. hardtop, 


set PS): $785* (ps). 

55 Chieftain 4-dr., $200*. ’54 Capri 2-dr. hardtop, $350* (ps), 

MERCURY—’58 Park Lane conv., $1,100* 
(ps); Commuter 4-dr., $975* (ps); 


NEWINGTON. CONN Monterey 4-dr, hardtop, $900* (ps); 
’ r 4-dr., $750* (ps). 
Newington Auto Auction, Sale every ’57 Montclair conv., $625* (ps); Mon- 
Thursday, Prices are for sale of Dec, 1. terey 2-dr., $460*, $445. 
With consignment off because of holidays, "56 Monterey 4-dr., $300*. 
cars moved siow, Not many clean units.| OLDSMOBILE — "57 (88) 4-dr. Holiday, 
Sold 66 cars from 103 consignments. $900* (ps). 


Riviera, $870*. 
’57 Century 4-dr, Riviera, $600* (ps). 


"56 (88) 4-dr. Holiday, $400*. 
"55 (88) 4-dr. Holiday, $375*. 


’56 Super 2-dr, Riviera, $490* (ps). PLYMOUTH—’59 Fury (8) 4-dr., $850* 
CADILLAC—’'57 Eldorado Seville, $1,900* (ps). 
"57 Savoy (8) 4-dr., $500* (ps), 


'56 Savoy (8) 2-dr., $100. 
$325*. 


255° (ps), $1,225*: Bel Air (6) 2-dr., PONTIAC—’58 Chieftain 2-dr., 
$1,150*, $1,125", $1,125* (ps); 4-dr., STUDEBAKER—’59 Lark (6) 2-dr. hard- 
$1,125*; Brookwood (8) 4-dr., $1,165* top, $1,175*. 
(ps); Biscayne (6) 2-dr., $985. MISCELLANEOUS — '53 GMC cab and 
"58 Impala (8) conv., $975* (ps); Bel chassis, $130, 
Air + $865*; Biscayne (8) 4- 
’57 Bel Air (8) sport coupe, $870* (ps); DA ILLE, VA. 


$100 -dollars. Buying is sluggish, retailing ’57 Custom (8) 2-dr., $700; Fairlane (8) 


at an ebb. 2-dr., 
BUICK—’57 Special 2-dr. Riviera, $650*. 56 Fairlane (8) 2-dr, Victoria, $510*; 


’56 Century 4-dr., $700*; Special 2-dr., 4-dr., $330; Country Sedan (8) 4-dr., 


$610*, $600*; Super 2-dr, Riviera, $460", $450°. 
$600°*. "55 Fairlane (8) 2-dr, Victoria, §$455* 
'S4 Century -2-dr. Riviera, $200*, (ps), $275; 4-dr, Victoria, $405*; Cus- 
CADILLAOG—’57 (62) Sedan de Ville, $1,- tom (8) 4-dr., $380°, $255; 2-dr., $365. 
635* (ps). MERCURY — '57 Montclair 4-dr., $750* 
’56 (62) 2-dr., $990* (ps), (ps); Monterey 2-dr, hardtop, $745* 
CHEVROLET—’ 60 Bel Air (8) 2-dr., $1,- (ps). 
135*. ’56 Park Lane 4-dr., $520* (ps); Mont- 
’59 Impala (8) 2-dr. hardtop, $1,710* clair 2-dr. hardtop, $350*. 
(ps); Bel Air (8) 4-dr., $1,130*, $1,- '55 Monterey 2-dr., $310*, 
070, $1,005, $920. OLDSMOBILE—’56 (88) 4-dr., $600* (ps); 
‘568 Bel Air (8) 2-dr. hardtop, $1,110; 2-dr., $450°; 2-dr, Holiday, $545. 


'55 (88) 2-dr. Holiday, $380*, $285". 


4-dr., $1,005*; Two-ten (8) 2-dr., 


of aa "54 (88) 2-dr., $145; 2-dr. Holiday, $285. 

4 1 Air (8) 4-dr., $1,100*, $985,| PLYMOUTH—’59 Sa -dr., $800; 

$650; 2-dr., $1,050* (ps), $1,000*; 2-dr., $780, ee . 
Two-ten (8) station wagon 4-dr., ’S7 Belvedere (8) 2-dr., $590*. 


aa wagon 2-dr., $925; 2- - Savoy (8) 2-dr., $450; Belvedere (8) 
+9 : -dr., $450. 
'56 Two-ten (8) 4-dr., $430. ’55 Belvedere (8) 2-dr. 1 
"65 Bel Air (8) 2-dr., $460° (ps); 2-dr.| ‘48 Special Delune 4-ds’, $278. 

hardtop, $380* (ps); 4-dr., $450*, 

. " ‘a ! | PONTIAC—’58 Super Chief 4-dr., $710*. 

$395, $305; Two-ten (6) 2-dr., $450; 56 Star Chief 2- 

One-fifty (6) 4-dr., $215. igs Gen Guiet eae ee 
'54 Two-ten 2-dr., $285"; Bel Air 2-dr., tar Chief 2-dr., $295°. 

RAMBLER— 56 Custom Cross Country 4- 


$195. 
CHRYSLER—’57 Windsor Town & Coun- dr., $750, $340. 


try, $575*. MISCELLANEOUS—’56 Ford (8) 2-dr. 
’54 NY 4-dr., $100. truck, $1,000; Chevrolet (8) 4-dr., 
DODGE—’60 Dodge Dart (8) Phoenix 2- $430* 
dr. hardtop, $2,400*; Seneca (8) 2-dr., * * * 
$1,835*. ° 
’57 Custom Royal (8) 4-dr, hardtop, — Auctions in Brief —_— 
. CHICAGO 


$610. 
‘55 Coronet (8) 4-dr., $325°, 
FORD—’61 Galaxie (8) 4-dr., $2,570*. 
59 Country Sedan (8) 4-dr., 
(ps); Fairlane 500 (8) 2-dr., 


Arena Auto Auction, Sale every Tuesday 
«| (Nov. 29). Market fair considering Mr. 
Py -~¥ Winter hit the windy city today, Sold 302 
Fairlane (8) 2-dr., $1,195*, asi eee 
4-dr., $1,185, $1,135. 

PA. 


’58 Country Sedan (8) 4-dr., $1,050*; 
Manheim Auto Auction. Sale every Fri- 


Two-ten (6) 4-dr., $690* (ps); One- Danville Auto Auction, Sale every Fairlane 500 (8) 4-dr., $985*; 2-dr., 
fifty (6) 4-dr., $525. Wednesday. Prices are for sale of Nov. $900; Fairlane (8) 2-dr., $705; Custom | day (Dec, 2). Weather: Clear, Sold 70 per- 
’56 Two-ten (6) 4-dr., $650*; station|30. Weather: Fair and cold, All cars off 300 (8) 2-dr., $760*. cent of 888 consignments, 





Everybody’s HAPPY 









Owners soon realize the vast record of 
proven dependability and performance 
Volvo Diesel trucks have amassed over 
years under the most rugged, demanding 
conditions. 


Famous Swedish engineering is coupled 
with Volvo’s old world craftsmanship — 
a team that insists on nothing short of 
perfection in every step of manufacture. 
The results are these very remarkable 
diesel truck units —units designed to 
superbly solve every trucking problem 
while achieving extraordinary savings in 
fuel and maintenance. 


Volvo can supply you with a host of fac- 
tual-case histories — actual performance 
data — that show how cost-conscious 
truck operators have benefited from these 
time-tested, world-proven diesel trucks. 


Why don’t you write today for information 
about Volvo trucks — 95 H.P. to 195 H.P. — 
for every transportation job on the highway! 





WRITE FOR THE WHOLE HAPPY STORY AND NAME 
OF YOUR NEAREST VOLVO FRANCHISE DEALER. 


VOLVO 


IMPORT, INC 


NEWARK. N 
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from MASSACHUSETTS: 


TRUCK SALES & SERVICE, BOSTON 
(Dealer) 


Tavilla Trucking Company, Inc. of 
Boston recently purchased several Volvo 
trucks from Truck Sales & Service. All 
7 Tavilla brothers agree that their 
Volvo trucks are easier to handle, ride 
better and have more power than any 
other trucks in their fleet. 








.. » fo FLORIDA: 


WAKEMAN CORPORATION, LAKELAND, 
FT. LAUDERDALE and JACKSONVILLE 
(Dealer) 


Mr. Lamar Fleming bought his Volvo 
L495 Sleeper from Wakeman Corp. for 
operation between Lakeland, New 
Orleans and Baltimore. Of trucks up 
to 68,000 GCW, “I needed | haul 
economy and got it in this Volvo. | 
like the smokeless diesel and low noise 
level. There is no vibration, and plenty 
4 power to spare. It just beats them 
all,”’ 






. . and POINTS IN-BETWEEN: 


NEW JERSEY: DIESEL SERVICE CORP., 
LUMBERTON (Dealer) 


Everett Robbins, independent operator 
who recently purchased a Volvo truck 
from Diesel Service says: ‘‘After 8 
years of driving all kinds of rigs, this 
Volvo is the sweetest thing | ever 
handled. | get better than 8 miles per 
gallon on my L495 Volvo Diesel.” = 
Tade diesel engine has a ver 
fuel consumption due to toroida — 
combustion chamber and the precision 
metering multiple unit direct injection 
system, 


95 





ne ae en as EEG eh en 


iit antl ttn 


see tee 














Chi )—Competition, $3,000; Bolide, $4,- 
245; luxe, $4,995; Coupe, $5,995, 
ASTON-MARTIN—DB4 — cpe., 
G. T. cpe., $12,500. 

AUSTIN—850—2-dr. sed., $1,295. A-40— 
2-dr. sed., $1,795; deluxe ws sed., $1,856; 
Countryman 2-dr. stat. 


tryman . 
A-55 1i—4-ar. bs 
‘Westminster—4-dr. sed. (overdrive), $3,095; 
4-dr. sed., (automatic.transmission), $3,- 
275, (Heater standard on A-40 models.) 


. AUSTIN-HEALEY. nv., $1,795. 
3000—Standard roadster (4-seater), $3,051; 
Deluxe roadster (2 or 4-seater), $3,371. 
(Heater, overdrive, wire wheels standard 
on Deluxe.) 

AUTO UNION—‘‘1000"’—4-dr. sed., $2,- 
526.03; 2-dr. sed., oe Ste 995; 2-dr. cpe. deluxe, 
$2,300. ‘99; 2-dr. . wag., $2,321.07; sport 
cpe., $3,924.68; Psenes multi-purpose ve- 
hicle, $2,775. (Heater standard on all mod- 


$10,400. 


els.) 

BE? 8S 2— Standard Steel 
Saloon, $15,355. (Automatic ’ 
power brakes, radio, 


, power heater 
standard.) Other models are custom-built 
and vary considerably in price. 

BERKELEY — B-96 — Roadster, 
(West Coast port-of-entry price). 

BMW—502—Deluxe 4-dr. sed. (2.6-liter), 
$5,600; 4-dr. sed. (3.2-liter), $6,200; Super 
4-dr, sed. (3.2-liter), $6,700. 507—Touring 
Sport coupe (3.2-liter), $10,500. 

BMW 600—5-passenger sed., $1,398; 5- 
passenger sed. (automatic clutch), $1,493; 
sunroof sed., $1,487. (Heater standard on 
all models.) 

BMW 700—Coupe, $1,898; coupe (auto- 
matic clutch), $1,993; sport coupe (2 car- 
buretors), $1,998; 2-dr. sed., $1,648; 2- 
dr. sed, (automatic clutch), $1,743; 2-dr. 
sunroof sed., $1,737. (Heater standard on 
all models.) 

BMW ISETTA 300 — sunroof, $1,048. 
(Heater standard.) 

BORGWARD—Isabelia—2-dr. sed., $2,- 
295; stat. wag., $2,495; Touring Sport sed., 
$2,645; ‘Touring Sport coupe, $3,550. 
¢Heater standard on ‘all models.) 


$1,795. 


BORGWARD-HANSA ( Goliath) 
—2-dr. sed., $1,797; en stat. wag., $1,- 
900; Empress 2-dr, (46 horsepower), 
$1,950; Empress an sed, (63 horsepow- 
er), $2,100; Tiger sport coupe (46 horse- 
power), $2,210; Tiger sport coupe (63 
horsepower), $2,375. 

CITROEN—ID Luxe—4-dr. sed., $2,545. 
ID-19—-4-dr. sed., $2,745; 4-dr. stat. wag., 
$3,395. DS-19—4-dr. sed., $3,245; Prestige 
4-dr. sed., $3,795. (Power brakes standard 
on ID-19 stat.. wag. Citromatic Drive, pow- 
er steering, brakes standard on 
D8-19 models.) 


DAF—600—Standard 2-dr. sed., $1,395; 
Deluxe 2-dr. sed., $1,545. (Variomatic au- 
tomatio transmission standard on both 
models.) 

DAIMLER—SP-250 V-8—Conv. with full 
equipment, $3,995; hardtop with full equip- 
ment, $4,245, *(Heater included in equip- 
ment group.) 

DATSUN—4-dr. sed., $1,616; 2-dr. stat. 
wag., $1,818; sport conv., $1,996; half-ton 
pickup truck, $1,545. 

DKW—*‘750"’"—-2-dr. sed., $1,665. (Heater 
standard.) 

FACEL VEGA—H.K.-500 coupe, $9,420; 
Excelience 4-dr, hardtop, $12,981; Facellia 
2-dr. hardtop or conv., $4,470. (Auto- 
matic transmission, power steering, power 
brakes standard on H.K.-500 and Excel- 
lence. Power steering, power brakes stand- 
ard on Facellia.) 

FERRARI — 250 Granturismo 
(Farina), $12,600; California conv, 
Netti), $12,600; conv, (Farina), 
(Heater standard on all models.) 

FIAT—6500 Series—2-dr. sunroof, $1,098; 
2-dr. sunroof sport, $1,228; 2- dr, Bian- 
china, $1,298; 2-dr. Bianchina sport, $1,- 
428; Jolly, $i, 760. 600 Series—2-dr. sed., 
$1,398; 2-dr. sunroof, $1,460; 4-dr, stat. 
wag., $1,658; Jolly, $1,906. 1100 Series— 
4-dr, sed., $1,659; 4-dr. deluxe sed., $1,- 
782; 4-dr. stat. wag., $1,918. 1200 Series 
—4-dr. sed., $1,998; roadster, $2,595. 1500 
Series—Roadster, $3,298. 2100 Series—4-dr. 
sed., $2,798; 4-dr. stat. wag., $3,058. 
(Heater standard on all models.) 

FIAT-ABARTH—1750—-Coupe (43 horse- 
power), $3,195; coupe Sestriere (33 horse- 
power), $2, ms Spyder.Allemano (43 horse- 
power), $3,195. 850—-Coupe, $3,195. (Other 
engine options ‘available. ) 


FORD (England)—Angla — 105E 2-dr. 


PC Profit Rate 
7 : e 
Rises to 60 High 

HAGERSTOWN, Ind. — Perfect 
Circle reports that monthly net 
earnings reached their highest 
jevels of the year in August and 
September and are expected to con- 
tinue at present levels through the 
fourth quarter. 

Earnings of $1,615,429 were re- 
ported for the first nine months of 
1960 on sales of $27,497,300. This 
compared to profits of $3,218,710 and 
sales of $30,568,612 for the three 
1959 quarters. 

The report also announced that 
Speedstat, an auto speed controlling 
device designed and produced by 
Perfect Circle, has been selected as 
factory-installed optional equipment 
on the ’61 Chevrolet and Lincoln. 
Speedstat continues to be a factory- 


installed option on Chrysler, Impe- 
rial and Cadillac for 1961. 


— Coupe 
(Bcag- 
$13,600. 





















sed., 


transmission, 
standard.) 


JAGUAR — 3.8-Litre Sedan —4-dr, sed. 
$4,915; 
and power steering), 
(automatic transmission and power steer- 
Mark IX—4-dr. sed. 
matic transmission and power steering), 
XK-150 — coupe, 
$4,807.50; coupe 

$4,892.50; conv., $4,762.50; 
$4,927.50; conv. 
matic transmission), $5,012.50, XK-150-S— 
roadster (overdrive), $5,120; coupe (over- 
(overdrive), $5,- 


(overdrive), 


ing), $5,195, 


$6,020. 
(overdrive), 


transmission), 
(overdrive), 


conv, 


drive), 


conv. 


Port-of-Entry Prices on Imported Cars 


(Heater standard on both models.) 
PANHARD—Nice — 4-dr.. sed., $1,795; 
Carlo—4- 


power brakes and heater are 


$1,608. Prefect—4-dr. sed., 
Escort—2-dr. stat. wag., $1,714. Consul— 


4-dr, 


$5,142.50; conv, 
262.50. (Heater standard on all models. ) 

LANCIA — Appia — 4-dr. 
(Vignale), 
coupe (Zagato), 
sed., $5,998; coupe (Pinin Farina), $6,355; 


$4,490; coupe, 
$4,558. Flaminia 


$5,045; 


$4,642.50; coupe 
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$1,686. 250. 180-D (diesel engine) —4-dr. sed., 
$3,527. 190—4-dr. sed., $3,441. 190-D (die- 


128; coupe (with removable hardtop and 
convertible top), $11,397. Station Wagons— 
180—4-dr. stat, wag., $5,000; Kombi, $4,- 


(auto- | 199-D (diesel engine) —4-dr. stat. wag.,| sed.. 


‘$5,423; Kombi, $5,328. (Heater standard 
on all models. Power brakes standard on| 395. 
all models except Series 180, 180-D, 190 

and 190-D.) am 


METROPOLITAN — 2-dr. hardtop, $1,- 
672.60; conv., $1,696.60. 


MG-MGA 1600—roadster (disk wheels), 
$2,444; roadster (wire wheels), $2,544; cpe. 
(disk wheels), $2,667; cpe. (wire wheels), 
$2,767. MGA-DOHO—conv., $3,069; coupe, 
$3,263 (disk brakes and knock-on disk 
wheels standard), Magnette Mark III—4-| .. 
dr. sed., $2,695. (Heater standard on 


(automatic 


(auto- 


sed., $2,398; 
$4,438; 
— 4-dr. 


$1,585; 


Steel Saloon, 


4-dr, 


$4,720; Cabriolet,’ $4,250; Super Cabriolet, 
$4,470; Super 90 Cabriolet, $4,800. 


‘PRINCE SKYLINE—4-dr. 


$4,620. Land-Rover—2-dr. 


$15,655. 


sunroof sed., 
Caravelle—hardtop cpe., $2,295; conv., $2,- 
(Heater standard on all models.) 
ROVER—100—4-dr. sed., 

4-dr. sed., 
stat. wag., $3,220. 

ROLLS-ROYCE—Silver Cloud—Standard 
(Automatic trans- 
Mission, power steering, power brakes, 
radio, heater standard.) Other models are 
custom-built and vary considerably in price. 
SAAB—93F-750—2-dr. 
sed. (automatic clutch), 





Ariane (V-8)—4-dr. sed., $2,098. Vedette 
(V-8)—Beaulieu 4-dr, sed., $2,298. (Heater 
standard on all Aronde models except 
Etoile.) (The Etoile 4-dr. sedan is the 
only model now being imported.) 


SINGER — Garelle — 4-dr. sed., $2,095; 


=, = S = yon ’ £2, ne Zephyr— | sei engine)—4-dr. sed., $3,718. 190-SL—| Tiger 4-dr. sed., $1,895, Monte conv., $2,349; 4-dr, stat. wag., $2,425 
4-dr. sed., $2,412; ~conv., $2,890. roadster, $5,032; coupe, $5,244; coupe|7r. sed.. $1,998; Tiger 4-dr. sed., $2,095; SKODA— Octavia 2-dr. sed., $1,575; 
H lal 4dr, sed., $1,735; | (Wt removable hardtop and convertible a ont. $2,695. (Heater standard on Octavia, Super ee $1,076; Tourlag 
= ns ’ ; 428. 220—4-dr. sed. . 220-8 ° Sport 2-dr. sed. 1,775; elicia conv., 
Husky 2-dr. stat.'wag. (Series 1), $1,639; ar sed., $4,583. 220-S5Ri-dr. sed.,| « PEUGEOT—403 — 4-dr. sunroot -sed..| $1,005; Feiicia. (with’ removable hardtop 
Husky 2-ar. stat. wag. (Series II), $1,679; | $5,018; conv. or coupe (folding emergency winoens on bere meats et lameieed am ak mentee io ot 
nx 4-dr. stat. wag., $2,299. Commer}seat), $8,091; conv. or coupe (bench-type . s : 

-| Caravan—8-passenger stat. wag., $2,826;|rear seat), $8,184. 300— 4-dr. hardtop, aie ae sae « sean? Rares; | Super | | SUNN ARE = mastse-2-En, baesien,: $3, 
‘‘Mobile-home”’ type vehicle, eget $10,070; 4-dr. hardtop (automatic trans-| 595. ae $3,995; Super 90 Roadster, $4,-| 499; conv., $2,649; Alpine—Roadster, §2,- 
ea oT 08 | Pa. univ, Coematio wonentedh S g13, Super 90 Coupe, $4,470; Hardtop, $4,170;  @AUNUS—a9 2 Super—2-dr. sed., $1 
995; 4- r. conv. (au ic transmission), * ‘ea ann. | eeetnene. : r—2-GF. sed. += 

dr. stat. wag., $4,675. "(Automatic 629. 300-SL—roadster, $10,950; coupe, §$11,-| SUPeT Hardtop, $4,390; Super 90 Hardtop,| 793; 2-ar. Combi-wagon, $1,875. "17-M 


Standard—4- dr. sed., $2,120.50; 2-dr. sed., 
$2,028.50; 2-dr. Combi-wagon, $2, 237. 17-M 
Deluxe—4-dr. sed., $2,266.50; 2-dr. sed., 


sed., $2,295. 


won, ee 903. 180-D (diesel engine) — 4-dr, stat.| (West Coast POE.) $2,174.50; 2-dr, Combi-wagon, $2,383. 
r. ced-| wag., $5,228; Kombi, $5,131. 190 —| RENAULT —4CV —4-dr, sed., $1,292;| TOVOPET — Tiara —4-dr. ‘sed., $1,613. 
4-dr. stat. wag., $5,196; Kombi, $5,100.| 4-dr. sunroof sed., $1,352. -dr,| Crown Custom—4-dr, sed., $1,795; 4-dr. 


stat. wag., $2,080. Toyeta Land Cruiser— 
Soft top, $2,665; hardtop, $2,995; stripped 
model, $2,425. 

TRIUMPH—4-dr. stat. wag., $1,899. Her- 
ald — 2-dr. sed., $1,849; coupe, $2,149; 
conv., $2,229. TR-3 (sports car) — conv., 
$2,675; hardtop, $2,835, (Heater standard 
vn Herald models.) 

TURNER—Standard 950 sports roadster, 
$2,345; Stage II roadster, $2,735; Coven- 
try Climax Stage I roadster, $3,170; Cov- 
entry Climax Stage II roadster, $3,570. 


VAUXHALL — Victor — 4-dr. sed., $1,- 


$1,645. 


$3,695. 3-Litre 


sed., $1,895; 2- 
$1,995; -dr. 


sport (Zagato), $6,485; G. T. Touring, $6,- Seiahette.> sunroof sed., $2,019. 96-850—2-dr. sed., | 957.50; 4-dr. 2-sect stat. wag., $2,262.60. 
486. meas $1,895; 2-dr. sed, (automatic clutch), $1,-| (Heater standard on both models.) 
LLOYD ARABELLA—2-dr. sed., $1,698. MORGAN—Plus Four—2-seat roadster,| 995; 2-dr. sunroof sed., $2,020. 95-850— VESPA — V-400 — 2-dr. sunroof sed., 
MASERATI—Coupe, $11,400; conv., $12,-| $2,810; 4-seat roadster, $2,850; 2-seat/2-dr stat. wag, (3-speed transmission), | $1.080. 
300 coupe, $2,970. $2,265; oo, stat, wag. (4-speed transmis- Se ee as a oon, bond oo. 
M NZ—180—4- MORRIS—850—2-dr. sed., $1,295. 1000/ sion), $2,395. Granturismo 750—2-dr. sed. | sunroo ” , ; ” ’ ; stat. 
ERCEDES-BE 1 Gr, sed.. $3,- Standard—4-dr, sed., frets. Sas: sed., | (4-speed transmission), $2,790, (Heater| wag., $2,245; deluxe stat. wag., $2,620. 
$1,495; conv., $1,574; 2-dr, stat, wag., | standard on all models.) Ghia—cpe., $2,430; conv., §$2,- 
B ° C bi $1,798. 1000 Deluxe—4-dr. sed., $1,718; SABRA—2-dr. stat. wag., $1,999; 2-dr. | 695. (Heater standard on all models.) 
endix OMDINES | 2dr. sed., $1,599; conv., $1,636; 2-dr. | delivery van, $1,899. VOLVO—Special 2-dr, sed, (80 horse- 
stat. wag., $1,825. Oxford—4-dr. sed.,| giygoa—aronde—Deluxe 4-dr. sed., $1,- | Power), $1,895; Deluxe 2-dr. sed, (60 horse- 
$2 259 Cc. e ° » $1, 
Aftermarket Sales rite to 698; Super Deluxe 4-dr, sed., $1,798; Etoile | Power), $1,995; PV-544 2-dr, sed, (85 
NSU PRINZ—2-dr. sed., $1,398; 2-dr.| 4-dr. sed., $1,658; Elysee 4-dr. sed., $1,898; | horsepower), $2,195; 122-S 4-dr. ae. $2,- 
sunroof sed., $1,487. NSU Prinz 30 (36) yontinery 4-dr, sed., $1,971; Chatelaine | 495. (Heater standard on all models.) 


Under Kreuser 


DETROIT.—Formation of Bendix | models.) 
Automotive Service, a sales and 
service organization to consolidate 


horsepower)—2-dr, sed., $1,498. (All are 
5-passenger models.) NSU Sport 


(Heater standard on all 


— 2-dr. sed.. $1,957.50. 
stat. wag., $2,262.60. 


“OPEL—Rekora 
Caravan — 2-dr. 


automotive aftermarket activities 


of nine manufacturing divisions of 
Bendix Corp., has been announced. 
The new organization for the 


first time “puts under one roof” the 
entire range of Bendix products for 


the automotive aftermarket, includ- 


ing brakes, power brakes, power 
steering, brake lining, fuel pumps, 
carburetors, filters, universa] joints, 
ignition systems, starter drives, 
radio receivers, two-way radio and 


Eatontown, 


N, J. 


Truck ie cag by states are 


by R. L. Polk reproventotives in 
‘state capitals. 


2-dr. stat. wag., $1,963; Grand Large 2-dr. 
hardtop, $2,071; Monaco 2-dr, hardtop, $2,- 
146; Plein Ciel hardtop sport coupe, $2,947; 
Oceane conv., $3,167; Oceane S conv., 
795. Ariane (4-cylinder)—4-dr, sed., $1,998. 





WARTBURG—Standard 4-dr. sed., $1,- 
688; standard 4-dr, sunroof sed., $1,778; 
deluxe 4-dr. sed., $1,799; deluxe 4-dr. sun- 
roof sed., $1,889; 2-dr, stat. wag., $1,898; 
4-dr. deluxe stat. wag., $2,085; conv., $2,- 
099; coupe, $2,199; sports roadster, $2,799. 


$2,- 


New Commercial-Car Registrations, 
41 States for October, 1960-1959 


















































60 36| 10547/ 88| 1855| 10003| 3008) 4075) 367) © 235| 437) ~—«(1773| 1481 33905 
other devices and components. ee | 3] "Storl syel pous| tnrza] 2299] 4928 | 3el Sel 1753] terol savor 
According to Malcolm P. Fergu-| Zjizon3 60) 359 ee rr 
son, president of the corporation, 59} ios! 73 326 86 69 | 9} 21 4| 66| 1099 
the consolidation is part of a major | Connecticut 7 | 2 i 170| 70 102 12 8 59| 51 re) 824 
program to expand Bendix after-|_ 59 183 6 192) 48; ~—«:100 16 s|__35]_—§3]__—*59]__— 73% 
market sales. Georgia *60| 474 J 59) 504 I ial a y 2 2 ss 14s 
‘The announced appointment | ——_ te m4 | 7 oo is a 2 13 41; 173 
o Kreuser, formerly manager 59) 27\ 4\ 7 14 2 8 12 113 
of service sales for Bendix Prod-| ;,3 60 506 5) 89! 479) 129] 241-38) a7) ~SCOS| SSS) S| 
ucts Division, South Bend, as man-| ~°"" 3 | Ba 8] 108] oot] tay; 320) 7B]_—Se]_—89) a6) 2089 
ome of:Bendix Automotive Service. Louisiana "60| | os 2| a a 19 ie 2] $ is 3 % 44 
reuser will continue to make his ‘59 6 
headquarters in South Bend. Maine ‘60 2); II] 25, 164) —=—O| SSC 4 4 hn 34) —~587 
Merging of Bendix’s automative | oe 
os eee oo the oo ‘S| 7} aal__ ol teal 689] ia} 368] 00] asta] 98] 2238 
rganizati Michi 60 1) 1049 5| 191| 752) 383) 209 7 27| 32) 17) 159] 2972 
will be handled on a gradual basis | © “"'?°" $9| | "Sol sel t93| gem] at] ase] us| tal ool tea Be] aya 
starting early in 1961, will affect | New Mexico "60 | 301 | 34, 258 83 63 | 13 | 44 20| 817 
the following divisions: ‘59! 381 2 77 407 88 103 2 14 8 46 12 1140 
Bendix Products; Zenith Carbu-| South Dakota "60 191 30; 158) ~=O«39|StC« 2 é i 19) 12) ~—«+556 
retor -and Bendix Filter, Detroit; . o | ta, | tee ee io be |__|) toe 
* | Washington *60| [380 i; 3) 523) 244/157/ +10 8 6; 41; ~-67|_~—«1520 
Tae me aon oh Mi - ieee ‘59 | 305 2} 65] 338] ~— 92} S98} st 5| 16} 45] 71047 
’ , -; Mar-| Gi States Reported to Dat “60, 46| 15008) 110) 2610) I4111| 4499) 5553! 532) 356|  642|  2373| 2204) 48134 
shall-Eclipse, Troy, N, Y.; Seintilla,| For October 59] ——71|_—-13983|_—-258) 2936) 16123) 3549] 6826] 766) ~——366| —«840|_—2413| ~—-2323| 50474 
Sidney, N. Y.; Bendix Radio, Balti- | Year *60/ 257334; 2151| 35332| 234433| 67848) 91823) 9240| 4556] 12183! 24168| 36793| 776747 
more (Towson), and. Red Bank,| To Date '59| 930) 264577} 2396| +43880| 235174| 58718] 85932} 11231] 5218] 12544) 22948} 33722| 777270 


Compiled from official state records. Data property of R. L. Polk & Co, May not be copied, sold or reprinted without Polk permission. 





New Passenger-Car Registrations, 43 States for October, 1960-1959 
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By Robert M. Lienert 
Associate Editor 

ETROIT.—Registrations for the 

44th annual convention of the 

National Automobile Dealers Assn. 
are “way ahead of anything in his- 
tory,” LeRoy Smith, NADA con- 
vention and exhibition manager, 
said last week. 

Smith, who also released a pre- 
liminary convention agenda, 
made his report in Detroit last 
week in the course of a meeting 
of national used-car managers, 
sponsored by the National Auto- 
mobile Dealers Used Car Guide 


Co. 

The NADA convention and equip- 
ment exhibition will be held Jan. 
28-Feb. 1 in San Francisco. 

The Detroit meeting of national 
used-car managers, presided over 
by Everett W. Lawrence, editor of 
the NADA Official Used Car Guide, 
was closed to the press. 

ES oe a 

T WAS no secret, however, that 
leftover ’60s, lethargic sales of 
’6ls and mounting used-car inven- 
tories were topics of paramount 
interest, with discussions spilling 
over into the luncheon period. A 
supplementary guide book was also 

discussed. 

James C. Moore, executive vice- 
president of NADA, in brief lunch- 
eon remarks, touched on differing 
opinions as to the theoretical limit 
on new-car inventories. Of prime 
importance, he said, is the necessity 
of instituting sound business-man- 
agement practices in exercising 
day-to-day inventory control. 

National service managers join- 
ed the meeting for luncheon and 
heard Smith make his prediction 
for a record-breaking NADA con- 
vention. 

“We usually get peaks and val- 
leys in advance convention registra- 
tions,” Smith explained, “In the 
past, when we send out a promo- 
tion, a wave of return mail reaches 
a peak, then falls off until we send 
out another promotion. 

“There has been no such situation 
this year. The mail has been very 
even. If registrations keep coming 
in as they have up till now, we will 
have the largest meeting in his- 


tory.” 
* * * 


HE convention theme, “Formula 

for Profit,” follows the gospel 
that has been preached this year 
by NADA President Birkett L. Wil- 
liams, Smith said. 

Smith predicted that one of the 
convention highlights — although 
it does not appear on the pre- 
liminary agenda—will be the ap- 
pearance of Reps. William H. 
Ayres, Ohio Republican, and 
Paul A. Kitchin, North Carolina 
Democrat, sponsors of minimum- 
wage legislation which failed of 
enactment in the last session of 
Congress. 

The convention program, as it 


Pontiac Appoints 


Works Manager; 


Four Promoted 


PONTIAC. — Appointment of 
B. E. Starr as Pontiac works man- 
ager has been announced by S. E. 
Knudsen, Pontiac general manager. 

Knudsen also 
announced four 
other promotions. 
J. F. Blamy is 
named manufac- 
turing manager. 
H. A. C, Anderson 
succeeds Blamy 
as Yeliability di- 
rector. Succeeding 
Anderson as gen- 
eral superintend- 

A | ent—days, is R. B. 
B. E. Starr Gould, and R, A. 
Weil assumes Goulkd’s former duties 
as pressed metal superintendent. 

All appointments are effective 
Dee, 15. 

Star joined Pontiac’s predecessor, 
Oakland Motor Car Co., in 1927 
following eight years’ service with 
the old General Motors Truck Co. 
in Pontiac. He has been ‘general 
manufacturing manager since 1951. 





NADA Counts Record Registration ... 
Big Convention Coming 


Stood last week, is as follows: 











SATURDAY, JAN. 28 
2:30 p.m. “A Formula for Profit 
Through Service,” with a panel of 
experts featuring Vern Richards, 
Valstrough Chevrolet Co., Oakland, 
Calif. 
SUNDAY, JAN. 29 
11 a.m, Nondenominational, 
men-led worship service, 
2:30 p.m. Feature to be announc- 


lay- 


MONDAY, JAN. 30 
9:30 a.m. NADA president’s re- 
port. 
“Why Things Look Good in 


1961 and 1971,” by Dr. Arthur 
Upgren, Macalester College, St. 
Paul. 

2:30 p.m. “Why Truck Profits,” 
by John N. Bauman, president, 
White Motor Co. 

“Daily Data—Knowledge and 
Profit,” by Logan A. Boggs, 
Burroughs Corp., Detroit. 

TUESDAY, JAN. 31 

7:45 a.m. NADA 30 Year Club 
breakfast. Ballroom, Whitcomb 
Hotel, with Dr, Carl S. Winters as 
featured speaker. 

9:30 a.m. Address by Raoul Per- 
meke, Antwerp, Belgium, president 
of IOMTR (the NADA of Europe). 

Second feature to be an- 
nounced. 

2:30 p.m. Address by David Sar- 
noff, board chairman, NBC. 

“Touch Football (An Adman 
Looks at the Present and Fu- 
ture)” by Whit Hobbs, associ- 





‘Bugs’ in Casting Shelve 
GM Aluminum Engines 


DETROIT.—Casting problems at 
General Motors’ Central Foundry 
Division plant at Defiance, O., re- 
portedly are “putting the brakes” 
on the wholesale switchover from 
cast iron to aluminum engines that 
was predicted for GM cars in the 
next couple of years. 

According to industry sources, 
Oldsmobile and Chevrolet have can- 
celled their large-car aluminum en- 
gines for 1962 or 1963, while Pon- 
tiac is postponing for at least a 
year its large-car aluminum engine. 

However, Buick is reportedly 
going ahead with its aluminum 
engine plans, although there is 
a certain vagueness now as to 
just when it will appear. It’s pos- 
sible that the Buick decision is 
now “up in the air,” with a de- 
cision to be soon forthcoming as 
to just what action will be taken, 
This engine was reportedly set 
for 1962 cars. 

The Buick, Oldsmobile and Pon- 
tiac aluminum engines were ex- 
pected to be rather faithful copies 
of their new compacts’ eight-cyl- 
inder power plants. Chevrolet was 
planning a six-cylinder engine for 
its large cars, as well as a four- 
cylinder engine for its predicted 
“Volkswagen-class” car that would 
compete with Ford’s Cardinal. 

Although Cadillac has had an 
aluminum engine development pro- 
gram under way for several years, 
this division, with its customary 
conservatism until something is 
thoroughly proved out, has backed 
away from any specific target date 
for an aluminum engine. All these 
engines are water-cooled. 

According to one source, the 
big problem at Central Foundry 
is that when the molten alumi- 
num is poured fast enough to 
meet the proposed schedules, the 
aluminum doesn’t flow well, re- 
sulting in cavities and hard 
spots. 

The cavities and a certain 
amount of porosity was expected, 
and measures such as impregna- 
tion were planned for these even- 
tualities., 

However, the hard spots were 
quite unexpected and have taken 
a serious toll at the Buick plant in 
Flint, where the aluminum blocks 
for the Specials, F-85s and a smat- 
tering of Tempests are being ma- 
chined. 

These hard spots have resulted 
in wrecked machinery in some 
cases and serious tool breakage, 
running up excessive “down time” 
and excessive machining costs. 

Although little adverse~ infor- 
mation has leaked out about the 
Rambler die-cast aluminum en- 
gine, American Motors has pre- 
pared for any such casting prob- 
lems by building its aluminum 
block machining line so that it 
could also be quickly switched 
over to machining iron blocks. 

Chrysler Corp. has had nothing 
to say about its die cast, aluminum 
engines, which are slated for about 
10 percent of. ’61 six-cylinder pro- 
duction, since the first unofficial an- 
nouncement last September. 

Ford Motor:Co., which has been 
most reluctant about the switch to 
aluminum engines, reportedly now 
is trying out some sand cast alumi- 
num engines for the Falcon. 

Commenting on the General Mo- 
tors “back off” from aluminum en- 


gines, one aluminum proponent 
said, “What else do you expect 
from a bunch of ‘iron pourers?’” 

Hardest hit by the GM switch 
are the major aluminum companies 
and the machine tool builders, 
which already have had $14.3 mil- 
lion in tooling cancelled in the last 
few months. 


ate copy director, Batten, Bar- 
ton, Durstine & Osborn, Inc. 
WEDNESDAY, FEB. 1 

9:30 a.m. “Deal Me In,” the U. S. 
Steel show featuring an all-Broad- 
way revue. 

2:30 p.m. Introduction of newly 
elected NADA officers. 

Address by president-elect. 
“Are Businessmen Second- 

Class Citizens?” by Arthur H. 

(Red) Motley, president, Cham- 

ber of Commerce of the United 

States. 

Entertainment features of the 
convention will include the Law- 
rence Welk Show on Sunday eve- 
ning, the annual convention dance 
at the Sheraton-Palace Hotel. on 
Tuesday evening and the “NADA 
Revue” featuring Bob Hope on 
Wednesday evening. 


Oldsmobile Adds 


$4,647 Soft-Top 


DETROIT. — Oldsmobile has 
added a specially trimmed and 
equipped Starfire convertible to its 
Super 88 series. The car is priced 
at. $4,647 including federal tax and 
dealer prep.’ By comparison, the 
Oldsmobile 98 convertible is $4,362. 


Starfire standard equipment in- 
cludes automatic transmission, 
power steering, power brakes, 
power windows, white sidewall 
tires, bucket seats and all-leather 
trim. 

The Starfire is built on a 123-inch 
wheelbase and draws 330 horse- 
power from a 394-cubic-inch en- 
gine. It has a special camshaft and 
a four-barrel carburetor. Compres- 
sion ratio is 10,25 to 1. 











use ‘‘Match’’ in your spray departm 
Available in 800. perfect, body-matching col 
Ask your jobber or write for catalog. 


The PHILIP-SANFORD 





BODY LACQUER that duplicates 
the original factory-finish—exactly! 


car imports take a beating in ee Lf 25 it 
ent or en 









CORPORATION: 





PROGRESSIVE DEALERS IN THE MIDWEST 


OHIO ¢ INDIANA e 


ILLINOIS e 


WISCONSIN ° 


IOWA 


Join the Leader for More 
Satisfaction in Selling 





AUSTIN-HEALEY 3000 





AUSTIN A-55 


MORRIS 1000 MGA 1600 





have been on the American market longer than any other group of imported cars. All are products of 


the British Motor Corporation, the world's largest and most experienced manufacturer of sports cars and 


economy cars. 


10 YEAR LEADERSHIP 


EARNED 


@ Fine craftsmanship and superb engineering @ Excellent service and parts availability coast to coast 
through 13 distributors and over 650 dealers @ Largest parts inventory over $15,000,000 @ Widest 
selection of sports cars and economy cars @ Cars realistically priced from $1295.00 p.o.e. with excellent 


profit margin @ Effective nationwide advertising and sales promotion. 


Profitable BMC Franchises available in some market 
for complete details, phone or write 


areas . 





2130 N. LINCOLN AVENUE 


S. H. ARNOLT, Inc. 


Midwest Distributor 


CHICAGO 14, ILLINOIS 
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AUTO 
TURNTABLES 
& 


Senutvstored by 
Ke cant Os. 
sey 2, 


DY 
: ' Stamford 


Inflates to 20-30 feet, Use tacuum cleaner 
or gas — fun at football rallies, all ath- 
letic events, parties. Visible for miles as 
adv. for car dealers, gas stations, new 
store openings. Cost U.S. Gov. $20. Gen- 
uine neoprene. While they last $2. plus 
50¢ post. and handling. 5 for $10. post- 
paid. Send check or M.O. to: 


PRESTON’S, 102 Main St., Greenport, N.Y. 
AS TT TR RNR SET 


4,221,000 


ROAD TRACK 


834 PRODUCTION PLACE, 
NEWPORT BEACH, CALIF 
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Row Leaves Next Month . 





Townsend No. 2 Man 
In Chrysler Lineup 


(Continued from Page 2) 


ber of men from auto companies 
other than Chrysler have been con- 
sidered for the position of presi- 
dent-elect. 

Townsend is an accountant by 
training with limited experience 
in the auto industry, He joined 
Chrysler on April 25, 1957 after 
serving as a partner in Chrysler’s 
accounting firm— Touche, Ross, 
Bailey & Smart. 

Chrysler had no comment. on the 
thinking behing Townsend’s selec- 
tion. One thought was that, in this 
era of cost controls and the profit 
Squeeze, the selection of an ac- 

countant to run the day-to-day af- 
fairs of the company was a logical 
move, 

General Motors Chairman F. G. 
Donner and Ford President R. S. 
McNamara both have been noted 
for financial and cost-control pro- 
grams. 

af oa + 
ao became group vice- 
president for international op- 
erations in October, 1958, responsi- 


|ble for all Chrysler activities 


outside the United States. 


These activities include Chrysler 
Corp. of Canada, Ltd., and Chrysler 


(Continued from Page 2) 


115 Leading 


e 
Counties 
Passenger 
State—County Cars Trucks 
Camden ............ 122,597 12,777 
EE. essbasuenssosees 294,705 34,364 
Hudson. ............ 152,207 17,354 
Mercer .............. 90,355 10,996 
Middlesex ........ 148,607 15,977 
Monmouth ...... 121,289 15,052 
Morris ............... 102,487 10,644 
TEUIND  Scccccossase 137,428 15,136 
ES i ecetacesies 199,951 16,608 
NEW YORK 
5 Boroughs ...... 1,316,665 114,877 
I cd cccs caine 328,346 32,446 
Monroe ............. 194,266 18,245 
Nassau .............. 486,081 31,380 
Onondaga ........ 137,166 15,267 
sis ctscecten 237,590 23,851 
| Westchester ... 299,489 22,090 
N. CAROLINA 
Mecklenburg .. 91,133 16,465 
OHIO 
Cuyahoga ........ 564,447 43,270 
Franklin ........... 234,330 28,761 
Hamilton ........ 272,263 27,373 
dis aginst ie 158,420 14,908 
Mahoning ......... 98,628 10,235 
Montgomery 187,795 17,720 
EE Scbisiceseanéest 124,187 14,629 
Summit ............ 182,386 17,974 
OKLAHOMA 
Oklahoma ........ 172,177 34,272 
I Els xls coscsecs 137,147 26,113 
OREGON 
Multnomah. ....... 216,978 33,530 
PENNA. « 
Allegheny ........ 474,981 48,426 
EPIL scccechssoovese 92,481 13,394 
IED | c2isccsscoscesee 110,766 10,307 
Delaware ........ 179,285 11,154 
Lancaster ........ 95,537 16,027 
Luzerne ............. 108,477 14,374 
Montgomery . 190,748 19,589 
Philadelphia 473,269 51,058 
Westmoreland 106,652 13,964 
RI 87,956 13,697 
RHODE ISLAND 
Providence ...... 176,886 22,906 
TENNESSEE 
Davidson _........ 124,195 17,087 
Shelby .............. 168,075 23,403 
TEXAS 
UND, ck cabsccoseee 198,156 33,536 
Dallas ................ 351,110 54,351 
Harris ............... 431,243 71,629 
Tarrant. ............ 198,001 33,738 
UTAH 
Salt Lake ........ 134,155 24,833 
VIRGINIA 
Henrico ............ 118,040 20,155 
Norfolk ............ 124,166 14,579 
WASHINGTON 
EE ssi cknciccounees 338,160 51,557 
Pierce ............... 107,555 17,962 
Spokane ............ 96,514 18,594 
W. VIRGINIA 
‘Kanawha ........ $1,675 16,292 
WISCONSIN 
Milwaukee ....... 322,300 29,638 


Total of 1155 ————— —————__ 
Counties ......... 27,982,937 3,423,979 
Total U.S. as —————- —————- 
of July 1, 1960..57,102,676 10,802,959 











International, S.A. which was 
formed in 1958 with headquarters 
in Geneva, Switzerland, for the de- 
velopment of world markets for 
Chrysler and Simca products. 

Townsend has worked on 
Chrysler Corp. affairs for more 
than 13 years, including 10 with 
the company’s national account- 
ants—Touche, Ross, Bailey and 
Smart. He became a partner in 
this firm in 1952. In 1957 he was 
elected comptroller of the auto 
company and was elected vice- 
president in 1958, The next year 
he was named a Chrysler direc- 
tor. 

He was born in Flint on May 12, 

1919. 

+ * of 

E BEGAN his business career 

in the National City Bank of 

Evansville where he worked for a 

year and a half before enrolling in 

the University of Michigan. He re- 

ceived the degrees of bachelor of 

arts in 1940 and master of business 
administration in 1941. 

In 1941 he joined the account- 
ing firm of Ernst & Ernst in De- 
troit and in 1944 he went into the 
Navy as a disbursing officer, serv- 
ing on the aircraft carrier Hor- 
net in the Pacific. 


In 1946 he rejoined Ernst & Ernst 
and in 1947 he became a super- 
vising accountant at George Bailey 
& Co., which is now the firm of 
Touche, Ross, Bailey & Smart. 

Townsend is married to the for- 
mer Ruth M. Laing of Detroit. The 
Townsends and their three sons, 
James L., Charles S. and Richard 
J., live in Birmingham, Mich. 

* * * 

7 Ace vice-president of the 

corporate planning staff since 
April, 1958, now will: broaden his 
responsibility to embrace market- 
ing, planning, research and service 
training, as well as corporate ad- 
vertising. 

Both Laughna, 44, and Quinn, who 
will be 57 this week, report directly 
to Townsend. 

Some of the activities newly as- 
signed to Laughna, a onetime 
general manager of Packard, have 
been handled in the past by James 
B. Wagstaff, Chrysler Corp. vice- 
president and former general 
manager of DeSoto. Wagstaff. will 
be 65 next June 4, 

Quinn’s responsibilities will con- 
tinue to include the corporation’s 
three sales divisions, service parts 
and accessories supply division, and 
finance and personnel offices of the 
automotive sales group. 

* + cg 

5 ACen joined Chrysler Corp. 

in 1956 as director of planning 
and material control for the com- 
pany’s automotive group. Formerly 
he had been vice-president and gen- 
eral manager of Packard and had 
been associated with the Ford 
Motor Co. in various capacities. 

He was elected a Chrysler Corp. 
vice-president and named to head 
the corporate planning staff Apr. 
24, 1958. 

Quinn was elected a Chrysler 
Corp. vice-president in 1953 and a 
director in April, 1954. He has held 
his present position of vice-presi- 
dent—sales divisions since June 1, 
1959. 

+ + ca 
OW was born Jan. 10, 1896, in St. 
Marys, O. He was graduated 
from grade and high schools there 
and later attended Valparaiso Uni- 
versity. 

He began his automotive career 
in the planning department of 
Dodge Brothers in 1916. The follow- 
ing year he enlisted in the Army, 
serving for two years in France 
with the 329th Machine Gun Bat- 


|talion, as a sergeant and a second 


lieutenant. 

He returned to Dodge in 1919 
and for the next 13 years was 
engaged in planning, purchasing, 
sales and manufacturing. In 1932 
he became production manager of 
Chrysler Export Corp. and, nine 
years later, was made director of 
operations for that organization. 

He joined Chrysler of Canada in 
1942 when he was named assistant 
to the president, His first assign- 
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ment was to the staff of Chrysler 
of Canada officials who were re- 
sponsible for the reorganization 
and operation of Sorel Industries, 
Ltd., a gun arsenal and steel] plant 
at Sorel, Que. 
* cd * 
N 1943 he returned to the U. S. 
to become general manager of 
the Chrysler-operated government 
ordnance depot at Anniston, Ala., 
remaining there until late 1945 
when he returned to his former po- 
sition with Chrysler of Canada. 

One year later he became vice- 
president and general manager of 
the Canadian company and in Feb- 
ruary, 1951, succeeded the late 

Cc. W. Churchill ag president. 

Row served as president of 
Chrysler of Canada until he was 
named administrative vice-presi- 
dent of Chrysler Corp. on July 16, 
1956. From June 18 to July 16, 
1956, he also served as president 
of Chrysler Export Corp., suc- 
ceeding the late C. B, Thomas. 
Row was elected a vice-president 

and a member of the board of 
Chrysler Corp. on June 22, 1956, He 
was named first vice-president 
April 24, 1958. 
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Simca Dealers in South 


Hear Talk by Townsend 

MIAMI.—Lynn A, Townsend, ad- 
ministrative vice-president of 
Chrysler Corp., met here with 
southern area Simca dealers to out- 
line plans to increase Simca pene- 
tration of the American imported- 
car market, 

The Simca dealer meeting was 
the second of three meetings being 
held to inform Simca’s United 
States dealers about the new single- 
line dealer network and the plans 
for increasing sales in 1961. Town- 
send attended the first meeting held 
in New York City two weeks ago. 
A meeting with Western dealers 
will be held in Los Angeles shortly 
after Jan. 1. 

Seventy-five Simca dealers, 








Hudson Plant Demolition 


Scheduled to Resume 


DETROIT.—Demolition of the 
old Hudson plant here will be 
resumed after American Motors 
repurchases the property, prob- 
ably this week, according to 
George Romney, AMC president. 

AMC had sold the property to a 
group which planned to erect a 
shopping center on the site. Dem- 
olition work bogged down, and 
the area is covered with rubble 
and broken concrete. Romney 
said AMC would repurchase the 
property and complete the job “to 
help correct a nuisance situation.” 





salesmen and company personnel 
attended the meeting held here. 
Outlining Chrysler’s plans for 

Simca, Townsend told the deal- 

ers: 

“We are in this program ‘for 
keeps. There is a continuing, good 
demand in the U. S, for imported 
cars in Simca’s price class, and we 
are continuing to build a strong 
Simca dealership organization both 
inside the Chrysler Motors Corp. 
dealer body and outside it.” 

. ca aa 


Dann Requests Ouster 


Of Chrysler’s Townsend 


DETROIT.—Election of Lynn A. 
Townsend as administrative vice- 
president of Chrysler Corp. did not 
please Sol A. Dann, chief critic of 
Chrysler management who has filed 
a number of suits against the com- 
pany. 

He promptly registered a protest 
with the directors of the company 
and asked them to request Town- 
send’s resignation. He also called 
for the ouster of Touche, Ross, 
Bailey & Smart, Chrysler account- 
ing firm. Townsend was with the 
accounting firm before joining 
Chrysler. 


Auto Credit Total Dips 
After 8-Month Increase 


WASHINGTON.—The volume of 
auto credit outstanding fell by $31 
million in October to reach, $18,055 
million at the end of the month, 
the Federal Reserve Board re- 
ported. 

It was the first month in which 
the credit total has gone down 
since January of this year. The 
credit total has increased by 
$1,396 million in the last 12 
months. 

Total consumer installment debt 
increased by $81 million in October 
to reach $42,217 million at the end 
of the month. With the exception 
of auto debt, all classes of con- 
sumer installment debt increased 
during the month. 

The drop in the auto debt total 
in October appears to be due to the 
fact that credit purchases did not 
rise as much as they might be 
expected to during the month. 

New loans extended amounted 
to $1,412 million in October, com- 
pared to $1,383 million in Septem- 
ber and $1,564 million in October 
of last year. Auto debt repaid in 
October totalled $1,443 million, 





‘Dealer of the Year’— 


Frank P. Fitzpatrick (Plymouth), An- 
sonia, was named the first ‘Connecticut 
deaier of the year” at the annual conven- 
tion of the Connecticut Automotive Trades 
Assn. in Hartford. The selection was made 
by a committee from the University of 
Connecticut school of business administra- 
tion. At left is Prof. C. H. Scott McAlister, 
a member of the selection committee who 
presented the award to Fitzpatrick. 


compared to $1,375 million both 
in September and in October of 
last year. 

Of the auto credit outstanding at 
the end of October, banks had ex- 
tended $8,061 million, down $6 mil- 
lion during the month, but $728 
million above the year-earlier figure. 


Finance companies held $7,796 
million, a drop of $36 million during 
October, but $390 million more than 
a year earlier. 

Other financial institutions, 
mainly credit unions, held $1,564 
million of the paper, up $13 mil- 
lion during the month and a gain 
of $237 million in the last year. 

Auto dealers held the remaining 
$634 million, down $2 million in 
October, but a gain of $41 million 
in the last year. 


Obituaries 


Robert C. Beiser, 68, 


Retired Auto Writer 


CINCINNATI.—Robert C. Beiser, 
68, Cincinnati Hnquirer automobile 
writer for 50 years, died Dec. 6 in 
General Hospital here. 

Mr. Beiser, one of the first to 
see “news” in the horseless buggy, 
retired as automotive editor of the 
Enquirer two years ago. He was 
one of the few newspapermen to 
have conducted an automobile col- 
umn continually since its inception. 

ok + * 
Joseph W. Chapman 

BRENTWOOD, Calif.—Joseph W. Chap- 
man, 36, owner of the Brentwood Motor 
Co, (Ford) was accidentally killed while 
hunting near Grangeville, Id. He had been 
associated with the dealership 15 years, 


the last five as owner. 
* * 


A, C, Tatum 
OPELIKA, Ala.—A, C, Tatum, pioneer 
Opelika autq dealer, died Nov, 30 at Lee 
County Hospital. 


* * 7 
Keith S. Kleespies Jr. 
CINCINNATI.—Keith 8. Kleespies jr., 


40, 
(Oldsmobile), 


a partner in Keith 8. Kleespies Co. 
died Dec, 4. 
* * 


Clifford L. Eddins 
THE DALLES, Ore.—Clifford L. Eddins, 
71, an auto dealer since 1925, died of a 
heart attack. 
+ + * 


Nathan R. Schmidt 
CHICAGO.——-Nathan R. Schmidt, 54, who 


was manager of the defunct Downtown 
Nash, died Nov. 30. 
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Several Car Makers Set Records. . . 


Strong Nov. Sales Claimed 


(Continued from Page 2) 
d the former 11-month rec- 

ord of 1,578,814 in 1955, 

Cole said Corvair sales were 
22,850 in November and 209,737 for 
the 11-month period. Corvair ac- 
counted for 13.2 percent of Chevro- 
let sales during the 11-month pe- 
riod. Corvair’s high point was 15.9 
percent in November. 

Cole said the Impala and the 
Monza are Chevrolet’s best sellers. 
He said 30 percent of Corvair de- 
mand is for the Monza and that 
production of the four-door Monza 
will begin later this month. 

* * * 


Thunderbird 


Thunderbird sales in November 
established two records, accord- 
ing to Lee A. Iacocca, Ford Divi- 
sion general manager. 

He said November sales of 8,100 
units were the highest for any 
month since the car was intro- 
duced in the fall of 1954, and that 
sales in the second 10-day period 
of November set a new 10-day 
mark, 

Sales in the mid-November pe- 
riod totalled 3,674, or 459 units per 
day, Iacocca said. He added that 
this was 30 percent ahead of the 
previous mark of 353 cars per day 
which was set in the final 10-day 
period of June, 1959. 

Iacocca said Ford Division has a 
two-month backlog of orders for 
the new Thunderbird. 

* ok ok 
Cadillac 

Cadillac reported the best No- 
vember and the best 11-month sales 
total in its history. 

November retail deliveries reach- 
ed 14,757, compared with the previ- 
ous high of 13,680 in November, 
1955, according to General Manager 
Harold G. Warner. 

He said it was the third best 
month in Cadillac’s 59 years, be- 
ing surpassed only by December, 

1958, and October, 1960, 

Warner said the 11-month total 
of 138,499 was more than 7 percent 
above the former record of 129,139, 
which was set in 1957. 

* cd 


Oldsmobile 


Dealer deliveries in November 
totalled 36,752, making it the second 
best November in Oldsmobile his- 
tory, according to Jack F. Wolf- 
ram, general manager. The alltime 
high for the month was reached 
in 1955. 


7. x * 
Chrysler Corp. 

Chrysler Corp. said its dealers 
retailed’ 68,623 new cars in Novem- 
ber. It was the best November in 
three years, according to E, C. 
Quinn, sales divisions vice-presi- 
dent. 

Quinn said 11-month sales total- 
led 868,074 units, an increase of 34 
percent over the 646,444 cars sold 
in the like period of 1968. 

+ cd 


Dodge 
Dodge dealers delivered 25,051 
cars last month, the best November 
mark since 1950, according to By- 
ron J. Nichols, general manager. 
He said the 11-month total was 
339,047, which exceeded Dodge’s 
previous full-year record. The for- 
mer mark was 313,734 for the en- 
tire 12 months of 1951, This year’s 
1i-month figure is 120 percent 
above the 153,848 cars sold in the 
first 11 months of 1959, 
” 


Plymouth 


Plymouth sales for the first 11 
months of 1960 totalled 419,112, a 
12 percent increase over last year, 
according to Harry E, Chesebrough, 
division general manager. 

said more Plymouths were 
sold in the first 11 months of 
this year than in the full year 

of 1959, 

He said Plymouth dealers aver- 
aged 111 sales per franchise dur- 
ing the 11-month period, a 75 per- 
cent increase over last year. A re- 
duction in the number of Plym- 


Hurt by Driverless Car 
DURHAM, N. C.—James Paul El- 
kins, 42, president of Elkins Motor 
Co. here, sustained a fractured pel- 
vis when a driverless car being 
worked on rolled against his back 
while he was placing an emblem on 

the rear of another automobile, 
















































outh dealerships, resulting from the 
Dodge-Plymouth splitup, was large- 
ly responsible for the huge increase 
in sales per dealer. 


* 
Rambler 


November sales of 33,577 Ram- 
blers marked the 38th consecutive 
month in which deliveries have top- 
ped those of the year-earlier month, 
according to Roy Abernethy, Ameri- 
can Motors executive vice-president. 

He said dealers sold 400,380 Ram- 
blers in the first 11 months of this 
year, a gain of 184 percent over 
the 338,299 sold in the like period of 
1959. It was the first time Rambler 
sales have exceeded 400,000 in a cal- 
endar year. 

* + 
Pontiac 

Pontiac retail sales totalled 34,829 
in November, according to General 
Manager S. E. Knudsen. He said it 
was the division’s best November 
since 1955 and its third best in 
history. 

Knudsen added that Tempest 
sales climbed to 2,728 in the final 
10 days of the month. He said it 
was a 36.3 percent increase over the 
previous 10-day period. 

* * * 


L-M Division 

Ben. D. Mills, Lincoln-Mercury 
general manager, reported Novem- 
ber sales of 33,416 units for the cars 
retailed by his division. 

The breakdown was: Comet, 
17,274; Mercury, 13,543; Lincoln, 

1,780, and imports, 819, 

Mills said retail deliveries for the 
first 11 months of this year were 
336,366. Comet, introduced March 
17, accounted for 151,980 of that 
total. Last year, without Comet, the 


For Both ’60s, "61s ... 


and executive cars at “$300 and 
more under actual factory cost,” 
and Avis Ford, Detroit, had 20 
demos, “some as low as $500 below 
factory cost.” 

* * + 
Une to ’61 models, Dumas 

Milner Chevrolet, San Antonio, 
staged a “special discount” sale on 
100 cars. The ad included the “list 
price” and the “sale price” of every 
unit in the line. 

Hard-to-get Corvair Monza 
coupes were tagged at $2,085, a 
discount of $211 from the local 
sticker price (including freight), 
and Bel Air two-door hardtops 
were $2,265, down $348. 

Mercury dealers are using vari- 
ous angles to promote their lower- 
priced Meteor 600 two-door sedan. 
Weeks Motors, Inc., Durham, N.C., 
mentioned the sticker figure of 
$2,417. 

Monarch Auto Co., Louisville, de- 
clared: “Mercury Meteor’s price 
tag says $2,417, but we say, ‘Come 
in and get our deal.’” Snelling 
Motors, Houston, advertised a 
“brand new ’61 Mercury tudor se- 
dan” at $1,979. 

A full-page ad by Fort Sumter 
Chevrolet Go., Charleston, S. C., in- 
formed shoppers that “60 new 
Chevrolets must be sold to some- 
one (at some price) in 60 hours.” 
The ad included ’61 and ’60 models 
and mentioned discounts up to $800 
on the leftovers. 

7 
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IXIE FORD, Greensville, S.C., 
inserted almost identical ads on 
’6ls and ’60s. One offered 158 new 
’61 Fords and Falcons with pay- 
ments as low as $52 per month. 
The other reminded shoppers that 
Dixie had 28 new ’'60 standard 
Fords at $55.31 per month, 
Southside Ford, Jacksonville, Fla., 
listed ’61 Falcon two-doors at 
“$1,797—f ull price—no gimmicks,” 
while Burkett Motors (Dodge), 
Houston, priced Lancers at $1,882. 
Dean Sellers Ford, Detroit, 
stressed “no delay; delivery to- 
day” in a 61 Thunderbird adver- 
tisement, Ford Division said last 
week that it has a two-month 
backlog of T-Bird orders. 





Price the Big Ad Theme 


(Continued from Page 3) 


division’s 11-month sales were 261,- 


167, he said. 
Ce ee 


Buick 

Buick dealers delivered 31,099 
cars in November, compared with 
28,691 in October, according to Ed- 
ward D. Rollert, general manager. 

He said the two-month total 
of 59,790 was Buick’s best record 
for the period since 1955. 

Rollert said October-November 
deliveries included 11,581 Specials. 
He reported that 61 percent of Spe- 
cial tradeins were competitive 
makes and that 32.2 percent were 
Fords, Chevrolets or Plymouths. 

* ck * 


Chrysler 


Dealers delivered 73,552 new 
Chryslers during the first 11 months 
of this year, an increase of 21.3 
percent over the comparable period 
of 1959, according to Clare E. 
Briggs, general manager, Chrysler- 
Imperial Division. 

He said November sales totalled 
7,675 units. About half of them were 
Newport models. 

Briggs said more Chryslers were 
sold during the first 10 months of 
this year than in the entire 12 
months of either 1508 or 1959. 

* oe 


Studebaker 


Studebaker retail deliveries for 
the 10-day period ended Nov. 30 
totalled 2,888 units, an increase of 
28 percent over the previous 10 
days, according to L. E. Minkel, 
marketing vice-president. 

Lark and Hawk retail deliveries 
for November increased 14 percent 
over the total for October, Minkel 
added. 


Imports Draw 56,000— 


By Sally Pfeiffer 
Staff Correspondent 

ATLANTA.—Once again, an au- 
tomobile title registration bill will 
be introduced in the Georgia Gen- 
eral Assembly in January. 

Such a bill has been introduced 
several times before without suc- 
cess. Previous opposition has come 
from several sources. 

Many automotive officials, such 
as the Georgia Independent Au- 
tomobile Dealers Assn., have 

backed a title registration law 
and worked for its passage. 

The new bill, however, has many 
supporters. Administration legisla- 
tive leaders are backing it. R. H. 
East, president of the Atlanta Auto 
Dealers Assn., says he is for the 
bill, believing it will protect every- 
one. 

Cy Young, executive secretary of 
the GIADA, declared: “We were 
the original backer of such a bill. 
We've presented one many times. 
We certainly hope this one will 
ass.” 

The bill will be introduced by 

























Car Center found a new reason for 
a “must-go” sale. 

The dealership said: “50 brand 
new 1961 Comets and Mercurys 
must be sold this weekend to make 
room for grandstands for the|p 
Tournament of Roses Parade.” 


State Curbs on Dealer Practices 


Coercing 
Losing buyers 
factory Misleading to take 
franchise | advertising | accessories 


Breaking 
contracts 
with 
buyers 


Failure to 
keep estab. 
Hshed place 
of business 


Reasons 
States 
Deny 
Licenses 
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Rhode Island 
South Dakota...) 3 
Tennessee , I 

Utah . 
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*—Used car only. Entering prohibited manufacturer contracts are grounds against 
dealers in Iowa, Michigan and Ohio. and Wisconsin may deny a li- 
cense if a territory is already adequately dealered. Wisconsin also bans bushing, 
interest charges in excess of 15 percent per annum and ‘‘endless chain sales.’’ 
Oklahoma requires that a dealer maintain reasonable stocks of parts and acces- 
sorties, Arizona insists that a licensee devote ‘‘substantial time’’ to his dealer- 
ship. —Compiled by Automotive News from AMA data. 





In Pasadena, Calif., Economy 





































Automotive interest in San Francisco is running high as indicated by the third an- 
nual Imported Car Show which drew 56,000 customers in six days. This was a 40 per- 
cent increase in attendance over last year's show which ran for 11 days. Ansel J. 
Schloss, right, Simca dealer, inspects the Simca display with E. F. Frank, Simca Western 
area sales manager. Schloss said direct Simca sales and a good prospect list were 
garnered by his salesmen at the exhibit during the show. 


New Drive for Title Law 
Is Under Way in Georgia 





Rep. Ebb Duncan, Carrollton, He 
said: “I know personally of over 
30 lawsuits in which people sold 
mortgaged cars to dealers, and 
these dealers are now trying to re- 
cover.” 

Duncan’s bill is patterned after 
the North Carolina rule, It gives 
authority to the Georgia revenue 
commissioner to administer the 
law. 

Car owners would be required 
to register their ownership with 
the revenue commissioner or 
someone appointed by him, The 
fee would be 50 cents, 

In the pre-legislative forums 
sponsored by the Georgia Chamber 
of Commerce, Georgia was describ- 
ed as “the dumping ground for 
stolen cars from all over the na- 
tion.” 

Copies of the proposed bill have 
been mailed to members of the 
General Assembly for study. Work 
is still being done to make the bill 
as short, simple and effective as 
possible. 


Cuban Employes 
Protest Closing 
Of Chrysler Office 


HAVANA, Cuba.—A charge that 
Chrysler International abandoned 
its Havana office and Cuban em- 
ployes without notice and left 44 
Cuban employes “without consider- 
ation and compensation” has been 
made by a group calling itself 
“Chrysler International Cuban Per- 
sonnel,” 

In Detroit, Chrysler Corp. said 
that Robert C, Mitchell, secretary 
of Chrysler International S.A., Gen- 
eva, Switzerland, notified the Cuban 
ambassador to Switzerland Nov. 16 
that the company was withdrawing 
from Cuba. 

Mitchell also wrote the ambassa- 
dor that “we stand willing to make 
with the Cuban government mu- 
tually acceptable arrangements for 
termination benefits for our loyal 
Cuban employes.” 

The substance of Mitchell’s mes- 
Sage was cabled to Cuba’s minister 
of state and minister of travel, 
Chrysler said. 

The office has been moved to 
Panama. The Chrysler staff in Ha- 
vana consisted of 82 persons, of 
whom 30 were Americans. 


Few States Curb 
Sales Practices 


(Continued from Page 3) 














revocation of a license in another 
state for unlawful acts. 

Arizona is unique with a pro- 
vision whose enforceability has yet 
to be thoroughly determined. Li- 
censes may be denied or rescinded 
if dealers fail to devote “substantial 
time” to their businesses. 
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250,000 Mechanics Are Needed 


By David J, Atchison 
Staff Correspondent 

CHICAGO.—Members attending 
the annua] meeting of the Auto- 
motive Electric Assn. heard an 
urgent plea for another quarter- 
million master mechanics last 
weekend, and wound up their ses- 
sions with presentations of plaques 
for sales excellence, 

Edwin R. Stroh, vice-president of 
Electric Autolite Co.. challenged the 
automotive industry to solve the 
serious shortage of trained me- 
chanics and “to provide needed 
support of our products and serv- 
ices.” He said that all concerned 
should encourage American youth 
and immediately train them in 
modern auto mechanics. 

Stroh cited one manufacturer 
who needs nearly 60,000 mechanics 
for its dealerships, “and each year 
the shortage grows.” He called 
for “deserved recognition” of the 
automotive mechanics field as a 
highly-regarded, well-paying and 
necessary specialty. 

With the complex cars and equip- 


Oldsmobile Names 
Mattox, Neville 
To Key Positions 


LANSING. — Oldsmobile Division 
has made two key additions to the 
home office staff. 

James F. Mattox jr., 40, has been 
named director of advertising, and 





J. F. Mattox R. R. Neville 
Robert R. Neville, 44, has been ap- 
pointed administrative assistant to 
General Sales Manager Emmett P. 
Feely. 

Mattox, whose career in the auto 
industry includes extensive retail 
sales experience and numerous key 
appointments within Oldsmobile’s 
field organization, has been man- 
ager of Oldsmobile’s Minneapolis 
zone. 

Mattox joined Oldsmobile in Jan- 
uary, 1951, as a parts and accesso- 
ries representative in the division’s 
St. Louis zone. 

Neville, a 10-year veteran of Olds- 
mobile’s field sales organization, is 
a native of Los Angeles. He has 
been manager of Oldsmobile’s Dal- 
las zone since April, 1959. 

He joined Oldsmobile in July, 
1950, as a parts and accessories rep- 
resentative in the Los Angeles zone. 

Filling the vacancy created by 
Neville’s promotion from zone man- 
ager at Dallas is 41-year-old James 
G. Ellis, former assistant zone man- 
ager in Chicago. 


Lincoln Marketing Post 
Given to Allison 


DEARBORN.—Douglas F. Alli- 
gon has been named Lincoln Con- 
tinental marketing manager of Lin- 
coln-Mercury Division. In his new 
position, he will be responsible for 
recommending objectives and 
themes for Lincoln Continental mar- 
keting programs, and for coordinat- 
ing them with the national sales 
organization. 

Formerly assistant marketing 
plang manager, Allison joined the 
company in 1946. He has been a 
buyer with central staff purchasing, 
an administrative engineer and pro- 
gramming assistant on the Conti- 
nental Mark IJ, and programming 
and facilities planning manager for 
Lincoln. 


Truck Lights on Cadillac 

TORONTO. — Starting in Janu- 
ary, Cadillac Series 75 sedans and 
limousines will carry truck lights 
at the front and rear in accord- 
ance with an Ontario Department 
of Transport ruling that any ve- 
hicle more than 80 inches wide 
must carry such lights. 


ment today, he said, “properly 
trained automotive service men are 
very near the level of engineers.” 
In an attempt to upgrade and pop- 
ularize the mechanic trade, Stroh 
expects to solicit every organization 
and association involved in the au- 
tomotive industry to organizea 
complete program, hit every chan- 
nel of communication and influence 
to stimulate motivating interest in 
automotive mechanics as the “fine 
career it represents for enterprising 
young people.” 

By giving the field the recogni- 
tion it deserves, Stroh said, “we can 
restore interest in this vital voca- 
tion among young men of lesser 
formal schooling. It also can help 


Bankruptcy Pleas 


Involve 2 Dealers 


DETROIT.—A_ Lincoln-Mercury 
dealership in Vancouver, Wash., 
has been adjudged a bankrupt, and 
a Ford outlet in New Haven, Conn., 
is seeking approval of its general 
creditors to remain in business. 


Elliott Lincoln-Mercury Co., Inc., 
Vancouver, has been adjudged 
bankrupt on its own petition. The 
first meeting of creditors has been 
scheduled for Dec. 16 in the Clark 
County Courthouse. 

Thomassen Ford, Inc,, New 
Haven, has filed a petition in 
United States District Court seek- 
ing an arrangement with its credi- 
tors so it can remain open. The 


keep us soundly prepared to meet 
all national eventualities.” 

At a Monday breakfast meeting, 
12 warehouse distributors. were hon- 
ored by Monroe Auto Equipment 
Co., Monroe, Mich., for shock ab- 
sorber sales totalling more than 
two million during the past year. 

J. E. Bickel, outgoing AEA 

president, cited the distributors 

for sales exceeding $10,000 each 
in shock absorbers. Three new 
members received plaques from 

Brouwer McIntyre, president of 
Monroe, while the other nine 

were awarded bars to add to 
plaques previously won. 

The 150 distributors attending the 
breakfast also heard a presentation 
of the Monroe merchandising pro- 
gram by Pete Middleton, sales man- 
ager, and Walter Nash, a company 
sales executive. In addition to view- 
ing Monroe’s product film, the 
group was treated to an interesting 
auto racing film, “The Fast Fifties.” 

Jim Rathmann, 1960 Indianapolis 
500 winner, and Rodger Ward, 1959 
winner, both of whom are featured 
in the movie, were presented in per- 
son by Westbrook Van Voorhis, 
MBS news commentator. 


The new distributor members of 
Monroe’s Century Club are Lenk, 
Inc., Boston; Nu-Way Auto Elec- 
tric Co., Milwaukee, and Electrical 
Service and Sales, Des Moines. 
Winners of plaque bars were Dur- 
ham Co,, New York; Illinois Auto 
Electric, Chicago; Electrical Equip- 
ment Co., Logs Angeles; Wheels, 
Inc., New York; Reinhardt Bros., 
Minneapolis; F. A. Crossman, Syra- 


|cuse; Service Sales, Inc., Pitts- 


company’s debts exceed its assets; burgh; Moore Bros., Houston, and 


by $173,000. 


Beech-Whitman Co., Rochester. 


At Portland, Indianapolis .. . 


Show Crowds Decline 


7s five-day Portland (Ore.) 
auto show drew about 58,000 
visitors, almost equalling the 60,000 
who attended the last previous 
event, a 10-day run in 1958, accord- 
ing to Marvin Tonkin, president of 
the sponsoring Automobile Dealers 
Assn. of Portland. 

The turnout at the 10-day Indi- 
anapolis show was down from 
60,401 to 48,586. Tom Hanika, 
manager of the sponsoring Indi- 
anapolis Automobile Trade Assn., 
said he was unable to account for 
the drop. 

Both new and used-car sales 
picked up during the Portland show 
and immediately afterward, accord- 
ing to Howard J. Steib, association 
and show general manager. 

He said dealers reported that the 
new compacts introduced this year 
were responsible for a surge in in- 
terest in the ’61 models. 

* * ” 


A LTHOUGH the Indianapolis 
turnout was “disappointing,” 
Hanika said, “we’re not crying; the 
dealers are happy with the results 
and were of the opinion that those 
who attended were in a buying 
mood.” 


He added that dealers report- 
ed they had made more sales on 
the show floor than ever before, 
and had a more promising list of 
prospects. 

It was the first time that an In- 
dianapolis show has been held be- 
fore Christmas, In the past it has 
been scheduled for January. 

“We had hoped to cash in on 
the Christmas-shopping season,” 
Hanika said. “People usually aren’t 
as interested in cars after spending 
a lot of money on Christmas pres- 
ents.” 

+ * * 
AN ESTIMATED 10,000 persons 
attended the fourth annual 
show sponsored by the Lakeland 
(Fla.) Automobile Dealers Assn. of 
the Southgate Shopping Center. 

Eight bags containing 50 silver 
dollars each were given away on 
the final night of the show, ac- 
cording to J. H. Rhodes, associa- 
tion president, 

“The dollars, when spent by the 
recipients, will call attention to the 








importance of the auto industry in 
Lakeland’s economy,” he said. 
More than 100 new cars were dis- 
played by 13 dealers. 
* * * 


eater 4,000 persons attended 
the show sponsored by the Ban- 
gor (Me.) Automobile Dealers Assn. 
in the Bangor Municipal Auditor- 
ium, Chester Norris, association 
president, called it “the best show 
held in years, with lots of buyer in- 
terest.” 

San Francisco’s third annual 
Imported Car Show drew 56,000 
customers in six days, an increase 
of 40 percent over last year’s 
11-day event, according to J. P. 
Cahn, show director. 

A choice of one of 23 imported 
cars Was one of many prizes award- 
ed during the show, Cahn said. 
Fashion revues and special paint- 
ing exhibits were held in connec- 
tion with the show. 





Glamour 


Front, but Designed to Serve— 





For Quality Salesmen— 

R. M. Downey, manager of sales manpower development, conducts a conference for 
Rambler dealers, sales managers and salesmen. The goal of the program is to elevate 
the quality, productivity and prestige of Rambler retailers. 


AMC Aims New Program 


At ‘Neglected 


DETROIT. — American Motors 
will announce a “program of na- 
tional importance” next Thursday 
(Dec. 15) in New York, President 
George Romney said last week. 

“We think it has historic poten- 
tial,” Romney said. 

“These are critical times for 
America—our industrial growth, 
our world markets, foreign com- 
petition for our own domestic 
markets, recession—to mention 
only the economic aspects,” Rom- 
ney said. 

“Constructive action is needed,” 
he continued, “We are going to do 
what we can, with the hope that it 
may also stimulate others to action. 
Our program calls for sharing 
progress with the neglected con- 
sumer.” 

The announcement will be carried 
to Rambler dealers around the 
country via closed-circuit television. 

There was speculation in Detroit 
last week that Romney is planning 
some form of consumer rebate. 

In the fall of 1957, Romney sug- 
gested that if AMC could cut its 
labor costs and sell 180,000 cars in 
1958, it could pave the way for a 
consumer rebate of $100 per car at 
the end of the year. At that time, 
Romney said such a rebate “would 
serve as a blow against inflation.” 

Although American Motors sold 
198,000 cars in 1958, the rebate 
plan was never put into effect. 

Romney’s new program may get 
a preliminary airing when the 
American Motors Dealer Advisory 
Board meets here today and to- 
morrow (Dec. 12-13) in the Statler 
Hilton Hotel. 


Roy Abernethy, executive vice- 


president, will conduct the meeting. 
Other company officials who will 
address the dealers include Rom- 
ney; E. W. Bernitt, vice-president 
of automotive operations; Fred W. 
Adams, automotive sales manager; 
V. E. Boyd, director of automotive 





Royal Pontiac, Inc., Royal Oak, Mich., has dedicated its new $150,000 dealership. 
In addition to a spacious, all-glass showroom area and private offices for each sales- 
man, the building includes a large service area and a separate building for bump 
and paint work. There are 16 employes in the service department, including eight 
working mechanics, three bumpers and one painter. Asa Wilson sr., president, and 
Asa Wilson jr., treasurer, said they planned the new building with a larger service 
area and a separate bump and paint department because they “expect the service end 
of their business to be a real money-maker." The Wilsons invested $20,000 in new 
service equipment and installed a new parts department. 








Consumer’ 


sales operations, and Ralph Is- 
brandt, director of automotive engi- 
neering and research. 


Members of the advisory board 
are elected by their fellow Ram- 
bler dealers in each of the 23 zones, 
Each member is limited to two one- 
year terms. Members submit ques- 
tions gathered from other dealers 
and an agenda is worked out in ad- 
vance so that the proper American 
Motors official will be on hand to 
provide answers. 

Topics include sales policies, dis- 
tribution, engineering, advertising, 
merchandising, styling, fleet sales 
and others. 

The five reelected members are: 
N. Atamian, Boston; W. D. Moyer, 
Corpus Christi, Tex.; M. J. Calo- 
vich, Kansas City, Kans.; W. M. 
Ricker, Whittier, Calif.. and D. G. 
Reese, Drexel Hill, Pa. 

New members are: T. R. Mit- 
chell, Atlanta; G. Burdick, North 
Syracuse, N. Y.; Sam Treeze, Chi- 
cago; Roy A. Cruze, Knoxville, 
Tenn.; G. F. Scheffler, Cleve- 
land. 

J. E. Battenfield, Amarillo, Tex.; 
Owen Faricy, Colorado Springs, 
Colo.; Art Post, Kalamazoo, Mich.; 
Carl F. Schmidt sr., Melbourne, 
Fla.; M. C. Bledsoe III, Shreveport, 
La.; H. H. Melcher, Elkhorn, Wis.; 
H. A. Billion, Sioux Falls, S. D. 

Richard Crosta, Union, N. J.; Ed- 
ward Wein, Sharon, Pa.; C. W. 
Wentworth jr. Portland, Ore.; 
W. A. Fritz jr. St. Louis; R. J. 
Parker, Fresno, Calif. and W. P. 
Williams, Washington. 


Joplin Dealers 
Worry About 300 
Replevined Cars 


JOPLIN, Mo.—Members of the 
Joplin Automobile Dealers Assn. 
are concerned about the disposition 
of 300 cars seized in a replevin ac- 
tion. They are fearful of the effects 


| of dumping the cars on an already- 


dull used-car market. 

The cars—’55 to 61 models—were 
replevined in a $335,000 action 
against Joe A. Burtrum, Burtrum 
Bros. Motor Co. An additional 
$40,000 was asked by Securities In- 
vestment Corp., which has been 
floor-planning and financing cars 
for Burtrum. 

The 300 cars are on a lot here. 
Burtrum had 30 days to pay off 
the obligation. The period expired 
last week, and he asked for more 
time. Dealers expect the case to 
go to court, and they predict that 
ownership of the cars will pass to 
the finance firm. 

John McMahan, Joplin manager 
for Securities Investment, said he 
did not know what the company 
would do with the cars. 


It’s Now Mayor Rippy 
UNION CITY, Tenn.—James L. 
Rippy, Union City auto dealership 
operator, has been chosen mayor 
of Union City. He was named at 
the first official meeting of the new 
city council. 
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Car, Truck Output Estimates 


By Automotive News 
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Week Week 
Ended Same Ended Total 
Dec. 10, Week, Dec. 3,  Qutput, Dec. 12, Dec. 10, 
1960 1959* 1960* November* 1959* 1960 
AMERICAN MOTORS 
TIONED iy sieves osidesesioats 12,000 10,452 11,611 40,102 379,555 459,699 
CHECKER MOTORS... 125 298 112 429 4,700 6,668 
CHRYSLER CORP. ...... 16,600 2,339 13,817 69,866 681,865 988,625 
Chrysler Division ...... 2,300 396 2,316 9,276 83,630 98,414 
I =o cssiscs cots cceaed BOO ssevstuins 1,918 7467 = 64,388 += 82,310 
Kemperial  .........0...c0c000 400 396 398 1,809 19,242 16,104 
Dodge Division .......... 5,200 —.......... 4,110 27,043 174,054 402,888 
Dart-Polara .............. 4,200 9.000... 3,280 19,441 174,054 354,902 
IO, ee sicibdndochscouboons DIIGO >< ssncrects 830 TION > 5:02 dsvictons 47,986 
P-D-V Division ... 9,100 1,943 7,391 33,547 424,181 487,323 
tc hile “casual 61 954 39,662 19,411 
Plymouth. .................. he ae 4,615, 20,602 373,756 242,902 
IR sicpcdavginessesipgiins» 3,800 1,943 2,715 11,991 10,763 225,010 
FORD MOTOR** .......... 38,985 39,809 37,461 164,425 1,648,772 1,796,763 
Ford Division .............. 30,285 34,921 29,755 127,799 1,444,096 1,434,472 
BENIN Ss cpacsCetesecesecececs 9,300 8,976 9,078 39,229 79,455 482,418 
Ford (Std.) ............. 18,875 24,178 18,861 81,871 1,292,721 87 
Thunderbird. ............. 2,110 1,767 1,816 6,699 71,920 $1,711 
L-M Division .............. 8,700 4,888 7,706 36,626 174,999 362,291 
SONI o eisenstitharwicccinccite ee vacensea 4,072 18,780 ou... 190,403 
RN iti cciacilts 1,100 933 818 2,211 28,360 17,848 
DROIT 5 csssns spices 4,050 3,955 2,816 15,635 146,639 154,040 
GENERAL MOTORS .. 69,600 30,671 70,829 313,957 2,372,555 3,015,754 
Buick Division. .......... 8,710 4,013 8,903 39,064 213,118 288,122 
Buick (Std.) ............ 5,992 4,013 6,122 27,093 213,118 256,550 
Special ............. BTID « decmsests RIG. RET cei 31,572 
CIID, ceiansdicterbiestadeersone 3,360 2,978 3,452. 14,160 129,601 149,590 
Chevrolet Division .... 37,400 14,203 39,483 176,147 1,323,460 1,776,218 
CORO WMINE sede snsijecnscessses 4,700 3,783 6433 27,716 60,812 240,777 
Chevrolet (Std.) ...... 32,700 10,420 33,050 148,431 1,262,648 1,535,441 
Oldsmobile Division .. 9,730 4, 9,591 43,040 341,460 379,275 
FED sacenestntecntadsonestesives i ees 2,704 BWAIZ —rreseersrs 33,726 
Oldsmobile (Std.) .. 7,000 4,645 6,887 31,568 341,460 345,549 
Pontiac Division ........ 10,400 4,832 9,400 41,546 364,916 422,549 
Pontiac (Std.) ........ 7,100 4,832 6,242 27,981 364,916 398,871 
TPE Son tin inca SOY =: Kinds 3,158 18356 ............. 23,678 
S-P CORP. 
Studebaker .................. 1,656 3,295 1,630 8,779 145,926 102,463 
Total Cars, U. S.** ....138,966 597,558 5,233,373 6,369,972 


*Revised. 
**Totals for 1959 include Edsel production. 


86,864 135,460 
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Week Week Jan, 1 Jan. 1 
Ended Ended Total To To 
Dec. 10, Week, Dec. 3, Output, Dec. 12, Dee. 10, 
1960 1959* 1960* November* 1959* 1960 
CHEVROLET ................. 7,300 1,616 7,530 31,296 306,844 375,959 
DIAMOND T. .............0.. 30 55 33 96 5,210 2,416 
SUPUIIED = Zcicissenavrsascascdsraenesion 60 69 94 200 3,371 3,315 
IEE cnc pss0itcccrusBisvedesies 1,000 823 1,403 4,580 67,454 67,532 
IE ix: ds csiarsapienwesiniepesienioiin 8,840 6,361 8,635 29,294 316,614 318,868 
DEES invtintioniactrnds 1,365 1 1,360 6,075 72,481 98,163 
INTERNATIONAL ....... 2,190 2,475 1,355 5,567 137,245 114,707 
I mis savvishecienvisd hinsdehivsed 200 297 263 948 16,421 13,863 
STUDEBAKER. ............ ee 159 926 10,695 12,080 
IN A ci cascissevdssioevthcotere 295 432 284 1,015 18,972 14,992 
RII. nse easacivancs cop tesonns Ae 1,776 7 108,596 119,075 
MISCELLANEOUS ....... 80 71 80 376 4,170 
Total Trucks, U. S. .... 23,184 12,200 22,972 87,929 1,068,073 1,145,363 
Total Cars, Trucks, 
Tila Is - cap bibbceoipenasiesstnceatod 162,150 99,064 158,432 685,487 6,301,446 7,515,335 
Total Cars, Trucks, 
CIE ste cavescsecdcesss. 8,165 5,036 8,300 34,735 347,828 372,520 
Grand Total, 
Cars and Trucks, 
U. S. and Canada....170,315 104,100 166,732 720,222 6,649,274 7,887,855 


*Revised. 


Weekly Rate Gains... 
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Two Millionth 61 Car’ | \odel Production 


=: «=: |20 Roll This Week 


(Continued from Page 1) 


turned out a week earlier, and 60 
percent above the 86,864 cars built 
during the week ended Dec, 12 a 
year ago. 

The standards took 43.8 percent 
of total industry output on 60,900 
assemblies last week, while the 
compacts captured 32.1 percent on 
44,554; the mediums, 20.6 percent 
on 28,652, and the highest-price 
group, 3.5 percent on 4,860. 

A week earlier the standards 
took 43.9 percent on 59,418; the 
compacts, 33.1 percent on 44,812; 
the mediums, 19.6 percent on 
26,562, and the highest-priced, 
3.4 percent on 4,668. 

Only car makers scheduling over- 
time operations last week were 
standard Ford at Dallas and Nor- 
folk, Va.; Lincoln and Thunderbird 
at Wixom, Mich., and Rambler at 
Kenosha. 

Lone plants scheduled to work 
fewer than five days were the Cor- 
vair unit at Willow Run, which 
was down Monday and Tuesday, 
and the Buick-Oldsmobile-Pontiac 
plant at Atlanta, closed Friday. 

a +* + 

IGHLIGHT of last week’s as- 

sembly operations was the pro- 
duction of the three-millionth car 
of the 1960 calendar year by Gen- 
eral Motors, The milestone unit 
rolled from the assembly lines on 
Friday, GM built only 2,555,229 cars 
in the entire year of 1959, 

GM’s output last week totalled 
69,600 units, compared with 70,829 
a week earlier. 

Among the other makers, Ford 
Motor Co. was up from 37,461 to 
38,985 car assemblies; Chrysler 
Corp. from 13,817 to 16,600; Ameri- 
can Motors from 11,611 to a rec- 
ord 12,000 units; Studebaker-Pack- 
ard from 1,630 to 1,656, and Checker 
Motors from 112 to 125. 

GM also topped the industry for 
November output with 313,957 car 
assemblies, Following were Ford 
Motor with 164,425; Chrysler, 
69,866; AMC, 40,102; S-P, 8,779, and 
Checker, 429, 

The 597,558 cars turned out in 
November compared with the 618,- 
380 units turned out in October, 
and the 255,351 cars built during 
November a year ago. Car output in 
December still is pegged at 550,000. 

* + * 
CCREERCIAL-CAR output last 
week totalled an estimated 
23,184 units, compared with 22,972 
trucks turned out a week earlier, 
and 12,200 units rolled from U. S. 
assembly lines during the week 

ended Dec. 12 last year. 


Truck output in November to- 





Nissan Plans to Increase Output 


By Stuart Griffin 
Staff Correspondent 


TOKYO.—A three-year plan has 
gotten underway at Nissan Motor 
Co., Ltd., of Japan that will mean 
a total vehicular production of 20,- 
000 units per month by the end 
of 1962, according to Katsuji Ka- 
wamata, president. 

The total will be divided evenly, 
he said, 10,000 passenger cars and 
10,000 trucks, buses and specialty 
vehicles. 

The plan is centered about the 
Oppama Works in Kanagawa Pre- 
fecture, which is scheduled to be 
in operation by the spring of 1962, 
said Kawamata, a former banker 
turned industrialist, The firm’s 
main office is here and its main 
plant is in Yokohama. 

Some 65 percent of the cars 
turned out at Oppama will be the 
“Bluebird” model, he said, and the 
other 35 percent the “Cedric,” the 
newest Nissan model. 

“The Bluebird, by 1962’s end, will 
be built only at Oppama as will be 
the Cedric, and our sports car, the 
Fair Lady. Up to then, as now, all 
three vehicles will be manufactured 
at the Yokohama Works, By the 
end of 1962, this Yokohama facility 
will be given over entirely to other 
types of production, and will also 


- 


handle the manufacture of chassis 
components and engine parts, all to 
be supplied to Oppama.” 


By the end of the three-year 
plan, Kawamata continued, Op- 
pama and Yokohama combined 
will have a total payroll of slight- 
ly under 15,000, compared with 
11,000 now. 


“Oppama will contain an assem- 
bly plant having a press shop as 
an annex,” he added. “This site 
was once a Japanese imperial navy 
base, then an American Navy occu- 
pation time facility, then the main 
works of the defunct Fuji Automo- 
tive Engineering Co., and then gov- 
ernment property again. We bought 
it from the government.” 

The Oppama plant will cost an 
estimated $36 million to construct, 
Kawamata disclosed. 

It will be the only plant con- 
structed under the three-year ex- 
pansion plan but, he said, the firm’s 
policy is to enlarge six wholly 
owned direct subsidiaries to “keep 
pace with the overall] plan.” 

These facilities are: Shin Nikoku 
(body specializing); Nissan Diesel 
(diesel engine and heavy-truck di- 
vision); Atsugi Automotive Com- 
ponents (parts manufacturers); 
Kanto Seiki (speedometergs and 
other meters); Nippon Radiator 


(radiators and mufflers), and 
Tokyo Sokuhan (varioug types of 
gauges). 

Kawamata further cited plans 
for joint tieup and possible in- 
vestment for manufacturing his 
firm’s vehicles overseas. 


“We have a technical-assistance 
agreement with Taiwan (Formosa), 
signed with Nationalist Chinese in- 
terests under the semiprivate sys- 
tem that the government utilizes at 
this time. We also have a similar 
technical-aid arrangement with the 
Indian government direct, also un- 
accompanied to date, by capital in- 
vestment. The Taiwan contract is 
for seven, the Indian one for 10 
years. 

“Bluebird production is expected 
to rise to 5,000 or 5,500 units per 
month next year,” explained the 
Nissan president, “slightly above 
the level of production this year. 
Our Cedric model will rise some- 
what, too, to a 3,200-3,300 unit-per- 
month level, or 40,000 for the 1961 
period. 

“The Bluebird right now accounts 
for 40 percent of the total of all 
vehicles in the passenger-car field, 
a percentage we feel will improve 
next year,” he said. “Too, we will 
export 400 Bluebirds a month on 
the average in 1961.” 


talled 87,929 units, compared with 
73,825 commercial vehicles built 
in October and 49,305 units pro- 
duced during November a year 
ago. 

Canadian manufacturers turned 
out an estimated 8,165 cars and 
trucks last week, compared with 
8,300 vehicles built the previous 
week and 5,036 cars and trucks 
produced during the week ended 
Dec. 12 a year ago. 

A breakdown of Canadian opera- 
tions showed the makers turning 
out 6,985 cars and 1,180 trucks last 
week, compared with 7,242 cars and 
1,058 trucks produced a week ear- 


lier. 
* * 


Chevrolet to Expand 
Willow Run Facilities 


WILLOW RUN.—A 50 percent ex- 
pansion of Chevrolet’s Corvair as- 
sembly facilities here was announc- 
ed last week by Linus J, Rausch, 
plant manager. 

Construction work on the project 
has begun and ig scheduled to be 
completed by next Sept. 1, Rausch 
said. The project will add approxi- 
mately 225,970 square feet of space 
to the current total of 446,560, he 
explained. 

The additional space is required 
to provide “more elbow room” for 
assembly of additional body styles 
of the Chevrolet Corvair, Rausch 
said. Of the 225,970 square feet of 
space to be added, a total of 212,500 
square feet will be utilized for Cor- 
vair assembly operations, Rausch 
said. 


By Size Groups 

















COMPACTS 
1960 1959 
Pos. Make Pos. 
1— 134,747 Falcon 62,834— 2 
2— 118,060 Rambler 93,162— 1 
3— 68,983 Comet ......... 
4— 62,573 Corvair 57,013— 3 
5— 51,839 Valiant 8,755— 5 
6— 46,663 Lancer ........ 
T— 20,862 F-85 sews 
8— 29,030 Lark 41,763— 4 
9— 27,787 Special _........ 
10— 19,152 Tempest .......... 
588,696 Total 263,527 
STANDARDS 
1— 324,244 Chev. 141,462— 2 
2— 260,208 Ford 226,137— 1 
3— 178,931 Plymouth 65,733— 3 
4— 177,003 Dart 45,108— 
5— 1,389 Hawk _......... 
741,775 Total 478,440 
MEDIUMS 
1— 81,715 Pontiac  60,101— 2 
2— 80,273 Olds. 61,976— 1 
3— 65,831 Buick 48,125— 3 
4— 44,111 Mercury 33,840— 4 
5— 25,807 Chrysler 13,369— 7 
6— 9,928 T-Bird 16,806— 6 
7— 6,822 Polara* 19,430— 5 
8— 3,034 DeSoto 5,432— 8 
| Edsel 2,846— 9 
317,521 Total 261,925 


*Matador was included with Polara fig- 





1— 34,873 Cadillac 20,370—1 
2— 6,881 Imperial 6,873— 2 
3— 3,210 Lincoln 71,899— 3 
44,964 Total 35,142 
rand 
1,692,956 Total 1,039,034 








Studebaker Reports Rise 


In Fleet Sales 


SOUTH BEND. — A substantial 
increase in ’61 Studebaker Lark 
fleet sales, especially six-cylinder 
models, was announced by L, E. 
Minkel, Studebaker-Packard Corp. 
vice-president of marketing. 

“Typical of fleet sales growth 
is the purchase of approximately 
600 new Larks by the State of 
California,” he said. “This brings 
to 1,200 the total number of Larks 
purchased by the State of Cali- 
fornia since introduction of the 
Lark in 1959.” 

A. E. Fitzpatrick, fleet sales man- 
ager, also noted that during the last 
month 800 Studebaker taxicabs 
have been sold in New York City, 
where the Lark “has proved its 
worth in the toughest taxi proving 
ground in the nation.” Taxi sales 
have increased 25 percent in com- 
parison with a year ago. 

“Fleet sales of Larks with six- 
cylinder engines have increased 
76.14 percent over the comparable 
period a year ago,” Fitzpatrick 
continued. 

Studebaker fleet sales rose to 10 
percent of total retail sales during 
1960 model year as compared with 
8 percent in 1959. Lark sales to 
governmental units alone increased 
over 14 percent this last year, the 
company said, 

“So far 26 states and 291 govern- 
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of Larks 


mental units in cities and counties 
have made fleet purchases of Larks 
and Studebaker trucks,” Fitz- 
patrick added. “Reports from these 
purchasers indicate that the grow- 
ing popularity of Studebaker ve- 
hicles is the result of proved per- 
formance, economy and durability.” 


- - Classified Want Ads - - 





HELP WANTED 


AUDITOR 
AUTOMOTIVE 


Position available with large automobile 
manufacturer for experienced accountant, 
preferably one with retail automobile 
aoe background, Must thoroughly 
understand dealer accounting system and 
be qualified a audit of account- 
ing records and submit written reports. 
As position involves extensive vena 
preference will be given to single appli- 
cants. Automobile will be furnished. and 
all expenses paid, Furnish complete em- 
ployment record and experience in letter 
of application to Box 2068, c/o Automotive 
News, Detroit 7. Applications held in com- 
plete confidence. 


HELP WANTED—SERVICE MANAGER. 
Reliable, steady party to take over com- 
plete operation of shop, including body 
shop. Wonderful chance for someone to 
move to the fabulous Southwest, save 
$1,200 annually or more on heating bills, 
doctors and extra clothing. Good climate 
for bronchial sufferers. This position is 
steady, guarantee and bonus, fringe bene- 
fits, etc. Must be money maker and 
good manager, not too hard a job for 
the right man. To be filled by January 1, 
Tell all particulars in first letter. Box 
2014, c/o Automotive News, Detroit 7, 


ALES MANAGER—Suburban Chicago 
medium-priced GM car line. Must have 
ability to train and develop sales force 
to handle an increasing volume of busi- 
ness in a rapidly growing area, Salary, 
bonus, insurance, etc, Submit written 
résumé of experience in complete confi- 
dence. Reply to Box 2064, c/o Automo- 
tive News, Detroit 7. 
SALESMEN—Now contacting new and used 
ear dealers. Take orders for Chrome- 
Plastic-Scotchlite-Transparent name- 
plates. We furnish catalogs, order books, 
samples, etc. Easy, extra commissions. 
Write Aash Specialties, 3011 Greenmount 
Ave., Baltimore, Maryland. 


Expansion plans of Nissan Motor Co.|{tT/TOMOBILE Follow-up Plan—Salesmen 


were outlined by its president, Katsuji 
Kawamata, a former Japanese banker. 
Production will be up to 20,000 units per 
month by the end of 1962, he said. 


for established service and sales pro- 
grams, contact dealers, repeat business, 
high earnings, salary plus commission. 
Write Box 2041, c/o Automotive News, 
Detroit 7. 
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SERVICE ENGINEER 


Imported vehicle manufacturer requires ex- 
perienced engineer in Province of Quebec 
for field work handling quality cars and 
light commercial vehicles. Excellent oppor- 
tunity for young, bilingual, responsible in- 
dividual able to represent top-rated com- 


Box 2047, c/o Automotive News, 
Detroit 7. 


: 





money-making opportunity. Represent in- 
strument that eliminates all wheel bal- 
ancing and tire truing machines. Makes 
“out of round’’ or recap tires with con- 
struction variations ride smoothly on the 
road in seconds. Non-technical. Simple, 
dramatic demonstration sells it. Ample 
profits for jobber and rep. Write: A. 
Carlson, B & B Manufacturing Co., Box 
816, Sioux City, Iowa. 





a producing specialist on brake lining 
sales, we have an attractive paying job 
for you selling world’s finest brake ma- 
terials—also sales specialists on batteries, 
springs, tires. Tremendous possibilities 
with fast expanding national manufac- 
turer. Many locations—East, Central and 
West. Write qualifications: Ambitions— 


age—address—phone, for immediate reply 
in confidence. Box 2051, c/o Automotive 
News, Detroit 7. 





SERVICE MANAGER—DIRECTOR, avail- 
able January 2, 1961. GM trained, thor- 
oughly experienced in all phases of the 
business. Executive with unlimited ability 
and proven experience, seeking permanent 
association with large organization with 
potential and future. Write in confidence 
to Box 2053, c/o Automotive News, De- 
troit 7. Will travel or relocate. 


LEASING GENERAL MANAGEMENT or 
sales management position desired with 
leasing company. Many years of fleet ex- 
perience as well as overall leasing man- 
agement experience. Box 2054, c/o Auto- 
motive News, Detroit 7. 
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POSITION WANTED 


ATTENTION IMPORT CAR DISTRIBU- 


TORS and factories. Do you need some- 
one with my qualifications? I have 14 
years’ experience in new unit merchan- 
dising and sales training, used car man- 
agement, business management, open 
point work, distribution and retail sell- 
ing. Age 38, family growing so inter- 
ested in strong future potential only. 
Résumé upon request. Will also consider 
position in retail store on buy-in basis. 
Box 2042, c/o Automotive News, De- 
troit 7. 

LARGE DEALERSHIP OR CHAIN OPER- 
ATOR—Experienced large volume parts 
and service manager available (Southern 
California area only). Well qualified to 
handle all problems of organizing, train- 
ing, traffic flow, customer relations, ex- 
pense control, inventory control and parts 
and service sales at a profit, If you 
consider parts and service equal to car 
sales as a key to successful dealership 
operation, it will make you money to 
contact this advertiser. Box 2044, c/o 
Automotive News, Detroit 7. 


GENERAL SALES. MANAGER, age 38, 
married, six children. Have had very ex- 
tensive background and experience in 
car and truck service and parts sales 
management, Box 2052, c/o Automotive 
News, Detroit 7. 

BUSINESS MANAGER—ACCOUNTANT— 
Canadian immigrant in process of ob- 
taining visa for permanent residence in 
the U. 8S. A., 32 years old, family man, 
well educated and thoroughly experienced 
in all phases of accounting and business 
administration. Prefer medium or large 
volume dealer. References and further 
details on request. Please reply Box 
2037, c/o Automotive News, Detroit 7. 


GENERAL MANAGER or general sales 
manager available for Phoenix-Tucson 
area, GM and Ford approved. Young and 
energetic, I can get those sales and profits 
for you. Fully trained and tried, would 
consider buy-in after short period. Reason 
for relocating, family health, Box 2003, 
c/o Automotive News, Detroit 7. 


SERVICE MANAGER—25 years’ experi- 
ence in General Motors servicing, 44 
years of age, excellent customer and 
factory relations—past 15 years as serv- 
ice manager. Best of references. Will re- 
locate January ist. Box 2060, c/o Auto- 
motive News, Detroit 7. 


WANTED—POSITION as parts manager 
or assistant in General Motors dealership. 
Anywhere but northeastern United States. 
Experience Chevrolet-Oldsmobile dealer- 
ership—was in top ten of Chevrolet Rec- 
ord Club. Age 30, married, no children. 
Wayne Olson, 907 North F., Wellington, 
Kansas. 





HELP WANTED 


Ford Motor Credit Company 


EXPERIENCED 


FINANCE MEN 


Expansion program of Ford Motor Credit Com- 
pany has created openings for experienced per- 
sonnel in all phases of automotive sales financing 
operations. Many vacancies will be filled by pro- 
motion, but the scope of the expansion will offer 
unprecedented opportunity for men with experi- 
ence in the following positions in both field and 
home office locations: 


Executive Staff 
Operations Manager 
Sales Manager 

Branch Manager 
Office Manager 

Credit Manager 
Procedure Writing 
Personnel and Training 
Financial Analysis 
Internal Auditor 


Inquiries are invited from qualified personnel. Ap- 
plications previously submitted will continue to 
receive consideration and follow-up is not neces- 
sary. Reply in complete confidence to: 


Personnel Director 


Ford Motor Credit Company 


The Americen Road — Reem 835 
Dearborn, Michigan 





POSITION WANTED 


ARE YOU LOOKING for a sales manager 
or general manager who has all the nec- 
essary qualifications that you want? Not 
a magician or ball of fire, but a con- 
servative, high class gentleman who 
knows the automobile business and its 
problems; knows how to hire, train and 
direct salesmen; a strong closer. If in- 
terested write Box 2043, c/o Automo- 
tive News, Detroit 7. 


DEALERSHIPS AVAILABLE 














Outstanding 
Ford Franchise 
Available 


1959 Profit—$70,000 
Oct. 1960 YTD—$52,000 


Ford franchise. Cash investment 


$30,000 with the bulk of required capital 
funded by local bank for automobile man 
able to handle this size deal. 


This is a golden opportunity to take over 
an established, profitable dealership in 
large, growing market with immediate erec- 
tion and lease of facility designed to your 
liking. Reply at once to Box 2049, </o Au- 
tomotive News, Detroit 7. 


DEALERSHIP HANDLING THREE popu- 
lar import cars in heart of Florida’s 
fastest growing area. Modern showrooms, 
separate parts department, spacious shop, 
large used car lot, off street parking. 
Facilities ample for American car fran- 
chise, all on ‘‘Auto Row.’’ Buy only new 
cars, parts and tools. No ‘‘blue sky.’’ 
Iliness and age of owner cause of selling. 
Long term lease available, $100,000 
ample to purchase and operate. Box 2022, 
c/o Automotive News, Detroit 7. 


MID-KANSAS DEALERSHIP — Downtown 
location, 16 years handling Studebaker- 
Packard franchise. Other franchises 
available. Home of Boeing, Beech and 
Cessna Aircraft, McConnell AFB, Cole- 
man and Duro-Bed Mfg. Co. Almost new 
building with 15,000 ft, floor space with 
lots available next to building, Will lease 
building and equipment, Parts available 
at less than cost. Box 2046, c/o Automo- 
tive News, Detroit 7. 


DEALERSHIP HANDLING LARK, fastest 
growing southern California county. 
Heart of playground of America, near 
beaches and mountains, Trade area over 
400,000, Ideal lease and facilities, In- 
ventory only, Approximately $15,000, Ill- 
ness, Box 2027, c/o Automotive News, 
Detroit 7, 

HANDLING CADILLAC, Oldsmobile, Pon- 
tiac, GMC-—Dealership available in mid- 
west city of 25,000 population, trade ter- 
ritory of over 50,000 population. Volume 
of 175 to 200 units per year, sales aver- 
aging $1,500,000 per year. Owner health 
reason for getting out of business. Box 
2065, c/o Automotive News, Detroit 7. 


DEALERSHIP HANDLING CHEVROLET 
in Texas, less than five miles from city 
of over 100,000 population in rich oil, 
industrial and farm area. @xcellent fa- 
cilities, shop and office equipment. Owner 
taking larger deal, Total inventory and 
equipment approximately $35,000. Must 
have factory approval. Box 2066, c/o 
Automotive News, Detroit 7. 


DEALERSHIP HANDLING CADILLAC- 
OLDSMOBILE for sale in Duncan, Okla- 
homa. Death of dealer reason for selling. 
20,000 population, planning potential 125 
Olds, 36 Cadillacs. No real estate. Ruth 
Armstrong, 20 South 8th, Duncan, Okla- 
homa. 

FOR SALE—204 unit market potential 
dealership handling Ford in southern In- 
diana, Box 2067, c/o Automotive News, 
Detroit 7. 

DEALERSHIP HANDLING DODGE in 
prosperous north Jersey county avail- 
able. Sell out or buy out. Absentee man- 
agement and other interests compel this 
move. Five hundred vehicle potential 
but we have delivered eleven hundred 
new. Box 2033, c/o Automotive News, 
Detroit 7. 

DEALERSHIP HANDLING FORD, south- 
ern New England, trade area 25,000. 
Modern building, buy or lease. Factory 
approval required. 200 new cars an- 
nually. Box 2036, c/o Automotive News, 
Detroit 7. 

WILL SELL INTEREST in a major deal- 
ership, Prosperous Hartford, Connecticut 
area. Principals only please answer. Box 
2057, c/o Automotive News, Detroit 7. 





DEALERSHIPS AVAILABLE 


DEALERSHIP HANDLING RAMBLER, 
thriving suburb San Francisco (non- 
union sales area), averaging 200 new 
(easy 350 potential) annually. Modern, 
new ‘building adjoining 65 car lot. Low 
rent, good lease, heavy traffic main 
business thoroughfare, new service 
equipment and furniture. No receivables, 
used cars optional. Requires factory ap- 
proval and about $29,500 assets buy-out. 
Ideal money-maker for couple of work- 
ing partners. Reason for selling, serious 
ill health. Inquiries confidential. Direct 
to “aa 2035, c/o Automotive News, De- 
troit 7. 


SOUTHERN CALIFORNIA — Metropolitan 
dealership handling hot GM passenger 
car. This is a 600 and up new car deal, 
available only because of unusual cir- 
cumstances, Leased facilities are prac- 
tically new and adequate for in excess 
of 1,000 new car sales. This place is a 
consistent profit maker and has excel- 
lent reputation and staff. Box 2055, c/o 
Automotive News, Detroit 7. 


DEALERSHIP—Sell all or part of high vol- 
ume import car dealership. Prefer active 
partner, but not mandatory. Shop pays 
overhead. Located highest population cen- 
ter in Texas. If you want more than 10 
percent return of your investment, please 
reply. Box 2056, c/o Automotive News, 
Detroit 7. 


FOR SALE: Dealership handling Ford and 
Mercury in northwest Arkansas. Trade 
area 30,000, town 4,000 population, Will 
sell at inventory with lease on buildings. 
Established 15 years. Would like to close 
deal by January ist, Call George Crain, 
phone 31, Siloam Springs, Arkansas, 


DEALERSHIP HANDLING PLYMOUTH 
and Valiant, located on the central east 
coast of Florida. Large garage, excellent 
facilities, reasonable rent. Sell inventory 
for $20,000 with factory approval. Re- 
plies Box 2058, c/o Automotive News, 
Detroit 7. 


CINCINNATI, OHIO—Dealership to handle 


Dodge, Dodge Dart and Dodge Lancer 
in largest Ohio market. Outstanding 
brand new facilities available in excel- 
lent location in fastest growing section 
of Cincinnati. Sales and profit potential 
unlimited. Write in full confidence to: 
Mr. R. T. Cox, Regional Manager, Dodge 
Regional Office, 1116 Federal Reserve 
Bank Blidg., Cincinnati 2, Ohio. 


FOR SALE ON ACCOUNT OF OWNER’S 
DEATH: An. established and operating 
Ford garage, including equipment, tools, 
etc. at Waterloo, Indiana, together with 
a large concrete block building with 
salesroom, which may be purchased or 


leased. Dealership available. Contact 
Box en c/o Automotive News, De- 
troit 7. 


FLORIDA DEALERSHIP, 500 used, 240 


new, eleven months this year. Best cor- 
ner location, fast growing community 
West Coast, Established ten years, New 
building on large lot can be leased rea- 
sonably from retiring owner, Excellent 
terms to financially responsible, experi- 
enced purchaser. Box 2045, c/o Automo- 
tive News, Detroit 7. 


DEALERSHIPS AVAILABLE 


HANDLING FIAT-ALFA ROMEO—Excel- 
lent established dealership, high service 
absorption, centrally located with a good 
lease. Approximately $13,000 will handle 
purchase of parts and equipment. Euro- 
pean Motors, Ltd., 1329 No. Central, 
Phoenix, Arizona, 


DEALERSHIP WANTED 





CHEVROLET DEALERSHIP 
WANTED 


500 and OVER new cars; no preference as to 
location. Outright purchase of assets or buy- 
out agreement. Factory approval assured. Re- 
plies confidential. Reply to Box 2048, c/o 
Automotive News, Detroit 7. 





CHEVROLET OR FORD, located in Sou- 
thern California, Will pay top cash or 
buy-in, Factory approval assured, Con- 
fidential Box 1994, c/o Automotive 
News, Detroit 7. 


DEALER SERVICES 





TWO ESSENTIAL SERVICES 


INVENTORY SERVICE 


Parts, accessories and similar goods. 


APPRAISAL SERVICE 


Furniture—Equipment—Machiner y—Tools 
For Buy/Sell Agreements, Annual Fiscal 
Reports, Tax, Banking and Insurance 
Write for free 
“Hidden Earning Power” booklet. 

AUTOMOTIVE INVENTORY & APPRAISAL CO. 
10040 Freeland 4 Detroit 27, Michigan 
‘er 








1961 Auto Costs! 


Discover how much your Deal's cars really 
cost. The book, "AUTO COSTS," gives you 
the factory invoice prices of all 1961 American 
cars, 25 foreign cars, 4 American trucks, and 
all their equipment. Used by dealers and 
banks nationwide. Order your ‘6! edition 
today for only $10—three year subscription $18 
(including all supplements). 


AUTO COSTS, Spencer Publishing Company, 
Liberty, We. ¥e ? 7 





BUSINESS OPPORTUNITIES 


AUTO AUCTION AVAILABLE—Auto auc- 
tion, buildings and land near Montreal, 
Quebec, Canada, All new in 1958. Auc- 
tion crew available, excellent volume and 
potential, This is the only auto auction 
in the Province of Quebec. Must sell due 
to illness. Armand A. Patenaude, 416 
Glen Ave., Berlin, New Hampshire, 


SS 
Exceptional Opportunity 
FOR INDEPENDENT SALESMEN 
who are presently calling on auto dealers and 
asoline stations. Territories open in all New 
gland, N. Y., Pa., N. J., Del.. Md., W. Va., 
and Ky. Smali investment for inventory as- 
sures substantial weekly return. Good, sure- 
fire items. Further information write: Atlantic 
oe Syndicate, 717 Rockhill Ave., Dayton 

I °. 





FLORIDA SOUTHEAST COAST—Thriving 
used car lot near Lauderdale on Federal 
Highway No. 1, Large corner lot, black- 
topped, lighted, office, covered front line, 
all signs. Doing business every day, Good 
lease at $100 per month. You get every- 
thing but the cars for $4,750. Box 2059, 
c/o Automotive News, Detroit 7. 


USED CAR LOT, ‘‘Automobile Row” 
Jacksonville, Florida, Nine year lease 
with or without inventory. Box 2024, c/o 
Automotive News, Detroit 7, 








HELP WANTED 


LEADING IMPORT DISTRIBUTORSHIP, distributing 
12,000 units per year, located in Washington, D. C., 
has vacancies for the following personnel: 


BUSINESS MANAGEMENT MANAGER 
We need a man with experience in 
sound automotive Business Management 
to work at distributor level and with 
thirty dealers located in five Mid-Atian- 
tic States. 


You'll find the job interesting and re- 
warding. 


USED CAR MANAGER 

The man we are looking for has at least 
five years experience as a Used Car 
Manager or Operator, is a good organ- 
izer and administrator. He will travel ex- 
tensively in educating our thirty dealers 
in proper used car merchandising, and 
assist in setting up highly organized used 
car lots and employing used car man- 
agers and salesmen at the dealer level. 


TRUCK SALES MANAGER 

The person for whom we are looking 
must have at least five years experience 
in wholesale and retail merchandising of 
commercial units of up to 6,000 pounds 
GVW. He should be able to lead our 
dealers into a higher market penetra- 
tion in this field, and assist them in the 
selection of capable commercial vehicle 
Sales Managers and Salesmen. 


TWO ZONE SALES MANAGERS 


Each of the two Zone Sales Managers we 
are seeking will be held responsible for 
a minimum of ten Dealers each, and 
they will be stationed in Washington, 
D. C. and Roanoke, Virginia. People with 
less than five years experience with 
either General Motors or Ford, need 
not apply. 


PUBLIC RELATIONS MANAGER 


We want a man capable of handling all 
public relations activities for the Dis- 
tributor and ali our dealers in five 
states. He should have been at least an 
Assistant Public Relations Director in the 
automotive industry or an allied indus- 
try and he will, of course, work inde- 
pendently of our Advertising Manager. 


SALES PROMOTION MANAGER 


Here's a challenging job for an experi- 
enced Sales Promotion man to work at 
distributor level and local dealer level 
with Public Relation and Advertising 
Managers to form a sound Sales Pro- 
motion team. Interesting and rewarding 
position—act now. 


All of the above vacant situations should, for preference, be filled by January 
1, 1961 and comprehensive, type-written applications, complete with photo- 
graphs, are invited to Box 2062, c/o Automotive News, Detroit 7, Michigan. 
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PARTS FOR SALE MISCELLANEOUS _* 


CARS FOR SALE ? CARS FOR SALE 
LLOYD PARTS for all models. Complete | Qin 
stock. Fast service. Foreign Cars Corpo- 
1961 WHY SETTLE FOR LESS... 


ration, 1812 South Andrews Ae .» Fort 
No Other Tow Bar 


Lauderdale, Florida, JA 2-7491 
CHEVROLET PARTS, antique or classic. 
aoe oe Box 51, Thompsonville, Can Give You These 
BMW PARTS AND CCESSORIES f ne 
A or 
direct shipment to any port Ee oe outer oe aeact| SCADALLOY STEEL CAST 
U. S. A. Our prices will be Parts Center, Ludwig Motor Corp., 421 COUPLING HEADS LINED 
quoted you including cost, TO PROTECT CAR BUMPERS. 
freight, insurance, customs 
duty and 


East Qist St., New York 28, N. ‘ae 
TRafalgar 6-7010. * 
*CADALLOY STEEL CAST 
EXCISE TAXES PAID YOKES WITH HEAVY DUTY 
Equipped as Follows: 



























IMPORTANT NOTICE 























got the 
customer? 


HERTZ 























Ample Supply of 


CLEAN 
USED 


CARS 
1960 - 1959 - 1958 






PORTABLE DUAL CONTROLS 
Driver-Education Cars by 


ACCESSORIES FOR SALE 

Recommended for TUBULAR STEEL “y" 
the Auto-Industry ey bine Committee 
and Chevro! 


SECTIONS TO RESIST 
STRAIN & STRESS. 
*Cadalloy Steel Castings 
Minimum Yield Point: 
46,000 Lbs. Per Square inch 


UNIVERSAL SWIVEL ACTION 
ON COUPLERS FUNCTIONS 
IN UNISON WITH SPRING 














peed 
oe ASi windshields ... heat- 
ers... turn signals ... bump- 
er rails . . . outside mirrors 
- » « wired for sealed beams. 


PLUS NEW AND USED 1960S. 


Write, Phone or Wire 
MACK IMPORTS 












contrat’, Nc. 1701 Balmoral, Detroit 3 
cn, 











TRUCKS FOR SALE 


THREE 32% FEET—open top, 1950 Trail- 
mobiles. Tandem, good tires, good floors, 
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* AUTOMOBILE, TRATLERS—foup Ww. TOWING 
CHEVROLET 138th "st. Riverdale, In, Waterfall e . 
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NO RIVETS TO LOOSEN AND 
CAUSE PREMATURE WEAR 


® 
THE SUPERIOR 
BLUE CHIP 


TOW PILOT 


With Lubricated Automatic Brake 
and Brake Cable 


Dealers’ List Price, F.0.B. Factory. . .$69.80 
Dealers’ 25% Discount .......... 17.45 


Dealers’ Net by 4 $52.35 
Adopter © Fed. Tax. Inc. 


THE FAMOUS 
MOTO-MATIC 


TOW GUIDE | 


With Universal Swivel Action! i 
Four Clamp Hook-Up 








BUSES FOR SALE 


1960 FORD B700 sixty-passenger, Car- 
penter body school bus, fully equipped. 
Immediate delivery. McGill Motors, Inc., 
Indiana, Pennsylvania. Phone: HO 


5-5641. 
ANTIQUE, CLASSIC CARS FOR SALE 
ANTIQUE 1927 MODEL T FORD COUPE 


—One owner, excellent condition. Phone: 
TE 6-0213, Minot, North Dakota. 








‘VOLKSWAGENS 


Fully Americanized 
& 
Immediate Delivery 
e 


Excise Taxes Paid 
MINIATURE VEHICLES 


277 Clinton Ave., Newark, N. J. 
N. J. phone: Bigelow 2-6161 
N. Y. phone: WHitehall 3-7390 
In North Carolina contact: James Allison, 
E. M. Stafford Auto Auction 

















1959 FORD $275- 


SALE TAXICABS $375 


A-| condition. Ready for the road. All 
ood motors, transmissions, rear ends. 
lean bodies. 

Call, Write or Wire 
EMKAY MOTOR SALES 
1046 Bedford Ave., Brooklyn 5, N. Y. 

HEN Te!: Ulster 7-0651 




























All are in fast-selling 
colors and fully equipped 
with power steering, 
R & H, automatic trans- 
mission, many with 
power brakes—the works! 























1925 DODGE 4-dr. sedan. Dick Capers 
Buick, Inc., 1225 E. College Ave., State 
College, Pa. 


MISCELLANEOUS 


NEW ROADKING 
rece” 199% 
See 


TRAIL KING * $3750 
BALL BAR...... 


Compac-Tow Intra- * 50 
Stete Tri-Bar > ew a $37 
* SPECIAL, 3 FOR $100.00 


Automatic BraKinG 


WITH THE UNIVERSAL ¢ 45 
“WRIST ACTION" "ot 
Incldg. BRAKE WoOner 


DIRECT FACTORY SACTORY DEAL 


Tow Bar Sales Co. 


Exclusive Factory Distributors 
DE 2-0700 AN 38888 Nites: BA 1-8717 


Call Collect “3 727,°", 
40 So. Clinton St., Chicago 6, Ill. 





















BUSINESS OPPORTUNITIES 


WANTED. 


Patents 

and products 
in the electronic 
and non-electronic 
automotive 
products area. 









Chevys, Fords, Plym- 
ouths, Buicks, Cadillacs, 
Pontiacs. Sedans, hard- 
tops, wagons and con- 
verts—you name it, we’ve 
got it! Low mileage, 
clean and sharp — real 
bell ringers! 

















































1959 and ’60 models are 
now available at Hertz 
offices across the country. 


"ON THE BALL” 


TOW PILOT 


with *Cadalloy Steel Safety Coupler } 
Dealers’ List FOB. B. Factory Scored $51.00 
Dealers’ 25% Discount ...........c.cesecse0e 12.75 : 

















CALL 
THE HERTZ MANAGER 
IN YOUR CITY TODAY 


or write: Mr. I. E. Spatig 
The Hertz Corporation 
660 Madison Avenue 
New York 21, N. Y. 














One of the country’s top twenty corporations, a major man- 
ufacturer of Automotive Products with current emphasis on 
electronics desires to take advantage of its high caliber 
national distribution network (covering 85% of the country's 
auto dealers plus retail automotive outlets) by supplementing 
its product line with additional electronic and non-electronic 
products in the automotive accessory field. 












Substantial Discounts 
To Distributors 
Write for Illustrated Catalog 
PILOT DISTRIBUTING CO. 
Factory ‘Sales Division 

BATTLE CREEK 9, “ICH. 













If you hold patents in this area or are currently manufacturing SEE PAGE 90 Phone WO 2-5287 All Dep? 
a product whose volume and profit potential are being stifled for the nation's "Leaders in the Industry 
since 1939" pos 


by lack of top notch national distribution, we may have the TOP AUTO AUCTIONS 
answer. All replies will be acknowledged. Please write Box 


2050, c/o Automotive News, Detroit 7. 
















CARS WANTED 


LIMOUSINES—8 passenger—new and used. 
Dennis Distributor, 4804 N. Saginaw S8t., 
Flint 5, Michigan. 


VOLUME PACIFIC NORTHWEST DEAL- 
ER must buy distressed stocks of clean 
units up to three years old. One to 
twenty-five. Phone or wire: A-Z Motors, 
llth and Oak, Eugene, Oregon. Phone: 
DI 4-2512. 








New Subscription Order; | 


Send Automotive News to Address Below 
U. §., Canada and U. S. Possessions 
One Year $9 [] or Two Years $16 [1] 
All Other Countries — One Year $13 [] or Two Years $22 [] 







NEW LINES WANTED 















AUTOMOBILE DEALER 
SEEKS ADDITIONAL LINES 


As part of our expansion program 
we are now looking for 


Automobile and Automotive 
Products or Associate Products 


For distributionship in Montreal and the Province of 













AUTOMOTIVE NEWS, 965 E. JEFFERSON, DETROIT 7, MICH. 
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Quebec or, Exclusivity for Retail Sales in MONTREAL, | i 
ATTENTION !! -$100.00 REWARD for iM-|5 goraas Addrass. .cccccrcocccccccveccdocccccccccccecccc es LOM MO. sccccss 

We offer: formation leading to recovery of 1960 || Sdveed APMreSs. ovcccccccdeccegvereseosccvccoscees Zone No, | 

Volkswagen sedan convertible, color|| Stat | 

@ Two modern showrooms with competent sales stoff. light blue with blue top. Serial number i City. sccsceceseeserereesennseserseseessrereeees Mindaegirvereroses i 

@ Two service departments staffed with expert mechanics. Temes Heanne "cuaer UE sien 'taciee i | 
@ Ample storage space. a see known as Charles J. | TRADE CONNECTION: j he 

. , ww i | 
®@ Capital, Credit and Bank references. around military: gy ry 33 height | Car Dealer () Truck age sin : ae ae oO j 
6/2”, weight Ibs., brown hair, nice Financia’ er 
REPLY TO BOX 2063, c/o AUTOMOTIVE NEWS, appearance, fluent talker. Could be|! Jobber [] Insurance [] “PP | 
around Jacksonville, Wierida, Weeding. || Make of Car... .cscccccccccccccccccsecessceseececese Bocvcevedcigececse i 
! 


DETROIT 7. ton, D. C. or Arizona. Telephone collect 
to Caufield, PL 2-3419, Waco, Texas or 


GR 5-2174, McGregor, Texas. 








Tether ie Le. 
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DELAY 
YOU 
CAN 
HELP 
PREVENT! 


Mobility means money to most people! But it means even more to a 
doctor—can mean the difference between life and death! You help insure 
this mobility when you sell your customers cars factory-equipped with a 
limited slip differential! A limited slip differential is a unique sales tool 
that can put more money in your pocket in terms of satisfied customers 

. customers that come back to buy from you again. Its action is very 
simple. If one rear wheel of a car equipped with a limited slip differential 
is on a low traction surface—snow, ice, sand, loose gravel, leaves, mud— 
power is instantly directed to the opposite wheel. If there is any traction 
at all the car moves . . . and keeps moving! You'll find your prospects 
everywhere—doctors, policemen, taxi operators, rural mail carriers, sales- 
men, busy housewives. So don’t miss a good bet—make sure your demon- 
strators are equipped with the limited slip differential! If you show ’em, 
they’ll buy it! 











ORDER LIMITED SLIP DIFFERENTIALS ON ALL YOUR '61 DEMONSTRATORS! 





CcorRrPeo RATS ON 
' Toledo 1, Ohio 



















HERE’S HOW TO 
DEMONSTRATE LIMITED SLIP DIFFERENTIAL . . . 
















Stop your right rear wheel 
on a pile of wet leaves 
which you can place at 
the curb yourself, then 
demonstrate how LSD lets 
you start up smoothly 
and with no wheel spin 
—because the power 
goes to the wheel with 
the traction. 









If you’re near an un- 
paved country road or 
lane where you can run 
one rear wheel off into 
soft soil, you can put on 
a powerful demonstration 
of how easy it is to get go- 
ing instantly—with LSD. 


Dirt really flies when a enn | ; ) 2 
car with a conventional ——S 


differential starts with 
one wheel in the mud. 
You can make a mud 
puddie in your used car 
lot or in a field—and 
show how LSD insures a 
quick, clean take-off. 


















In the winter, if you're 
where the temperature 
goes below freezing, put 
one rear wheel on a patch 
of ice or packed down 
snow and show your cus- 
tomer how LSD lets you 
start up instantly. 












